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FOREWORD 


The  fashion  mereLandisihg. and  management  field  offers  a  variety  - 
of  oeedpational  opportunities  fcr  the  trained_profe3Sional .    The  trends 
of  the  industry  are  forever  changing  as  consumers'  demands  change.  To 
be  an  up-to-date,  skillful  employee^ ; employer  or  entrepreneur  in  this 
growing  area  of  marketing ^  requires  the  sound  development  of  the  basic 
Skills  of  ccmmunicatibns ,  mathematics  and  human  relations  as  wel I  as 
the  development  of  the  teehnieaT  skills  of  management,  merchandising, 
operations,  promotion^  and  salesmanship.    Product  and  service  knowledge 
is  a  must  for  any  professional  merchandiser  in  this  rapidly  grov-^ing/ 
changing  field. 

This  resource  guide  has  been  devplcped  to  assist  marketing  and 
distributive  education  teachers  in  their  planning,  preparation  and 
implementation  of  instruction  designed  to  develop  these  required 
comp ;?tencies .    The  format  is  sc  designed  to  encourage  the  teacher's 
creativity  in  its  use  and  expansion. 


A.  Craig  P^mips 
State  Superi^^ 
North:  CaronT^a  Department 
of  Public  Instruction 


Clifton  B,  Belcher 
Director 

Division  of  Vocational  Education 
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Manaqinq  the  Fashion  Horchahrli si nq  Curriculum 


BackgroQrid 


This  Fashion  Merchandising  Curriculum. Guide  was  developed  to  be  used 
a  resource  guide  in  planning  and  teaching  Fashion  Merchandising  7271. 


as 


Through  a  lot  of  ihvolv_ement  of  fashion  merchardi sing  instructors  over  a 
two-year  period,  a  curriculum  review  team  organized  the  competencies  in  appro- 
priate scope  and  sequence  for  Fashion  Merchandising  and  for  the  second-year 
course^  Fashion  Merchandising  and  Management. 

Units  of  Ihstrtictioh 

The  competencies  were  unitized  for  Fashion  Merchandising  into  seven  teaching 
units.  These  units  and  the  recominehded  instructional  period  for  each  are  1  istjd^ 
below: 


Fashion  Merchandising 


Unit 


Approximate  Teaxiiiing  l-uu€- 


Overview  of  the  Fashion  Industry 
Commuhiedtions_in  Marketing 
Merchandise  Information  for  Fashion 

Merchandising 
Perioral  Sel 1 ing 
Merchandising  Operations 
Sales  Promotion: 
Employment  Skills 


3  weeks 
3  weeks 


weeks 
v;eeks 
weeks 
weeks 
weeks 


Thirty-three  weeks  were  suggested  as  the  total  instruction  time  allocated, 
This  allows  three  school  weeks  for  program  orientation,  exams,  DEGA  activities 
and  interruptions  that  normally  occur. 

The  competencies  were  sequenced  so  that  a  student  could  exit  from  Fashion 
Merchandising  into  other  appropriate,  second-level  marketing  and  distributive 
education  courses,  such  as  Marketing  and  Merchandising,  with  a  base  of  core 
CO:  ,  etencies  which  would  allow  him/her  to  successfully  prepare  for  his/her 
career  goal . 


Bnc-i^j- 


The  cc>mpetencies  wera  val  idated:  by  teachers  and  fashion  merchandising 
employers  and  employees.    Each  competency  is  designated  as  either  core,  supple- 
mentalor  content  only.    This  designation  should  be  interpreted  according  to 
the  following  definitions: 

1.    CORE  COMPETENCY  -  Minimal  expectations  for  student 
achievement  in  a  given  course  and/or  course  sequence; 
THE  MUST  KNOWS. 


EKLC 


8 


-  2  - 


2.    SUPPLEMENTAL  CQMPETENCY  -  Gjstiohal  outcomes  believed 

to.be  important  tis  student  development  for  a  given  course 
and/or  course  sequence;    THE  NICE  TO  KNOWS. 

3;    CONTENT  ONLY  -  A  competency  identified : by.  the  curriculum  review 
team  as  important  to  tht: curriculum  writer  in  his  or  her 
development  of  the. actual  unit  ef  instruction.    This  will 
ensure  inclusion  of  the  concept. 

At  the  beginning  ef  each  unit,  each  competency  is  identified  as  either 
core  (by  the  capital  letter  X"),  supplemental  (by  a  "S"),  or  content  only 
(by  the  1  etters  'CO  ) . 


In  the  guide^  the  competencies  are  sequenced  according  to  the  writers' 
recottimendatidnG  as  to  the  best  teaching  sequence.    The  writing  team  realizes 
that  some  teachers  may  prefer  to  teach  units  in  another  order  (i  e  the 
IJerchandising^Operations  Unit  before  the  Merchandise  Infennation  and  Personal 
Selling  Units); 

The  comprehensive  competency  listing  for  the  course  may  be  utilized  as  a 
basis  for  a  training  plan  or  may  serve  as  a  student  skill -record  for  deeumentina 
student  competence.  ^ 


Fennat 


The  format  for  each  unit  within  this  guide  is  as  follows: 

Sections  I  and  II  —  Broad  Content  snd  Detailed  Content  Outlines  ( 

Section  III  —  Student  Activities 

Section  IV  —  Eval uation  Measures  and  Keys  (Competency  Test  Item  Ban^ 

Section  V  Printed  References 


These  sections  can  be  best  described  as  follows: 
.    Broad  Content  Outline 

The  broad  content  outline  shows  the  competencies  and  objectives  as 
sequenced  by  topic^    Each  eerapetency  is  identified  as  core,  supplemental. 
Or  content  only.    This  section  should  be  very  helpful  in  developing 
your  course  syllabus  and  annual  teaching  calendar. 

.    Detailed  Content  Outline 

The  detailed  content  is  designed  to  help  you  as  the  instructional 
manager  plan  for  student  activities.    You  may  use  the  suggested 
content  and  activities  or  should  feel  free  to  develop  your  own 
activities  to  ensure  student  competence. 

Within  the  Detailed  Content  Outline: 


^-Printed  references"  (symbolized  by  the  letters  "PR")  are  noted  to 
help  you  locate  instructional  resources  for  student  use. 


^Student  activities"  (symbolized  by  the: letters  "SA")  are  noted  and 

been  developed  to  give  you  a  va-iety  of  ideas  for  developina 
methods  for  helping  students  achieve  the  competencies.    These  activities 


I 
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appear:  in  a  separate. section; .  Some  studoht  activities  which  are  sample 
tb.expldih  are.  . listea  in^tlie  front  of  the  Student  Activitios.  Spctioh 
ii:.  1..,  .5A.2,  etc.);.  Those  thnt  you  ni^ay  desire  to  reproduce  for  student 
use  and  the  writer  foU  were  essentia]  nre  printed  in  such  a  manner  as  to 
facilit?te  reproduction,    Aiidio  visuals  are  suggested  which  my  be 
purchased  comiie^cia"!  1  y  to  enhance  studeht  learning. 

.  ''HahdoutsV(sytiibo"Mzed  by  the  letters  "HO")  for  providing  students 
information  were  devel oped  and  noted ;  however^  because  of  printing 
limitations,  they  have  been  omitted  at  this  time. 

.    "Transparency  inasters':'  (symbolized  by  the  letters  "TM"')  are  notca  but 
have  likewise  been  omitted  at  this  time. 

.      It  is  hoped  that  the  "Handouts"  and  "Transparency  Masters"  that  have  been 
developed  can  be  added  at  a  later  time  as  additional  instructional  assistance 
for  you. 

The  Detailed  Gontent  Butline  is^in  a  format  which  will  allow  you  to  include 
your  own  planning  notes  alqn_g  the  right  side  of  each  sheet.    As  you  locate 
resources,  you  may  write  them  in  and  include  the  materials  in  the  appropriate 
section  for  future  use. 

:  Evaluation  measures  and: keys  are  included  for  the  competency/test- :tem 
bank  for  this  course.    A  table  of  specifications  for  test  construction  is 
included  for  your  use_ in  test  planning.    The  eval uation  measures  in  this  CflB 
will  be  further  developed  as  competency-based  competitive  events  are  returned 
to  you  from  the  apparel  and  accessories : instructional  area.  should  reference 

these  appropriately  in_your  planning  notes  and  include  them  in. your  bank  of 
evaluation  measures.    The  test  keys  are  printed  on  separate  pages  so  that  you 
can  easily  reproduce  test  items  for  use  in  your  evaluation  without  any  changes. 

 "Printed  references"  are  shown  in  one  location  for  each. unit  for  your 

convenience  in  purchasing  and  ordering  materials.    This  section  should  aid  you 
in  your  unit  plahhihg. 

Instructional  PI aaai-pg- 

This  guide  is  designed  to  help  you  develop: 

.    an  annual  course  syllabus; 
.    teaching  unit  p]ans4  and, 
.    a  competency  testing  program. 

As  with  any  vocational  subject^  planning  must  be  done  in  cdndunctiohW^ th 
the  business  users  (Gmployers).  of  our  products.    A  Fashion  flerchandi si ng  Advi sory 
Committee  or  a:  subcdnmii  ttee  of  the  Marketing  and  Bi  stri  butive  Education  Advi  sory 
Committoe  should  review^ the  course  syllabus  annually.    These  business  people 
should  be  involved  in  planning  experiences  which  help  students  achieve  and 
demonstrate  competence. 

Instructional  Delivery 

The  1982  edition  of  the  adcatibnal-Education  Program  of  Studies  allows 
students  in  Fashion  Merchandising  to  be  trained  through  the  use  of  a  variety 
of  instructional  methods.    Students  may  be  trained  in  a  regular  classroom/ 
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laboratory  situation  where  a  varieiy  of  simmlated  activjties  can  be  utilized 
-in  §evelopjng_the_care  competencies.    The  common  store  theme  of  •'Lbgans'^  in 
each  unit  allows-for  a  simulate  to  encompass  the  entire  course. 

Students  can  be  given  the  greatest  amount  of : real i stic  training  by  being  placed 
in  actual  on-the-aqb: training  stations^    If  the  Qh--the-jdb  training  meets  the 
stahdards  set  forth  in : the  Vocatidnal  Education  Cooperative  Pol iciiiesnand: 
Standards^  then  an  additional  unit  of  credit  should  be  awarded.    When  a  major 
internship  or_business/DECA  project  is  utilized  to  enhance  and  expand  the 
classroom/laboratory  training,  the  local  school  system  must  establish  a  policy 
which  allows  for  awarding  appropriate  credit  which  is  commensurate  with  the 
time  and  project  work  requirements. 

Evaluating  Student  Achievement 


The  evaluation  measures  included  in  this  guide  provide  one  method  of 
evaluating  student  competence.    On-the-job  training  supervisors^  DECA  project 
advisory  committee  member S|  and  internship  Supervisofs  should  also  be  a  part 
of  the  evaluation  process..  The_ul timate  evaluation  is  the  success  rate  of 
students  and  thesatisfaction  of  employers  with  the  students  who  are  trained  in 
Fashion  Merchandising. 

Employment  opportunities  exist  in  fashion  merchandising  for  a  range  of 
students  that  include  disadvantaged  and  hahdicapped  students  as  well  as  gifted 
and  talented  students.    The  fashion  merchahdisihginstruction  and  evaluation 
should  be  individualized  to  allow  for  the  successful  training  and  placement  of 
al 1  students.    Because  of  the  variety  of  level s  of  job  entry  opportunities  in 
fashion  merchandising,  a  wide  range  of  studen     and  businesses  can  accommodated 
with  the  fashion  merchandising  competencies. 

Feedback 


As  you  implement  this  fashion  merchandising  curriculum,  your  feedback  to 
the  North  Carolina  Marketing  and  Distributive  Education  Sta^f  is  valuable  in 
helping  us  to  improve  later  curriculum  products,  provide  heeded  staff  development 
to  teachers  and  provide  technical  assistance  to  LEAs  begihhihg  hew  programs. 
Your  contact  with  employers  of  fashion  itierchandi sing  students  and  former  students 
helps  us  know  what  adjustments  should  be  made  as  fashion  merchandising  continues 
to  evolve. 
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FASRieN  MEReHANDiSlNG 
HANbdUTS  AND  TRANSPARENCIES 


:  Mahy  .of  you  have  indicated  a  need  for  the  handouts  and  trahsjjar- 
^"'^;'^?Lt['?t-ar2^eferenced  in  your  Fashion  Merchandising  guide.  After 
looking  at  these  materials  we:  have  found  that  you  already  have  many 
of  these  items  in  your  IDECCLAPs.    Since  we  do  not  have  an  artist 
available  and  our  printing  budget  is  limited,  there  are  some  commercial- 
ly prepared  materials  that  are  far  better  than  any  we  could  print. 
Therefore,  we  are  suggesting  you  obtain  these  materials  for  your  use. 

Two  references  that  we  feel  are  basic  are:  Retail  Sales  Trans- 
actions by  Susan  Eisenberg  and  Color  In  Display  by  jgdith  L.  Domian 
and  Kent  Duniphan.    These  may  be  purchased  from  Milliken  Publishing 
Company,  St.  Louis,  Mo.  er  you  may  find  a  school  supply  store  that 
carries  these  books.    Each  book  contains  transparencies,  duplicating 
masters  and  a  teacher's  guide. 

In  some  instances  we  are  suggesting  you  have  students  do  collages 
or  bulletin  boards  to  rejjlace  some  handouts  and  transparencies. 

We  are  working  to  provide  you  unit  by  unit  either  printed 
materials,  references,  or  alternatives.    When  you  receive  these 
materials  you  should  put  them  in  your  guide  in  the  appropriate 
places. 
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COMPlTLNCY  STATLMENT 


[.  Terrniriolbfjy 

001    Demons trate  knov/ledge  of  fashion  industry  terminology: 

Given  a  . list  of  key  fashion  terms,  ihe  student  will  define  each. 
The  student  will  deinbnstrate  proper  usage  of  fashion  terminology. 


History  (1900's) 

602    Demonstrate  knowledge  of  fasnion  history  and  how  it  relate?  to  today's  fashion. 

Ih?  : student  wil 1  identify  fashions  from  various  periods  of  time  and  state  their 
historical  significance.   


Fashion  Principles 
A.    Fashion  Cycle 

G33    DenK5nstrate  knowledge  of  the  fashion  industry's  cycles  of  merchandise 
acceptance. 

The  student  will  identify  each  of  the  fashion  cycle  steps  and  state  its 
importance. 

Given  a  skeleton  fashion  cycle,  the  stadent  wi 1 1 . label  the  five  (5). steps 
which  occur  in  merchandise  acceptance  and  identify  the  price  level  for  each 
step.  


B. 

e. 


Society's  Influence  oh  Today's  Fashion 

Fashions'  influence  on  Society  . 

004    Demonstrate  knowledge  of  the  geographic  movement  of  fashion . 

The- student:  will  identify  those  factors  which  determine  how  society  is 
influenced  by  fashion.  _   _  —  


rashidh  Med id 
005 


Read  current  fashion  and  trade  magazines  and  newspapers  to  keep  informed  of 
current  trends. 

The  student  will  identify  at  least; si xjleading  fashion  pe('iodicals  and  determine 
if  each  is  a  trade  or  consumer  publication. 

Given  a  list  of  periodicals,  the  student  will  identify  the  consumer  market  to 
which  each  is  aimed.   


Trends 

066   Adjust  and  adapt  to  new  and  unique  ideas  and  situations. 


Th3  student  will  define  the  term  fashion  trends  and  identify  factors  which 
contribute  to  new  and  different  fashion  trends. 


007 


Identify  incoming  fashion  trend?. 

The  student  will  identify  those  factors  that  influence  fashion  trends. 

The  Situdent  will  ill-jstr^te  and  discuss  incoming  fashion  trends  using  current 

periodicals  for  illustrations  and  facti  concerning  the  trends.  - 
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Vi.  Designers 

008  Demonstrate  knowledge  of  the  leading  fashion  designers,  characteristic  features 
of  their  fashions,  trends  they  a»^  currently  setting^  etc. 

Given  a  list  of  leading  fashion  designers,  the  student  will  identify  the 
characteristic  features  of  their  designs. 

The  student  will  identify  the  influence  designp     have  on  the  fashion  industry. 

009  Identify  ways  fashion  designers  influence  the  sale  of  apparel  and  accessory 
merchandise. 

Given  a  list  of  leading  fashion  designers,  the  student  will  match  the  given 
trademarks  with  the  appropriate  designer.  


VII.    Types  of  Store  Organization 


Vill.    Career  Opportunities 
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Terminology 
A. 


Understanding  Fashion 

Fashion!  :Styics::which:are  currently  accepted  and  used  by  a  particular  group  of 
people  at  a  given  time:  .  . 

1.   Basic  or  classic  fashion 


a : 
b. 
c . 
d. 


is  accepced  by  the  majority  of  people: 
f^lay  be  expensive  or  inexpensive. 

Pleases  the  average  customer  from  the  retailer's  viewpoint. 
Remains  "in  fashion"  for  long  time. 


(PR-3;  p.  5) 
(PR-4;  pp.  3-8;  pp. 
(PR-7;  pp:  ?-8) 


14-IR) 


3. 


Staple  or  mass  fashion 

a.  Creates  keenest  retailing  competition. 

b.  Is  manufactured  and  sold  in  targe  quantities  at  moderate  to  low 
p»"1ces . 

High  fashion  (Haute  Couture) 

a.    Has  limited  appeal  because  of  newness,  uhusualhess,  and  often 
impractical .     . ; 

b:    is  ri5ky:bQt  often  prof itable  when  aimed  at  right- customer  ^rdup. 

c.  Is  usually  produced  and  sold  in  small  guantities  at  high  oriees. 

d.  Is  accepted  by  those  who  are  first  to  accept  fashion  change  and 
usually  the  elite  among  consumers. 

4.    Fad  fashion 

a.  Is  short'lived  fashions. 

b.  Is  enthusiastically  accepted  by  a  large  group  for  a  very  short  period 
of -tine.  -  . 

c.  Affects  a  narrow  group  within  total  populat'ion. 

B,  Understanding  Merchandising 

Merchandising:  the .  planning »  buying,  and  selling  of  merchandise  in  order  fo^^ 
a  profit  to  be  realized. 

1.  Planning 

a.  Estimating  how  much  is  expected  to  sell . 

b.  Estimating  the  righ'  amount  of  inventory  to  meet  the  expected  rate  of 
sale. 

2.  Buying 

a.  Using  the  planning  process  as  a  basis  for  purchasing  itock. 

b.  Purchasing  up  to  the  dollar  figure  which  has  been  approved  by  the 
merchandise  manager. 

3.  Sel ling 

a.    Coitriunicating  with  consumers  in  order  to  sell  and  promote  image  of 
store;  :  J  :i  _  :_:  : :_  :  . 

b:    Promoting  merchandise : through  advertising,  displays,  and  other 
activities  to  create  interest  and  response  from  consumer  and  to 
influence  purchase  of  merchandise. 

C.  Understanding  Fashion  Merchandising 

Fashion  Merchandising:  refers  to  the  planning,  buying,  and  selling  of  wanted 
fashion  oriented  merchandise  at  the  right  time,  place,  quantity,  and  price. 


History  (1900's) 

A.    Fashions  mirror  periods  of  time  . 

In  the-20's-the  sexual  emanGipatioh  was  expressed  in  the  flappers  short  skirts 
and  short  hair  which  created  more  masculine  appearances.    The  80' s  truly  re- 
flect the  "free"  lifestyles  with  casual  dress  in  jeans  and  less  complicated 
fashich  styles. 

1.  Reflects  the  way  we  think  and  live. 

2.  Reflects  the  values  of  various  levels  of  society. 


iHO-1) 
-(SA-1) 
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3.  Reflects  the  degree  of  class  structure. 

4.  Reflects  the  activities  df  the  population. 


B;    Fashions  are  evolutionary,  saldom  revolutionary 

Consumers  decidie  when  styles  ho  longer  appeal  and  when  styles  will  exist. 
Consumers  graduaHy-accept  new  hem  lengths  or  new  lapel  widths:  Designers 
mast  keep  current  fashions  In  mind  since  most  consumers  buy  apparel  and 
accessories  to  supplement  and  update  their  present  wardrobe. 

C.  Fashions  end  in  excess 

Rqopsklrts  ba  ^iooned  out  so  large  they  made  moving  from  room  to  room  compli- 
cated.   MinisKirts  became  so  short  they  caused  many  problems.    When  the 
extreme  Is  reached,  people  begin  to  seek  new  and  different  fashions. 

D.  Fashions  are  descriptive  of  the  decades 

1.  Events  of  the  lSOU-1909  period; 

a.  Paris  was  the  center  oftheifashion  world. 

b.  The  period  was  called  the  "beautiful  period." 

c.  In  England,  the  period  was  known  as  the  "Edwardian  Era." 
4'  The  first  ready-to-wear  fashions  were  mass  produced. 

e;    Clothing  was  worn  for  adornment. 

Clothing  was  notifunetlpnali  comfortable,  or  economical .  High 
hairdos  were  topped  by  large  brimmed  hats  lavishly  trirrmed.  Women 
wore  corsets.    Masculine  clothing  corisisted  of  standardized  cuts. 
Cplprsiwere  sober  and  styles  basic.    Pants  had  cuffs  and  creases. 
Waistcoats  were  worn  to  match  coat  and  trousers. 

f.  Swimwean  indicated  changing  standards  oi"  modesty. 

g.  The  "Gibson  Girl"  and  "Gibson  Man"  were  evident. 

Women, were_beepming_more_act  ^cal .    The  young  "New.Women" 

wanted  to  resemble  the  Gibson  Girl  with  the  shirtwaist  outfit  with 
its  stock  and  sailor  hat.    The  young  man,  the  Gibson  Man,  was  clean- 
cut,  square  jawed,  and  smooth  shaven. 

2.  Events  of  the  1910-1919  period. 

a.  Paul  Poiret  introduced  the  "hobble"  dress. 

T^ls  was  a  high-waisted  sMrt  cVqsely  f jtted  to  the  hips  with  the 
foot  of  the  skirt  caught  in  a  straight  band.    This  styling  helped  to 
bring  about  the  disappearance  of  the  corset. 

b.  War  closed  most  i'ashion  houses. 

^'^f^f^  ^^ad  to  take  care  pf_ their  own  fashions.   They; were  looking  for 
morecomfort  and  convenience.    More  women  working  outside  the  home 
led  to  a  shortening  of  skirts,  more  adoption  of  silk  hos1e"y  versus 
thfi  previous  cotton  hosiery,  and  low-cut  shoes  rather  than  high  boots, 

3;    Events  of  the  1920-1929  period. 

a.  The  decad?  was  known  as  the  "Roaring  20's." 

Women  were  Influenced  by  movie  screen  beauties.    Emahcipatiori  was 
evidenced  ty  thei^'boylsh"  looki:and  shirts  reached  their  high  point 
In  lengths  that  came  only  to  the  knee":  The  dress  was  the  "chemise" 
("0;  wa^st.  hb  bosom)  and  hair  w^    "bobbed"  under  the  tights  skull 
shaped  felt  hat  called  the  cloche.    Young  women  who  followed  this 
fashion  trend  were  called  "Flappers."   The  60*s  were  rather 
remihi scent  of  this  period  with  the  miniskirt. 

b.  Masculine  fashions  saw  little  change. 

"Union  suits"  were  still  being  worn,  wool  for  winter  and  cotton  for 
warm  weather. 

c.  Cosmetics  were  coming  into  great  importance. 
4.    Events  of  the  1930-1939  period. 

a.  Hemlines  lengthened,  fashions  became  functional. 

b.  "Class1cs"_were  fashionable. 

With  the  depression,  consumers  became  thrifty.   They  purchased  Shet- 
land sweaters,  tweeds,  and  the  "Shirtmaker  Dress." 
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c.    Royal  Hoheymobh  had  Influence. 


England's  king  married  a  divdrcee  and  reribuhced  his  throne.    Iheir  honey- 
moon to  Tyrol  brought  ihe:  jnfiuence  of. the  dirndl,  to  fashion,    in  the. 
SO's  Prince  rhi'ilip  married  ana  the  influence  of  Lady  Diana's  hairstyle 
becaine  evident. 

in  IISj.  yo3ue_ron  the  first  u«;iJ0  dnrl  war,  demoted  exclusively  to 

Allien  can  iSesi^ns.  - . 
c.    Flasticized  yarn  allowed  production  ofithe: one-piece  maillot, 
^.    Men's:fash1ons  were  coordinated,  but  not  necessarily  with  matching  pants 

and  coats. 

Eventi  of  the  1940-1949  period. 

a.  Wir  Had  great  influence. 

Lay  1-85  restricted  yardage  in  clothing  and  the  shirtwaist  dress  became 
a  basic  working  girl's  dress,  along  with  the  factory  girl's  overal 1 s, 
P'SiShions  had  wide,  padded  shoulders,  high  necklines,  wide  lapels,  collars, 
scarves,  and  boKS. 

b.  The  ;'New  Look"  was  intrnduccd.  i 

ehr  1stlan:0ior  introduced  the  look  with  ferr.inine  curves,  tiny  waist  and 
great  fullness  in  longer  skirts. 

c.  Shoe  fashions  were  of  importance. 

The  CapcripLbil let  slipper  and  the  Norwegian  mnccasin  were  two  very  impor- 
tant shoe  fashions:    Wedge  pumps  and  platforms  were  forerunners  for  the 
shoes  of  the  70' s. 

d.  The  two-piece  swimsuit  prepared  the  way  for  the  French  bikini  of  1947. 
Events  of  the  1950-1959  period. 

2.    American  designers  received  much  acclaim.  -      -    _-  j 

b.  "Baby  Doll"  look  appeared  with  volumns  of  crinoline  petticoats. 

This  was  a  fashion  feature  no  longer  practical  In  a  fast-paced  society 
and  quickly  gave  way  to  the  "sack"  or  "chemise"  dress; 

c.  Sportswear  influenced  every  category  of  fashion  late  1n  the  decade. 

d.  Mascul ine  apparel  showed  narrow  lapels,  ties;  and  belts. 

e.  Pleats  disappeared  from  slacks  and  gave  way  to  a  smoother  appearance.  ' 

This  was  a  time  of  sweater  vests^_argyle  socks  and  corduroy  fashions  for 
an  "Ivy-League"  look  (much  like  the  "Preppy"  look  of  the  80's). 

f.  The  'Xostume"  dress  made  the  biggest  news  in  late  50's. 
This  was  a  siiiifile  straight  dress  with  its  own  jacket. 

Events  of  the  1960-1969  period. 

a.  The  "dackie"  Look  was  readily  accepted. 

This  consisted  of  a  simpler  dress  worn  by  First  tady,  Mrs.-John  F.  Kennedy 
'3nd  was  a  loose,  sleeveless,  high-necked  bverblouse  and  slim  skirt. 

b.  The  shirtwaist  dress  remained  a  recurring  fashion. 

c.  Hemlines  continued  to  rise,  hair  continued  to  grow. 

Thi_i.was:an_era  :pf  youth.    The  "sack"  (cheinise,  or  also  known  as  the 
shift)  gained  more  acceptance. 

d.  Furs  were  dominant  theme  In  winter  fashions. 

Furs    ranged  from  fun  furs,  fake  furs,  real  furs,  short-haired,  long- 
haiired,  plain  or  patterned. 

e.  The  chemical  industry  made  miracles. 

(1^)    Drip-dry  fabrics  introduced. 

{2)    Vinyl  invaded  sportswear,  shoes,  and  the  home. 

f.  Men  competed  for  fashion  attention. 

Both  sexes  patronized  boutiques  and  discptheques_as_males ■ grew  their  long 
hajriand  bearcSs,  wore  turtleneck  sweaters,  chains,  tight  pants,  Edwardian 
suits  and  Nehru  collars. 

Events  of  the  1970-1979  period. 

a.    Women  rejected  the  midi  skirt. 

Wonien  became  unsure  and  confused  about  hemlines  and  for  the  first  time, 
the  majority  of  the  feiTiale  population  wore  pants  on  tne  street  as  a  sub- 
stitute for  dresses  and  skirts. 
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b:    Swimwear  became  itidre  and  more  brief. 


The  string  suit 

The  wrap-sMrt 

More  of  society 
order  to  have  a 
tlistinctioh  in 
fashions. :  Blue 
people  rejected 
society,:  Worneo 
wear  bras:  All 
oh  the  diet  and 


was  even  more  brief  than  the  bIRiri. 

andT-shirt  drpss  were  typical  of  simplicity: 

thought  of  clothes  as  disposable  and  bought  cheaply  In 
hew  fad  or  fashion  each  season.    There  was  less  class 
spcjetyias  the  rich  and  less  rich  dressed  In  similar 
jeans  dominated  the  later  portion  of  the  decade^as  more 
those  fash1ons_wh1ch  wereirestrictive  of  the  fast-paced 
did  not  want  to  wear  corsets  and  some  did  not  want  to 
of  this  made  demands  for  slimmer  figures  and  more  emphasis 
exercise . 
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d.  Black  society  estaolished  their  Unique  claims  to  beauty. 

Minorjty:qroups  npjonger  worried  about  their  curly  hair  or  slanted  eyes 
and  the  color  of  their  skin. 

e.  Men  continued  to  be  fashion  conscious. 

Probably  the  most  dramatic  changes  in  miscullrie  costume  cane  during  this 
^^^<^3de.    Leisure  suits  duTiinatedi and  colors  went  from  drab  to  interesting 
tonesifor  the  male.    The  ving  tip  shoe,  white  sh:,  I  ?nd  tie,  and  navy 
blue  salt  were  a  thing  of  the  past.    "He"  was  coming    nto  his  own  In  the 
fashion  worlds  -Casual  living  gave  him  blue  jeans  and  T-shirts,  sport 
coats  and  slacks. 

9.    Events  of  the  1980's. 

The  80's  are  a-continuatidn  of  the  70's  with  their  jeans  and  casual  living. 
Bt/t  there  is  also  a-trend  tpireturn  to  the  classics  of  the  "ivy-League"  look, 
which  in  the  80' s  is  referred  to  as  the  "Preppy"  look.    The  ecGhpmy_dictates 
a  return  to  investment  clothing,  gold  jewelry,  and  a  watchful  eye  for  those 
fashions  which  are  practical,  functional,  and  carrying  a  "designer"  label. 


III.    Fashion  Principles 

A.    Fashion  Cycle 

1.    What  is  a  fashion  cycle? 

It  is  the  life  curve  of  a  style  as  it  is  born,  reaches  popularity,  and 
then  dies. 

a.    Stages  of  a  fashion  cycle. 

(1)  Introduction  of  new  fashion. 

A  producer  seeks  to  offer  consumers  a  new  style,  color,  or 
texture.    Those  who  seek  to  have  something  "hew  and  different" 
^^^^^^^li^g^^o  pay  a  big  pric^  tp  be  outstanding  or  to  be  the 
firstto  hayea  new  product  or  Item.    Since  most  new  designs 
are  produced  In  small  quantities,  production  costs  and  risks  are 
^"igl^-    DuP  to  these  factors,  the  new  fashion  or  design  is 
introduced  In  higher-priced  merchandise. 

(2)  R4^H4^-popularity  of  new  fashion: 

if  a  new  design  seer.rs  to  be  of  the  type  that  w111_"catch  on% 
rnanuraGturers  wIll.cppy  the  design  In  such  a  way  that  It  might 
be  mass  produced  at  a  lower  price.    Designers  who  work  for 
y^'^l^us  manufacturers  read  current  fashion  news  and  many  times 
attendishpwsiof  original  designers  both  hereand  abroad  In 
order  to  keep  abreast  of  new  develbpmeht^ .    The  customer  who 
.^^•^^s  to  be  d1fferent:and  yet  cannot: affor^^  the  price  of  an 
original  will  be  Induced  to  buy  the  adapted  style  at  the 
reduced  price  and  will  have  the  further  prestige  of  people 
thinking  that  perhaps  their  fashion  Is  an  original. 

(3)  Mass  sales  of  new  fashion. 

'^^ter  the  fashion  has  been  successfully  popularized  and  a  market 
created  for  the  item,  other  manufacturers  will  adapt  the  style 
in:ordar  to  make  a  \1ttle  profltalso^   Many  manufacturing  firms 
wlirbe  inyolyed  at  this  stage  and  the  style  will  have  been  at 
Its  peak  In  public  sales  acceptance. 

(4)  Decline  In  popularity  of  new  fashion. 

The  smart  merchant  Immediately  reduces  the  entire  stock  of  an 
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What  is 


a . 
b. 


Item  when  the  f irst^indlcatibn  is  made  in  the  market  that  the 
^^y^'^  h  90jng  to  be  replacod  by  something : e1  se .    At  this  5tar)c. 
rail's. of  nterchdndise  arc  reduced  in  price  in  the  retail  store. 
The  slope  of  the  introduction  stage  is-rather  slow  and  gentle, 
but  the. decline  stage  :s  rather  steep  and  sudden: 

( 5 )    obsai  escen c e^  and  A^P^lPPPWt . 

^'^"fsf^turers  Lpmpletely  Siscontinue.  niaking  the  style  and  those 
retailers  who  have. not  sold  all  of  their  stock  have  reduced 
tne  price  drastically.    Many  times  it  Is  necessary  for  retailers 
to  mark  items  at  half-price  or  even  less. 

Long  ran  and  short  run  fashion  cycles. 

(1 )    Lon9  run  cycle. 

(a)  Fashions  that  are  wearable  and  familiar  -  rise  to 
:     a  peak  of.quick  popularity  and  are  slow  to  decline. 

(b)  Fashions  that  are  wearable,  becoming,  and  unfamiliar  -rise 
.^o.a_slGW:peak_a5  thCy  require  a  familiarization  period 
before  acceptance: 

(c)  Basic  or  classic  and  staple  fashions  are  representative  of 
long  run  cycle. 

Short  run  cycle. 

(a)  Fashions  have  a  fast  acceptance  and  fast  decline. 

(b)  Fads  are  representative  of  short  run  cycle. 

the  importance  of  fashion  cycles? 
To  aid  buyers  in  stocking  merchandise. 

To  aid  buyers  in  timing  effective  disposal  of  merchandise. 


PLANNING  NOTC: 


Society's  Influence  on  Today's  Fashions 
1.    Historical  influences. 


Emancipation  arid  improved  status  of  won)en. 
H  i  she  r  _  J  eye 1 s  of  ed  uc  a  t  i  on . 
Development  of  suburbia: 
Increased  leisure.  - 
Growth  of  niiddle  class  popi'lation. 

Increasedavailabil ity  of  hiyh  fashion  at  moderate  prices. 
Increase  in  buying  power*. 

Sociological  influences. 

Grease  in  upp-^r  cl ass  inf  1  uence . 
Growing  influence  of  middle  class. 
Gr bwi ri g  i n  f 1 uence  o f  _ you th  j domj na ted . p op ul a t i on . 
Fashion  tastes  becoming  international . 
Increase  in  sales  promotion  and  communications. 


a . 
b. 
c . 
d. 

c. 

f : 

9: 


a . 
b. 

d. 
e: 


Fashion's  InHuence  on  Society 

1.  Psychological  factors. 

Fashions  have  developed  fashion  corisciousriess  and  created  desires  for 
sexual  attractiyeness,:comforti  variety,  leadership,  social  approval, 
distinction,  and  self-ircprovement.    Indications  of  this  are  found  in 
growing  popularity  of  "designer  label '\  merchandise  and  the  popularity  of 
sex-oriented  advertising  directed  toward  the  blue  jean  market. 

2.  Economic  factors. 

a.    Geographic  markets. 

R^9^orial  fashion  apparel  markets:^       beeome  a  necessity  as  more  and 
more  consumers  demand  that  the  latest  fashions  be:available  to  them 
more  quickly.    Television  informs  viewers  of  the  latest  trends, 
"wking  speiety_the_most  sophisticated  consumers  in  history:.  With 
travel  costs  soaring,  more  demand  w1 1 1  be  placed  bri  the  regional 

Although  New  York  Is  still^the  majgr  fashion  apparel  market, 
pegjonaj  niarts  are  changing  the  pattern  of  whoiesale  fashion  mer- 
chandi  sing. 

The  fnajorjregjonal  fashion  apparel  markets  are  the  Dallas  Market,  the 
California  Apparel  Mart,  the  San  Francisco  Apparel  Mart,  the  Denver 
Market,  the  Carolina,  Virginia^  and  Tennessee  Market,  the  Atlanta 
Market,  the  Miami  Market,  and  the  Chicago  Mart. 
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b.  Competition. 

Consumer  response,  to  fashion  change  results  in  adjustments  in  the 
Industry  -  from  the  designer's  conception  to  promotion,  to  th^ 
availability,  to  the  cbnsumer.acceptance:    Risk  is  a  part  of  every 
stage. of  development,  and  timing  is  ah  Important  factor  in  the 
acceptance  or  failure  of  a  fashion  idea. 

3.    Theories  of  fashion  influence; 

a.  Downward-flow  theory  (also  known  as  the  trickle-down  or  top-down 
theory) . 

This  is  a  result  of  upper  class  influence  on  the  lower  class. 

b.  Hprizohtal-flow  theory  (also  known  as  the  mass-market  theory). 

Tashions  move  horizontally  between  groups: on. similar  social  levels 
rather  than  vertically  from  one  level  to  another. 

c.  Opward-flow  theory  (also  known  as  the  bottom-up  theory). 
This  is  a  result  of  lower  class  Influence  on  the  upper  class. 
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IV.    Fashion  Media 


Consumer  Publ icatiohs. 

1.  Functions  of  fashion  magazines. 

d.    Serves  as  reporter  of  fashions. 

(1)    Often  take  part  in  produGtiGnjand  distribution  of  merchandise. 
(-}    Editors  shop  wholesale  markets  at  home  and  abroad. 
v3)    Work  closely  with  retailers  and  manufacturers. 

b.  Keepsjreaders  informed  dbout  stores  where  featured  merchandise  can  be 
bought. 

c.  Shares  research  studies  with  merchants  in  order  to  know  consumer 
better. 

d.  Influences  demand  for  certain  fashion  products  among  customers. 

2.  Examples  of  fashion  magazines. 

^  To^m^^ouR^,  Haf^per's  Bazaar.  Gentlemen's  Quarterly, 

L'Officiel~EsQuire  -  aimed  at  older  readers  with  more  money. 
^'    Seventeen- apd  Ingenue  -    aimed  at  teenage  market, 
c.    Had€mQ4se44e  and  Glamour  -  aimed  at  college  and  young  adult  market. 

Trade  Publications. 

1.  Function    of  trade  publications. 

a.    Analyzes  fashion  trends. 

Discusses. business  conditions, 
c.    Covers  conventions  and  other  meetings  of  Interest  to  industry. 
^*    "^o^^^^^s jTiarket  research.     _    _    _  : 

e.  Lpcatesisources  of  supply  for  retailers  and  manufacturers. 

f.  Analyzes  and  reports  on  foreign  markets. 

g.  Contains  articles  on  how  to  produce,  promote,  and  sell  products. 

2.  Examples  of  trade  publications. 


Women ' 


s  Wear  Daily:  the  Bible  of  the  female  fashion  industry. 
Intimate  Apparel  .  Handba^s::aml  Accessories.  Boot^  and  Shoe  Recorder 
olmed  at  a  specific  fashion  industry. 


Men' 


s  Wear:  aime"  at  the  masculine  apparel  and  accessory  Industry. 


V.  trends 


Definition. 

A  fashion  trend  Is  the  dirert" 

Manufacturers  or  merchants  mu 
o*^  «way  from  maximum  acceptanc 
actively  promote  the  fashion, 


which  fashion  is  moving. 

anize  whether  fashions  are  moving  toward 
is  then  that  they  decide  whether  to 
or  to  abandon  It. 
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B.    Factors  which  influence  fashion  trends. 


1 .  Publ icized  people. 

These  people  influence  fashi{;h  because  they  areicglorful  and  intriguirg  in 

a  way  that  is.  unique.  .  An  .iwar-eness  of  who  these  people  are,  what  they  are 

wearing,  and  to  what  degree  they  are  ad'nlred  is  an  important  guide  to  the 
direction  fashion  Is  taking. 

a.  Political  leaders; 

b.  Royalty. 

c.  Theatrical  personal ities . 

d.  Fa^Hioh  riodels. 

^.  "«J«t  set"  fashion  leaders, 

f.  Designers. 

(1)  Foreit'n. 

(2)  Don«st.ic. 

2.  Dominant  events . 

Front  page  fashion  is  made  from  front  page  news.    Wars,  drastic  stock 
fnarket  changes,  new  breakthroughs  in  5ciencej_and  polities  have  all,  had 
dramatic  effects  on  fashion.    (Example:  a  consciousness  of  ecology  brought 
earthtone  colors  and  energy  conservation  brought  the  "layered  look.") 

3.  Changes  in  ideas. 

a.  Morals  and  mores. 

b.  Art  forms. 

c.  Concepts  of  beauty. 

4.  Shifts  in  popwlation  dlstributior.  by  age. 

The  "Youth  Market"  and  a  consciousness  of  hieing  youthful  has  been  a 
result  of  the  Increased  proportion  of  j'Oung  people  in  our  population. 

5.  Foreign  influences. 

Fashion  conscious  travelers  bring,  exchange,  and  borrow  fashion  ideas 
from  their  travels. 

6.  State  of  the  economy: 

The  return  of  the  ''classics'^  and  investment  buying  has^  of 
inflation.    Many,  claim  a  direct  relationship  between  the  hemline  and  the 
economy  -  long  skirts,  poor  economy;  or  short  skirts,  good  economy. 

7.  New  fabrics  and  textures. 

8.  Television. 

All  current  irendsgain  great  momentum  by  repeated  exposure  through 
commercials,  television  personal i ties  who  are  supplied  wi th  clothes  by: 
fashion  manufacturers  and  the  personal  rr.pport  these  personalities  have 
with  the  consumer. 


C.    Fashion  Forecasting 
1 .    Sources  of  Data . 

a.  Sales  Data. 

Merchants  need  accurate  figures  available  for  study.    They  must  be 
aware  of  sales  figures,  stock  bri  hand,  changes  In  customers^ 
preferences,  and  the  rate  of  sale  of  affected  styles.  Automation 
helps  make  these  figures  available  for  study  much  more  quickly  than 
ever  before. 

b.  Observations. 

The  successful  iner chant  will  oBserve  what  Is  generally  Beiof  worn. 
Observations  are  most  helpful  if  they  are  made  in  terms  of  four 
elements  of  fashion:  silhouette,  details  texture,  and  color. 

Successful  forecasting  requires  that  the  merchant  determine  the 
target  rodrket  of  customers  because  the  direction  of  a  trend  may  vary 
in  different  age.  Income,  and  Interest  groups,  and  In  differing  geo- 
graphical areas. 
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c.    Trade  and  Consumer  Publications. 


VI.  Designers 
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A.    Types  of  Designers. 

1.  Couture,  "name",  or  high-fashlbii. 

The  "name"  designer  is     well  known  to  the  fi=^shion  conscious  customer. 
They  are  responsible  for  creating  the  designs,  and  choosing  the  fabric, 
texture,  and  color  fpritHe1r_desl§ns. -They  may  even  beJnvoTyed  jn  the 
development  of  the  production  model,  as  well  as  make  plans  for  the  promo- 
tion of  the  line.    Many  of  these  designers  work  for  a  firm,  such  as 
Slprla  yanderbITt  for_!^rdan1e    rne,,_or:D1ane  Von  Furstenburg  for  Puritan. 
Today,  these  deslgnerswho  were  once  associated  only  with  original, 
expensive  designs  are  licensing  their  names  to  manufacturers  of 
accessories,  home  furnishings,  cosmetics^  and  fragrances. 

2.  Stylist. 

The  stylist  designer  uses  his  or  her  creatlvetalents  to  change  or  adapt 
the  successful  designs  of  others.    They  usually  create  designs  at  the 
late-rlseor  earlyimassiproduction  stage  of  the  fashion  cycleiand  must 
understand  fabric  and  style  construction  as  well  as  the  manufacturing 
process  because  the  designs  are  usually  adapted  at  lower  prices  for  mass 
consumption. 

3.  Free-lance  artist. 

This  designer  sells  sketches  to  manufacturers.    These  sketches  may  be 
adaptations  or  original  designs  by  the  artlst-deslgher.    The  designs  may 
i^eflect  the  free-lancer's  or  the  manufacturer 's  specifications. 

When  the  sketch  is  delivered  to  the  manufacturer,  the  free-lancer's  job 
ends. 


EKLC 


Fashion  History  and  Designers. 

1.    Gilbert  Adrian  (1903-1959). 

Adrian  was  probably  responsible  for  more  fashion  trends  than  any  other 
^esi9ner_in  thejUhitediStates^    HejwasLHollywood's  highest-priced  cbu- 
tyrier,  designing  for  sachstars  as  Rudolph  Valentino  and  Greta  Garbo. 
Me  is  associated  With  the  40-s  sllhouette  wi  th  Its  w1_de-sHpu}dered:: 
tailored  suits,  dolman  sleeves^  tapered  waist,  and  pin  stripes.  He 
worked  with  asyntnetric  lines,  diagonal  closings  and  huge  ruffle-tbpped 
sleeyeSi  and  he  was  greatly  influenced  by  wild  animals,  zoos,  modern  and 
Egyptian  art. 

?.    Cristobal  Ba lend aga_(  1895- 1972). 

His  fnted  front, -loose  back  coats  and  suits  set  the  stage  for  an  easier 
^^l^T'ouette  which  followed  the  tautness  of  the  "New  Look,"    His  famous 
brpwi_lace_dress:in  a  twD-pJece:  stvl^  which  bypassed  the  waistline  was  the 
direct  ancestor  of  "unwaisted"  styles. 

3.  Gabrielle  "Coco"  Chanel  (1883-1971). 

Chanel  made  the  first  short  dresses  in  "humble"  fabrics  such  as  jerseysj_ 
and  tweeds, _  She  was las  responsible  as  anyone  else  for  the  20's  look  with 
its  movement  away  from  corsets,  ankle-length  skirts,  and  long  suit  jackets. 
The  loose-jacket  suit  and  the  jersey  sports  dresses  are  Chanel's  greatest 
contributions  to  fashion  history.    She  is  known  as  the  first  modem  dress- 
maker. 

4.  Christian  Dior  (190S-1957). 

Natural  shoulder  lines,  flared  full  skirts,  fitted  waistlines,  and  snug 
fitt1ng_suit_jackets  were  the  fashion  brought  into  the  "New  Look" 
collection  in  1947  by  Dior. 

5.  Anne  Klein  (1921-1974). 

She  was  the  biggest  single  influence  of  clothes  worn  by  active  career 
women  and  set  the_example_for_the  American.look  in  sports^ar.  Her 
"Big  Top"  look  was  a  trend  setter  for  the  sportswear  fashion  industry  in 
•74. 
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Madame  Jeanne  tanvin  (1867-1946): 


Her  house: became: famous  for  elegance  and  the  exquisite  eniroideries . 
tanvin  introdaced_ "le  robe"  early  In  the  20[t  but  was  still  making  1t  In 
the  early  AO's.    She  was  the  first  to  create  a  men's  wear  department,  in 
1926,  _And_she_was.the_first.to  have  her  own  perfume  house,  "My  Sin" 
being  the  first  perfume  created. 

7.  Claire  McCardell  (1906-1958). 

McCardell  concentrated  bh  comfort  arid  flirictiori  arid  Is  credited  with 
startirig  the  -'casual  American  look."    Some  of  her  many  "firsts"  were,  the 
monastic  dress  which  was  a  loose  flowing  style  which  was  belted  by  the 
wearer,  harem  pajamas,  the  bareback  surrmer  dresSi  and  ballet  slippers  for 
street  wear. 

8.  Captairi  Edward  Molyneux  (1894-1974) . 

He  was  known  as  the  designer  for  "ladles"  and  designed  clothes  that  would 
make  the  wbmari  stand  out,  not  the  dress^:  Mglyneux_ is  remembered, for  his 
classic  style,  simple  and  direct,  for  his  parity  of  1 ine  in  printed  silk 
suits  with  pleated  skirts,  for  his  use  of  zippers  to  mold  the  figure,  and 
his  handkerchief  point:sk1rts.__ Many: remember  his  use  of  navy  blue  with 
Gauguin  pink  and  bois  de  rose  as  accents. 

9.  Normal  Nbrell  (1900-1972). 

He  is  acknowledged  as  dean  of  Anerican  designers:  Norell  was  the  first 
*5iqrier  to  receive  the  Coty  A'fler lean  Qrl tics ' _Aware_due_to_ his 

setting  forth  several  fundamental  trends  that  greatly: affected  the  entire 
fashion  industry:  the  sequin  cocktail  dress;  the  sweater- topped  evening 
skirt;  therevival  of  the  chemise;  and  fur  slacks  that  set  a  new  fashion 
in  loungewear. 

10.  Paul  Poiret  (1880-1944). 

Pol  ret  banned  the  corset  arid  created  the  brassiere.    He  introduced  the 
■'hobble  skirt^l'  making:  it  diffrc  women  to  walk.    His  fashions 

exhibited  extreme  orientalism  and  today  hisnameis  most  frequently  re- 
lated to  boldly  colored,  primary  print  motifs.    Pgiret_was  the_first 
couturier  to  present  perfume  and  was  also  the  first  designer  to  travel  to 
foreign  countries  with  his  twelve  mannecfjins. 

11.  Elsa  Schiaparelli  (1890-1973). 

^chi^P^*^!  ^V's  fa shicri  career  was  launched  with  Her  hand-knit  sweaters  in 
modern: designs.    She  loved  to  try  anything  new  and  was  one  of  the  first 
designers  to  adopt  the  zipper  for  a  fasterier.    She  was  considered  a  genius 
for  the  exptie  accessories  arid  bizarre  use  of  color. combinations .  "Shock- 
ing, pink"  made  her  famous  and  her  trademark  was  "ugly  chic",  a  symptom  of 
snobbish  pre-war  society. 

12.  Mme.  Madeline  Vionnet  (1877-1975). 

She  was  the  first  designer  in  mGdern_hjstory:to^^  on  the  bias. 

?^e»  alpTig  wjth  Paul  Poiret,  took  women  out  of  corsets.    The  halter 
cowl  neckline  resulted  from  this  bias  cutting.    Working  on  3  half-scale 
marinequin,  Vionnet  designed  wide  open  necklines  and  over  the  head  dresses 
anc  styles  that  reflected  the  curves  of  a  woman's  body. 

Contemporary  Designers 

1 .  Geoffrey  Beerie . 

a.  Made.Lynda  Bird  Johnson^s  wedding  gown. 

b.  In  1970,  popularized  the  "Beene  Sag",  and  men's  wear. 

c.  His  influence  1s  felt  in  jewelry,  scarves,  bathing  suits,  handbags, 
and  perfume. 

2.  Bill  Blass. 

a.  Is  noLad  for  women's  classic  sportswear  in  men's  fabrics. 

b.  Women's  sportswear  is  known  as  Blassport,  men's  sportswear  1s  known  as 
Blasslook. 

^-    His  influence  1s  seen  in  luggage,  scarves,  men's  virooming  products, 
sheets,  and  towels, 

3.  Albert  Caprarb. 

a.  Designs  romantic  but  casual  clothes  combinins  luxury  and  comfort  at  a 
moderate  price. 

b.  Designed  for  First  Lady,  Betty  Ford. 
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a. 
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4.    Pierre  Cardih. 

a.  First-Paris  couturier  to  sell  hfs  own  ready-to-wear  (RTW). 

b.  In  1966_ developed  the. first. -nude 'Md^ 

c.  His  line  1nclades_men*Si  women's,  and  children's  fashions  and  accesso- 
ries that  extend  from  ties  to  toiletries  -also  towels,  sheets, 
blcinkets,_and  lugga§e.__ 

Is  considered  the  leading  couturier  designing  for  both  sexes. 
Oleg  Cassihi . 

Was  the  official  couturier  for  Mrs.  John  F.  Kennedy. 
Men's  wear  collection  is  known  and  sold  Internationally, 

6.  Oscar  de  la  Renta. 

1967,  his  Russian  and  Gypsy  fashion  themes  were  pacesetters  for 
ethnic  fashion  period.  _ 
b.    In  1968,  he  became  the  leading  American  men's  wear  designer. 

7.  Anne  Fogarty. 

a.  Was  the  creator  of  the  petticoated  shirtwaist  dress  and  the  "Paper 
Dpll':^  siihouette. 

b.  Designed  the  first  American  biRini  (tiny  and  feminine  with  rows  of 
lace). 

8.  Hubert  de  Givenchy: 

a.    Became  famous  for  "Beitina"  blouse  (apeasant  shape  in  shirting 
material  with  wide  open  neck  arid  ruffled  sleeves). 
I960,  he  introduced  perfumes,  l972-men'^ 

c.  Recently  Introduced  men's  underwear  line  and  ladles  stockings. 

9.  Gucci. 

a.  Is  mostly  noted  for  production  of  leather  goods. 

b.  Quality  of  merchandise  is  controlled  through  the  insistance  of  hand 
:      ^abpr^       _:  i.  .  : 

c.  Trademark  is  the  noted  "GG". 

d.  His  latest  venture  is  collection  of  men's  and  worren's  apparel  1n  RTW. 

10.  Halston. 

3-    Began  his  career  as  millinery  designer. 

b.  Originated  famous  scarf  hat. 

c.  Designed  pillbox  hat  for  Mrs.  John  F.  Kennedy. 

His^simple  classies  made  him  most  talked  about  designer  oi'  70'5. 

e.  Plans  for  total,  designing  everything  from  ladles  and  men's  RTW  to 
luggage,  to  perfume,  and  to  various  accessories. 

f.  Typical  designs  include  the  classic  ultra-suede  dress. 

11.  Calvin  Klein. 
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Is  a  contemporary:  classicist. 

Designs  clothes  which  mix  or  match  perfectly,  and  never  overpower  the 
woman  _  who  yye a  rs  L  them. : 

His  signature  color'  is  "browri":  His  apartment,  his  clothes,  his  show- 
rbbrti  arid  his  car  are  brown  arid  white. ___ 

Designs  sweaters,  pant*;,  skirts,  dresses,  shirts,  coatr>  capes,  and 
bedclothes. 

12.  Ralph  Lauren. 

a.  Chose  "Polo"  as  trade  riame. 

b.  Begarihis  designing  witri  men'sties.  : 

c.  Was  the  wardrobe  designer  for  leading  male  roles  in  the  "Great 
Gatsby".j-  :  :  :  _: 

d.  Became  known  as  the  "new  traditionalist"  when  he  re-intrbduced  the  wide 
tie. 

e-    Npvy  designs  male  and: female  fashions  of  fine  quality,  exact  detailing, 

and  expensive  pure  fabrics, 
f.    Recently  introduced  perfumes  and  men's  toiletries  in  his  line, 

13.  Mary  Quant. 

a.  Was  the  designer  credited  With  starting  the  '*Mod  Look"  of  the  50's. 

b.  Herstyles  took  fashion  from  the  rich  and  privileged  and  gave  it  to 
youth. 
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14.    Yves  St.  Laurent. 


I). 


d.    Is  considered  the  mi3st  'influential  modern  designer  for  the  sophistica- 
ted woman.  1 : 

b.    Is  known  for  his  trapeze  line;  pea  jacket;  arid  the  nude  look  in  see- 
through  shirts  and  transparent  dresses  over  nude  body  stockings  (1966). 

Additional  Cf)ntenipora ry  Designers 

1 .  Marc  Bbhan . 

2.  Dona  id  Brooks. 

3.  Bonnie  C^shin: 

?•  ^1o]:gio  Di  Sant  'Angelo. 

5.  Diane  Von  Furstei^berg. 

6.  Jordache. 

7.  ponha  karan. 

8:  Karl  ta^erfold. 

9.  Lacosta. 

10.  Guy  Laroche. 

11.  bob  Mcintosh. 

12.  Bob  Maekie. 

13.  Mary  McFadden. 

14.  vera  Maxwell . 
)  5  .  f  (HI  1 1o  Pucci . 
16:  Sasson. 

1  7 .    Gloria  Vanderbi  1 1 . 


E.    Influence  of  Designers 

Perhaps  more  than  at  any  other  time  in  history,  designers  are  inflaencing  the 
fashion  industry.    The  late  70'?  and  early  80's  show  evidence  of  their  influ- 
^"ce  in  the  demand  being  exhibited: by  both  male  and  female  consumers  for 
"label"  fashions .    Blue  jeans,  once  only  for  the  less  sophisticated,  are  an 
accepted  I'ash ion  even  1n__classier  settings  -  but  only  if  th^^^  the  label 

efia  designer  name  on  the  hip  pocket.    Perfumes  and  men ' s . tol letrles  bear 
designer  names  and  are  turning  into  rtiul ti-bil  1  ibh  dollar  industi^ies.  Even 
chiV^'"en's  clothes  are  carrying  hl3h-pri.ce  tags  and  the  name  of  a  noted 
designer.    Designer  logos  can  be  :een  (and  recognized  by  consumers)  on  every- 
thing from  men's  ties,  towels  and  sheets,  to  luggage  and  other  leather  items. 
The  80's  are  truly  a  time  for  the  designer  to  have  a  "heyday." 

Store  Organizntion 

A.    Types  of  Fash-ior,  Petal  lers 

1  :    Depart^rent  store 

Seek;s  to  prpvine  foj  customers  of  all  ages  and  both  sexes  evcryth^'ns  they 
need  or  want  In  tne  way  of  wearing  apparel  and  home  furnishings. 

u.    Store  IS  divided  into  separate  departments,  each  department  having  a 
manager  and/or  buyer . 

b.    Most  consist  of  a  downtown  store  and  suburban  satellite  stores  loc^jted 
in  prime  shopping . areas .  _  .  .   :     .  . 

^-    ^P^'"?^^  ^."'^'^  ^..''^l^Sship  Division"  -  the  downtown  or  central  location 
where  executive,  merchandising,  and  promotional  staffs  are  concen- 
trated. _  . 

d.    Ol'.^er  services  such  as  delivery  of  merchandise,  privileges  of  credit, 
and  personal  service  of  trained  sales  staff. 

Z.    Junior  Department  Store. 

Fully  departmentalized,  bet  carries  few  or  none  of  the  home  furnishings 
1  The. 

3.    Exclusive  Specialty  Shop. 

Deals  with  single  type  of  merchandise,  catering  to  a  wealthy  and  fashion- 
minded  clientele. 

a.  Strength  of  shop  lies  in  its  distinctive  merchandise  and  prestige  as 
fashion  authority. 

b.  May  deal  in  men's  and/ov-  womon's  apparel  and  accessories. 
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BEST  AVAILABLE 


10. 


Other  Specialty  Shop. 

Carry  a  large  assortment  of  merchandise  within  the  narrow  Itrnlts  of 
custoTOr'5  personal  needs  such  as  maternity  fashions,  or  fashions  for  the 
exceptionally  tall  or  stout  or  tiny. 

Variety  store. 

Makes  quick,  selection  of  low-priced  :T)ei'chandise  available  to  customers  by 
use  of  check-out  counters,  racks  arid  biris,  and  shopping  baskets. 

Demonstration  store. 

Highly  specialized  store  that  Is  run  for  the  benefit  of  a  single  mana- 
facturer's  goods,  such  as  a  cosmetic  line  (Merle  Norrvinj. 

Discount  House. 

deals  with  mass  distribution  with  minimum  service  and  emphasis  upon  bar- 
gains. 

Franchise  Store. 

Owned  by  a  local  manager  who  buys  most  of  the  merchandise  from  the  fran- 
chisor. In  order  to  use  the  flnn's  name:    Parent  firm  helps  select  the  site, 
designs  the  store  and  fixtures,  and  supplies  all  or  most  of  the  merchan- 
dise. 

Chain  Store: 

Group  Jpf  stores, centrallyowned,  each  handling  very  similar  goods  that 
are  merchandised  from  a  central  headquarters. 

Boutique  Shop. 

Small  store  with  special  quality  and  flavor  that  comesfrpm  the  Individu- 
ality of  Its  merchandise_and  the  attractive,  non-tradttlonal  way  In  which 
the  merchandise  Is  presented: 


b. 


^'"'■es  to  group  JerchariMseijn  a:  way_that:tbe  customer.wlll  iwear  it, 
making  It  easier  and  more  convenient  to  shop  for  a  total  look: 
The  decor  of  the  boutique  Is  another  element  that  sets  It  apart  from 
coriventlghal  stores.: 
c.    If  a  boutique  style  becomes  a  popular  best  seller,  the  boutique 

usually  loses  Interest  Iri  It  as  they  are  dedicated  to  newness,  exclu- 
sively, and  few  of  a  kind  designs. 

B.    teadlng  Fashion  Department  Stores 

1.  Macy's, 

2.  Hudson's. 

3.  Marshall  Field  &  Co. 

4.  May  Co. 

5.  Blobmlngdale's. 

6.  Abraham  &  Straus. 
7:  Foley's: 

8.  Bullock's. 

9.  Lord  &  Taylor. 

10.  dordan  Marsh. 

11.  Rich's, 

12.  I.  Magnin. 

III.    Career  Opportunities  In  Fashion  Industry 

A.  Careers  Iri  Manufacturing. 

1.  Raw  Materials  Industries. 

2.  Apparel  Trades. 
Accessories  Trades. 

4.    Home  Sewing: 

Opportunities. In  these  Industries  Inclade:.  fashion  experts,  fabric  designers, 
fabric  librarians,  fabric  stylists,  educational  and  Indust^v  consultants, 
apparel  and  accesspr1es_des1gners,  assistant  designers,  pattern  makers„ 
sketchers.  sample  makers,  showroom  and  sales  representatives,  coordination  and 
pabl Iclty . 

B.  Careers  In  Retailing 

1.    Merchandising  Careers, 
a.  Sales. 


(SA-13) 


(PR-7;  pp.  448-465) 
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b.    Hc?ad  of  siocK. 

Responsible  for  the  condition  of  stock  in  the  department  and  reports 
any  infornidticn  to  the  buyer. 


C-. 

e. 


Departrrtoht  nianager. 
Assistant  buyer. 


Responsible  for  buyihj  ftierchandise  for.a. dopdrtmL-nt, 
group  0'  btores,  running  each  as  a  profitable  busine 


a  store,  or  a 
ness  operation. 


groL^p  o<  btores,  running 
D'Visiondl  merchandise  mdnager. 
Coordinates  .nerchand^sing  efforts  of  severa'.  departments. 
9.    General  merchandise  rr->-jager. 

Hefids  merchandising  efforts  of  several  departments  or  group  of  stores, 
n.    Top  manajenent . 

'•Responsible  for  e^ery  phase  of  the  store's  operation  and  directions. 
2.    Sales  Promotion  Careers. 

ing  staff.  _  : 

b.  Fublicity  and  public  relations  staff. 

c.  Visual  merchandising  staff. 

d.  Fashion  coordination. 

This. earner  is  partly  morchdndi s i ng  and_part1y  promotion  -  invnivGS 
working  wi th_a _great_ many  people,  from  merchandise  information  re- 
sources to  store  staff  to  customers  arid  makes  recommendations  rather 
tnan  giving  direct  orders.    Buyers  often istake  part. of  the. budget  on 
theeoprdinatpr's  judgment,  advertisements  are  written  in  line  With 
these  judgments,  and  sales  training  sessions  are  stacked  with  the  help 
of  the  fashion  coordinator. 

3:    Sales  Supporting  Careers. 

a.  Training  department. 

b.  Pe.^sonnel  department. 

c.  Accounting  department . .  _- 

d.  Customer  services  and  adjustments. 

4.    Resident  Buying. 

a.  Market  representative. 

Work  in  fashion  market  daily. looking  at  lines,  checking  on  supply  and 
del ivery  conditions,  and  analyzing  new  trends  -  work  with  buyers  of 
stores  they  represent. 

b.  Fashion  coordinator: 

foiows  thcvmarket,  :dpes.  fashion  forecasting,  and  works  with  member 
stores'  management  staffs  and  fashion  offices. 

Careers  in  Fashion  Service  Organizations 

I.    Advertising  Agencies. 

Account  executi ve . 
Copywri  ter . 
Artist^  ::  . 
Fashioncoordinator. 
Clerical  and  secretarial. 

Consumer  Publications: 

a.  Fashion  editor. 

Must  discover  what  readers  respond  to,  locate_the  fashion  market,  and 
inustrdte_ examples  of  the  right  fashions  at  the  right  time  -  this  in- 
cludes writing  press  releases  for  wire  services  and  going  into  the 
market  for  current  fashion  information. 

b.  Merchandising. 

Work  to  niake  .sure.  readers_anywhere  in  the. country  can  buy  editorially 
featured  irierchandiso  and  also  offer  retailers  practical  advice  about 
how  to  merchandise,  promote,  and  display  featured  Itemii. 

c.  Advertising  Sales. 


D .    Trade  Publications 


Fashion  Overview^ 


£.    Cbri suiting  Services 


PLANNING  NOTES 


Syndicated  service  which  covers  arid  Interprets  news  so  that  subscribers  can  be 
guided^ byvleW: of  skilled  observers  In  successful  buying,  mfcrchandlsing,  and 
coordinating  activities; 

F.  Television 

Fashion  oriented  specialists  create  fashion  commercials  for  client  producers 
and  retailers. 

G.  Trade  Associations 

Involve    research,  publicity,  public  relations  work,  handling  legislative  con- 
tacts,   conventions,  publishing  perlodlcajs^  running  trade  shows,  and  other 
serviceswhlch  members  may  require  -  example.  National  Retail  Merchants 
Association. 

H.  Entrepreneurship 
Owning  your  own  store. 
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DVtRVlEW  OF  THE  F;.SHI0N  INDUSTRY 


INSTRDCTIONS  TO  THE  TEACHER:.  (See  page  20)  Give  students  20  to  25  minutes  to  see  how  many  words  they  can  SA-1 
locate  in  the  puzzle.     Students  should  leave  the  puzzle  turned  face  down  until  they  are  given  a  start 


time. 


ng 


you  may  choose-to  make  an  overhead  transparency,  of ..the_puzzle_and:di¥ide.the  class  into  two  teams     Flip  a 

see  which  team  goes  first.  .Team,  members _are  to.. take  turns: coming  to  the  overhead. prdlectbr  and 
circling  the  \^rd  they  have  discovered  in  the  puzzle,    A  team  receives  one  point  for-circlihg^each  new  word 
If  the  Cume  team  member  i s  able,  to  define.the  word  .s/hg. Has    circled,  that  team  receives  ah  additional  point. 
When  a  team  merrber  fails  .tp.c.ircle  and  deflne  a  wrd.  that  team  looses  a  turn;    If  a  member  of  the  opposing 
team  can  define,  the  word_missed_by:the:competing  team,  then  his/her.  team  receives  two  (2)  points     Each  team 
member  mu?t..rece1ve_a.  turn  before  starting. through  second  turns.    There  ars . thi rty-nine  (39)  words  in  the 
pu.2Zl^_.    Spme_of  the  words.are  given  more  than  once;  however,  repetition  builds  familiarity.    Two  (2)  words 
are  circled  on  the  puzzle  to  serve  as  examples  for  the  students. 

Students  ere  to  bring  to  class  any  apparel  and  accessory  items  they  can  possibly  locate  that  are.of  any  S^'^-Z 
5ig.     icance  to  fashion  history.    The  items  may  range  from  hats,  gloves,  bags,  jewelry,  undergarments,  shoes 
ties.  coat^.  etc.  to  skirts,  dresses,  slacks.    Many  of  these  items  may  be  secured  from  the  students'  ow*^. 
attics  or  basements  or  from  friends  and  relatives. 

The  students  should  tell  the  class  the.  period  of  timejn.which  the  iteni(s)  was/were  fashionable  and  point 
out^any  sig  ificant  features,  styles,  or  details  of  the  item(s)  as  they  relate  to  the  past  and  to  the 
styles  of  tk.day. 

Have  the  students  read  Guide  to  Fashion  Merchandise  Knowledge,  Volume  I.,  pp.  45-68.  SA-3 


^^^vej^tudents  create;  a _bul  let in.board  or  a  display  with  fashions-dating- from  the  19O0's  -  1980's     This  SA-4 

be  des^sned  .using. actual  items:or  through  magazine  illustrations,  sketches,  or  other  oriqinai  ideas 
P^.S-tudents. ._Competition:3lw3ys:stimu:ates  creativity.    Divide  the  class  into  two  or  three  teams  to  see 
which  team  can  have  the  most  interesting  and  creative  project. 

Studeiits  are  to_ bring  to  class  and  report  on  a  newspaper  or  magazine  article  that  relates_to  the  influence  SA-'' 
society  has  on  the  fashion  industry.    The  articles  may  relate  to  ecology,  war,  movies,  designers,  etc. 

If  possible,  give  each  student  a  consumer  or  trade  publication  or_allow  students  to  share  magazines.    Have  V'\-6 
students  look  through  these  for  fashion  promotions  (cosmetics^  men's  toiletries,  apparel  and  accessory 
V^^""^'-    "^y^        students  explain  what  psychglogjcal.impact  these  promotlcis  are  trying  to  have  on  the 
consumer,    (i.e.  sexual  attractiveness,  comfort,  leadership,  social  approval,  etc.) 

^^ve  students  magazines  and. have_them_look  for  the  incoming  trends  fur  the  season:    Only  aHow  the  students  SA-7 
aPProxiiretely  15  to_20_ minutes. tOLdo  this.    Then  ask  them  to  report  to  the  cVass  at  least  one  trend  they 
noted  that.  w^a.s_dominant_in  their.particalar  magazine.    The'  should  also  cite  the  magazine  they  used,  as 
thi.s  will  determine.styles.for  varioDs  ages  and  sex:    (Students  should  note  colors,  lengths,  lapel  widt'is. 
sleeve  stylin'^.  cosmetic  colorings,  hair  treatments,  ef  ) 

Haye._two_o_  three. stodeots.  share  a  trade  publicatidri.:  Let  the  students  discuss  in  their  sn>al1  groups  t.ie  SA-8 
information  tbey  found  to  be  evident  in  this  type  publication  compared  to  information  they  find  in  con^ 
sumer  publications:    After  students  have  discussed  these  differences  in  their  small  groups*  have  a  member 
of_the  group/eport  or  discuss  their  findings  with  the  entire  class.    (They  should  find  that  more  of  the 
Information  is  directed  to  the  industry  rather  than  to  consumerSj,_including_information  such  as  consumer 
research  surveys,  supplier  'riformation,  business  eccfiomics,  conventions,  etc.) 

Have  several  students  intervie^y  the  buyers  or  department  managers  of  apparel  and  accessories  in  the  SA-9 
leading  fashion  stores  in  the  community  (this  should  include  coverage  of  male,  r(?male,  and  children's 
^PP^T^]        accessories)  ,    students  may.  use  the_interview_questions  provided  for  this  activity  as  a 
guideline.    They  should  report  their  findings  'o  the  class.    See  page  22. 

^Vvide  the  class  into  three.  or  four_groups_._  Giveitbe: groups:  aboDt: fi  ve  (5)  minutes  together  to  see  whifh  SA-10 
.group  can  list  the  most  teleyision.and  movie  personaMties  that  help  to  set  fashion  trends  and  Influence 
consumers.    (Example:    Johnny  Carson,  Magnam.  Farah  Fawcetf  Majors) 


Have  .students_bring:3ny_ava1}able  designer  ubel  fashions  to  class.    (This  could  include  apparel  and  SA-ll 
accessories,  perfumes  and  toiletries,  luggage^  belts,  glasses,  linens,  stockings,  etc.)    Discuss  the 
costs  of  designer  label  rmrchandise  Co.'«ared  to  national  or  private  brand  label  merchandise. 


Divide  the_class  into  three  or  four  groups,  depending  on  the  class  size.    Each  g»"oup_1s  to  develop  two  (2)  SA-12 
posters.  -The  first  poster  is  to  exhibit  the  names  of  several  designers  and  the  second  is  to  include 
illustrations  showing  their  designs  for  this  season. 

j^fv^  .^^  §.^u*ht  interview  five  people  oi'  assorte.d.agesi  sex^.and  race  to  find  oat  which  stof  :•  is  their  SA-13 
#1  preference  when  shooping  for  apparels  ^nd  accessories.    Indicate  why  they  have  this  prefei«nce  and 
do  they  know  wfiat  type  of  store  their  favorite  store  represents,  such  as  boutique,  specialty  shop,  de- 
partment store,  etc. 
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FASHION  ffReHANDiS!NG  TERMINOLOGY 


Mhd. as  rfBny_ fashion  merchandu  in  this  word  puzzle  as  ybd  possibly 

can  in  the  allotted  time.  The  words  may  be  found  vertically  or  hdrizbhtally 
in  the  puzzle.    DO  NOT  BEGIN  UNTIt  INSTRUCTED  TO  DO  SO. 


B  iA  P  P  A 


K  T  W  C  D 

Q  W  E  R  E 

Y  U  E  R  B 

X  y  Y  C  Y 

X  Y  W  I  0 

Z  Y  W  I  0 

U  W  Y  Z  I 

G  D  E  S  I  |g 


ELIMOULCEXWCPBLINGERIENOQVY 


RWYXVUOPQTXYRWeEAGRUOWRGWX 
AILINGYIOWTPXRYJRAGSHEIOPW 
SICSTdCKIPRYIOWIMHGLXHYWEI 
DCSWBIWOPLINGERIEHWEYUIGPW 
XPWEIOPWRBYWIXPWReNEOPHWQU 
NTIMATEAPPARELVCTMIPWRECWX 
ERTAABRETUPERIOUDNQEVCDRTY 
^NOPRETAILIN'GUIOPIXPRICEXIO 
ZXCIQWERVKBRGLOPTOPHOUSEQWERTYXP 
QRULINEVBEEGSHJKLWRUIOTEXTUREWER 
PERHFEGTHTRAFFICLtlQWERYUIOPXERT 
CUCOSTUMEHICGHIOQWCRXEICRVTBYULF 
WRTUIOXECFGCHEWSXEEVBWCBWCTBQWEB 
IPREEGTBQWXESESTOPQWXTTURNOVERYB 
XZWTHOTITEMSCTRUNKSHOMYUldDEWTBQ 
BNNTYUIOPQEOCTBMWETYCOQRTCINBNOP 
BNWEUI0PRYRRI0READYT0WEARQRDCOEI 
YUBlOUGTRECIJkLPGEETUCYVENDORPGF 
QMERCHANDISEHJIOPTBRTXEBQXTRAGSZ 
IQPWERTYEVeSTYLEHANMUETYUIOPGJKt 
QRTYXlOPTETYUlILPlXHRESOURCESdPW 
UIPRICERANGEWENUOLXIIXETWRECWRTB 
UPERISRIIXNWGYEIOSXREBIWOPQWXTZS 
SRTWEBWQLBIOPEBIOXPVRIUWOPBQEBXW 
WBQTXTWBSdPWTBYIWHOPGHIWPQWtXBYI 
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KEY: 


SA 


FASHION  MERCHANDISING  TERMINetOSY 


Find  as  rrany  fashion  merchandi sing  terms  in  this  word  puzzle  as  ybu  possib 
can  in  the  al  lotti&d  time.  The  words  my  biifduhd  vertically  or  horiiontal 
in  the  puzzle.    DO  NOT  BEGIN  UNTIL  INSTRtitTED  TO  BO  SO. 


B  A  P  P  A  R 


K  T  W  C  D  E 


Q  W  E|R  E  |f 


Y  U  E  R 

X  V  Y  C  Y 

X  Y  W  I  C 

Z  Y  W  I  0 

U  W  Y  Z  I 


E_b|  M  0  B  b  e  E  X  w  c  p  b(li¥g 


RWYXVUOPQTXYRWGE|A 
A  I  b  I  N  G|Y  I  0  W  T  P  X  R  Y  jjj 
I  C  S  T  0  C  kII  P  R  Y  I  0  W  IiM 


£R..l ijN  d  Q  V  y 


GflUOWRGWX 


A  G|S|H  E  I  0  P  M 


H  GibiX  H  Y  W  E  i 


I  Id  C  S  W  B  I  W  e  P|b  I  N  G  E  R  I 


EIY  U  I  0  P  W 


d(D  E 


z  X  e 

Q  R  U 
PER 
C  U|Y 


W  R  T  ju 


I  P  R 

X  z  w 

B  N  N 

8  N  W 


I 


b  jX  P  W  E  I  0  P  W  R  B  Y  W  I  X  P  W  [>' 


M 


NT  I 
E  R  T 

g|nJo  pJr 


Q  W  E  R  V 


I  N  EjV  B 


F  E  G  T  H 


^_LI.  APJ- i  R  £:UV  Gi  T 


G  NiEiO  P  fl  W  Q  U 


A  B 


E  T 


B  R 


R!E  T  u  P  E  R  I  0  D 

I  : 

Alf  b  I  N  gIu  I  G  P 


Gib  0  P|T_0_ 


E  G|SjH  J  K  b  W 


STUM  e"1h  I 


I  G  X  E  G  F  G 
E  G  T  B  Q  M  X 


AiF  F  I  G  b  b 


GIG  H  I  |0!Q  W 
G{H  E  WjSjX  e|eJv  B  W 


U  I  Oj 
Q  W  E 
R  X  E 


M  I 
N  Q 

xfi' 


P|W  R  E  G  M  X 
e|v  G  D  R  T  Y 

IUZLH^  I  0 


ijq  W  E  R  T  Y  X  P 


£  X  J  iJ  B  E|W  E  R 


fl  G  T  I  T  E  M 


Y  U  I  0  P  Q  E 
U  I  G  P  R  Y  R 
VUBIOUGTREG 
D 


QjM  E  R  C  H  A  N 


I  0  P  W  E  R  T  Y 
Q  R  T  Y  X  I  G  P 


I  S 


EiSESITjOPQWX  rlTjU  R  N  0|V.E  R  |Y  B 


Y  U  I  0  P  X  E  R  T 
GRVTBYUbF 
BWCTBQWEB 


S  G  jT  E  jHpIfc  Y  U  I  0  P;E;W  T  B  Q 


G  T  B  iM!W  E  T  Y 


I  0[RJ£ 


V  e 


J  K  b  P  G 
H  J  I  0  P 
FIH 


T  Y'b 


T  E  T  i'  U  I 


u  i!  p¥  I  g"e  R^A^^G  ElW  E 


U  P  E  R  I  G  H  I 
S  R  T  W  E  B  W  Q 


L  P 

U  0 
I  0 


¥  T 


X  N  W  G  Y 
BIGPEBIOXPV 


E  T 

B  R 

N  M 

X  fl 

X  I 

X  R 


GiO  0  R  T  C  I 


g  H_E-A  R  |Q  R 


! 

N  jB  N  0  P 
d!g  G  E  I 


u|c  y[v  E  N  D^O 


R  P  G  F 


A  G  S  Z 


Tjx  E  B  0  X  TiR_ 
U|£  T  Y  U  I  0  P  G  J  K  L 


i  ;x  e  t  w  r  e  g  w  r  t  b 
e!biwopqwxtzs 

lUWDPBQEBXW 


WBQTXTWB[SjOPWTBYIWHOPGHIWPQWTXBYI 
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SUGGESTIONS  FOR  INTERVIEWING 
THE  BUYER/DEPARTMENT  MANAGER  OF  A  LEADING  FASHION  STORE 

1.  What  are  the  Incorilirig  trends  across  the  nation  for  this  season? 
(Examples:    "The  look",  domihaht  colors,  aeeassories,  hemlines, 
coat  lapels,  tie  widths  and  styles,  neckline  treatments, 
silhouette,  sleeve  styles,  etc.) 

2.  Will  these  same  trends  be  true  for  this  geographical  area? 

3.  If  not,  what  are  the  expected  trends  ftr  this  coinnuhity? 

4.  What  trends  appear  to  be  declining  across  the  country? 

5.  What  trends  appear  to  be  declining  in  this  geographical  area? 

6.  What  is_ the  target  market  (age,  income,  race,  etc.)  for  this 
particular  store? 

7.  What  fashions  will  this  store  carry  more  of  this  year  than  they  did 
in  this  same  season  last  year? 

8.  Which  fashions  will  this  store  carry  less  of  this  year  than  it  did 
in  this  same  season  last  year? 

9.  What  are  the  reasons  for  the  answers  to  "7"  and  "8"? 


_        _  32 
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Unit  I  -  Fashion  Overview 


Fashion  Merchandising  Vocabulary 

TM-1    The  Fashion  Image 
TM-2    Fashion  Cycles 

TM-3    Fashion  Media  -  Using .magafihe  titles  (i,e,  Maxjarooiselle-, 

Glamour,  Gentlemen's  Quarterly)  develop  a  collage  o>  bulleti 
board. 
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FASHION  MEReHANDISING  VdCABULARY 

ACCESSORIES:    items  which  are  worn  with  larger  items  such  as  dresses, 
suits,  sportswear;_includes  jewelry,  neckwear,  small  leather 
goods,  millinery,  gloves,  hosiery,  shoeSi  etc. 

APPAREL:    those  items  a  person  wears  or  carrier  in  order  to  complete 
an  outfit.    In  the  industry  "apparel"  refers  only  to  sportswear, 
coats,  dresses,  and  suits. 

BASIC  STOCK:    those  items  which  are  in  constant  demand  and  should 
always  be  kcDt  in  stock  throughout  a  season  or  year. 

BEST  SELLER  (or  RUNNER)::  merchandise  that  sells  fast  throughout  the 
Season  or  year  and  is  reordered  many  times  in  order  to  meet 
customer  demand. 

BUYER:    the  person  responsible  for  budgeting  and  planning  the  expendi- 
tures for  a  business,  selecting  the  actual  merchandise  for  resale, 
and  deciding  what  is  to  be  advertised  or  displayed  and  why. 

COSTUME:    refer<^  to  suit,  cort,  or  dress,  with  coordinated  accessories. 

eOUTURE  HOUSE:    apparel  firm  for  which  designer  original  styles  are 
created. 


COUTURIER  (m.)  or  COUTURIERE  ]f.):    male  or  female  proprietor  or 
designer  of  a  French  couture  house. 

DESIGN:    a  particular  version,  interpretation,  or  variation  of  a  style; 
often  referred  zo  as  a  "style"  in  the  fashion  industry. 

DESIGNER:    person  who  creates  original  garments  in  the  fashion  industry. 

DETAILS:    specific  elements  which  give  a  silhouette  its  form  or  shape. 

EXCLUSIVEMERCHANDISE:    merchandise  confined  to  a  particular  store 
within  a  given  trading  area  and  not  available  in  other  stores  in 
that  metro  market. 

FASHION  FORECASTING:    predicting  the  trend  of  fashion  according  to 
prevailing  elements  in  all  the  fashion  industries. 

FASHION  IMAGE:    reflects  the  degree  of  fashion  leadership  the  store 
exercises . 

FOUNDATIONS:    trade  term  for  women's  undergarments. 

GARMENT  DISTRICT:    refers  to  the  area  in  any  city  where  the  fashion 
industry  is  dominant;  Seventh  Avenue  in  New  York  City  is 
referred  to  as  the  "Garment  District." 
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HOT  ITEMS:    items  which  deinonstrate  greater  customer  acceptance  than 
was  expected. 

IMPULSE  ITEMS:    merchandise  purchased  on  spur  of  the  moment  decision 
rather  than  as  a  result  of  planning. 

INTIMATE  APPAREL  (or  LI^'GERIE) :    trade  term  for  women's  lingerie, 
foundations,  and  loungewear. 

KNOCK-OFF:    a  close  reproduction  of  design  of  an  apparel  or  textile 
product  which  sells  for  a  lower  price  than  the  original. 

LINE:    a  collection  of  styles  offered       a  manufacturer  or  designer. 

LINGERIE:    see  "intimate  apparel." 


LOW  END:    least  expensive  merchandise. 

MARKET:    group  of  potential  consumers;  also  refers  to  the  area  in 
which  merchandise  is  bought  and  sold. 

MARKETING:    those  business  activities  connected  with  directing  the  flow 
of  goods  from  the  producer  to  the  consumer. 

MARKET  WEEK:    the  week  in  which  buyers  attend  fashion  showings  by 
wholesalers  to  view  the  lines  for  a  particular  season. 

NATIONAL  BRAND:  :  merchandise  which  is  nationally  advertised  and 
distributed  by  a  manufacturer. 

dPEN-TO-BUY:    the  amount  of  rrioney  available  for  the  buyer  ro  spend 
during  a  specified  period. 

ORIGINAL:  :  design  creat^'d  for  showing  in  a  collection;  however, 
duplicates  of  the  design  are  often  made  for  selling  and  are 
called  "repeats." 

PRICE  LINE:    Specific  price  point  at  which  a  merchandise  assortment  is 
regularly  offered  for  sale. 

PRICE  RANGE:    the  spread  between  the  lowest  and  highest  price  at  which 
a  product  is  offered  for  sale. 

PRIVATE  BRAND  (or  PRIVATE  LABEL):    merchandise  developed  for  a  given 
store  and  carrying  that  store's  label. 

RAGS:    slang  term  for  apparel. 

READY-TO-WEAR:    a'pparel  which  is  mass  produced  tc  standard  size 
measurements • 
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RESOURCE:    merchant  from  whom  a  store  Buys  or  acce'^ts  merchandise;  also 
known  as  a  "vendor," 

RETAILING:    the  purchasing  of  merchandise  for  resale  tc  the  ultimate 
consumer. 

RUNNER:    see  "Best  seller." 

SEASONAL  MERCHANDISE:    merchandise  purchased  for  a  particular  season 
to  meet  customer  demand. 

SEVENTH  AVENUE:    New  York's  garment  district. 

SILHOUETTE:    the  overall  contour  or  outline  of  ?  costune;  also  referred 
to  as  "shape"  cr  "form." 

SKIMMING  THE  CREAM:    being  first  witft  the  "most  wanted"  items  and 

having  enough  in  stock  to  meet  customer  demand  during  the  stimulated 
sales  period. 

SLEEPER:    a  fashion  overlooked  by  [»;yers  or  fashion  editors  which  becomes 
popular  without  promotion  and  becomes  a  potential  "hot  item"  with 
aggressive  promotion. 

STORE  IMAGE:    the  personal ity  that  is  presented  to  the  public  by  the 
st^re. 

STORE'S  OWN  BRAND  (S.  0.  B.):    merchandise  which  is  presumably  less  ex- 
pensive than  national  brands  and  is  the  private  brand  ol"  the  store. 

STYLE:    a  sprcific  design  of  one  garment  which  stays  constant;  such  as 
the  princess,  shirtwaist,  and  double-breasted  styles. 

STYLE  PIRACY:    see  "knock-off," 

13th  MONTH:    refers  to  the  five  shopping  days  between  Christmas  and 
New  Year's. 


TEXTURE:    the  look  and  feel  of  various  materials  and  fabrics. 

TOP  HOUSE:    the  largest  and  best-known  of  the  fastiion  houses. 

TRAFFIC:    the  number  of  potential  and  actual  customers  who  enter  the 
store  or  department. 

TRUNK  SHOW:    pre-testing  of  Current  1 ine  samples;  involves  a  producer's 
sending  a  representative  to  a  store  with  samples  to  exhibit  to 
customers  at  scheduled,  announced  showings. 

TURMOVER:    number  of  times  in  a  given  period  that  merchandise  in  stock 
is  sold  and  replaced. 
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UNISEX  MEReHANDISE:    apparel  and  accessories  designed  for  both  nien  and 
women. 

VENDdR:    see  "resource." 


VISUAL  MERCHANDISING:    previously  Rnown  as  display;  presenting  merchan- 
dise for  maximum  traffic  exposure  and  for  visual  sales  appeal. 

YOUTH  MARKET:    population  under  25  years  of  age  who  are  primarily 

interested  in  the  new,  unusual  or  different;  often  in  opposition 
to  the  older  generation. 
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THE    FASHIQN  If^AGE 


10  years  before  its  time  a  fashion  looks    INDEGENT 

5  years  before  its  time  a  fashion  looks  .....  SHAMELESS 
1  year  before  its  time  a  fashion  looks    .....  OUTRAGEOUS 

in  its  time  a  fashion  looks  SMART 

1  year  after  its  time  a  fashion  looks  ......  DOWDY 

IQ  years  after  its  time  a  fashion  looks.  .....  HIDEOUS 

20  years  after  its  time  a  fashion  looks  RIDICULOUS 

30  years  after  its  time  a  fashion  looks  AMUSING 

50  years  after  its  time  a  fashion  1od.':.s  QUAINT 

70  years  after  its  time  a  fashion  looks.  .....  CHARMING 

100  years  after  its  time  a  fashion  looks  ROMANTIC 

150  years  after  its  time  a  fashion  looks  BEAUTIFUL 


,13 

o   

gl^C  Fashion^  Overview 


TM-2 


FASHION  CYCLES 


. Mass  Sales 
(Popular  Prices) 


FIGURE  I 


Rise 

(High  Prices 


Introduction 
(Highest  Prices) 


Deel ine 
(Discount  Prices) 


Obsolescence  and  Abandonment 
(Halt-price  or  below) 


Mass  Sales 
'-Popular  Prices) 


FIGURE-JIX 


Rise 
(High  Prices 


Introduction 
(Highest  Prices) 


Dec! ine 
Discount  Prices) 


Obsolescence  and 
Abandonment 
(Half-price  or  below) 


Mass  Sgles 

!PopuTa>^Rr  i  ces ) 


FIGURE  III 


Rise 

(High  Pr'ices) 


z 


Decline 
(Discount  Prices) 


Introduction 
(Highest  Prices) 


Obsolescence  and 
Abandonment 
(Half-price  or  below) 


The  highest  point  of  the  eurve  represents  the  relative  quantity  of  sales  at 

that  point  as  compared  with  any  other  point.    The  horizontal  axis  represents 

the  period  of  time  it  takes  for  the  fashion  to  reach  acceptance  and  then 

become  abandoned.    Figure  I  is  representative  of  a  short-run  cycle  (fads). 

Figure  II  and  III  are  representative  of  long-run  cycles,  depending  on  the 

familiarity  of  the  fashions  when  tney  are  introduced  (staple  and  classic 

or  basic  fashions). 

O  - 
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EVALUATION  f^URES  AND  KEYS 
(CCffETENCY  /  TEST  -  M  BANK) 
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TABL-^-a^-SPm^ICATmS^  FOR  TEST -GOtiSTRUG^l^P^ 
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PR0(5RAM  AREA  Marketing  and  D1«;tr1bLjt1  vg  Education 
COURSE  NAME    Fashion  Merchandising 

UN  I T     Overview  ^%H€-Fa4l^  

Competency 


001.    Demonstrate  knowledge  of  fashion  Industry  terminology. 


EXPECTED  STUDENT  OUTCOME 


Cognitive  Level* 
I        II  III 


Performance 


Total 
No.  of 
Items 


002.  Demwstrate  knowledge  of  fashion  history  and  how  it  relates  to 
 today's  fashion.  


003.    Demonstrate, knowledge  of  the  fashion  industry's  cycles  of  merchan- 
dise acceptance.  _    _  _ 


004.    Demonstrate  knowledge  of  the  geographic  movement  of  fashion. 


005.    Read  current  fashion  and  trade  magazines  and  newspape»"5  to  keep 
informed  of  current  trends. 


006.    Adjust  and  adapt  to  new  and  unique  ideas  and  situations. 


007.    Identify  iricdmirig  fashion  t.'-ends. 


I 


ISW,    Demonstrate  knowledge  ot  tne  leading  tasnion  designers, 

characteristic  features  of  their  fashions,  trends  they  are 
 currently  setting,  etc.  


i09.    Identify  vwys  fashign  designers  Influence  the  sale  of  apparel  and 
sndise. 


^tEVEt  I  -  Recall i  ii  -  eoinprehenslon^  III  -  Application  ^ ^ 
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eeMPETENCY  001 


COMPETENCY  001:    Demonstrate  knowledge  of  fashion  Industry  terminology. 


TEST  ITEM  001-00-11 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  following  statements  about  fashion 
industry  terminology  and  determine  if  each  statement  is  true  or  false.  Write 
the  correct  response  (true  or  false)  in  the  blank  to  the  left  cf  each  statement. 


Staple  fashions;  are  often  very  daring  and  are  the  favorite  garments 
of  the  "most"  fashion  conscious  person. 

The  style  of  an  article  is  those,  characteristics  of  that  particular 
article  which  make  it  different  from  other  articles  of  the  same 
type. 


P.  ivate  brahds  are  those  which  are  advertised  and  sold  over  the 
United  States  in  a  variety  of  stores  and  are  the  most  popular  names 
in  fashion. 

The  largest  and  best  known  fashion  houses  are  called  "top  houses." 

A  fashion  image  is  the  thotight  which  comes  to  mind  when  a  person 
thinks  of  the  personality  of  a  particular  store,  designer,  or 
garment. 


 1. 

 2. 

 3. 

  4. 

5. 
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-TEST  ITEM  001-00-12 

PtNStRUCTiONS  to  STUB^^  Read  each  of  the  fol  Vowing  ihcqm^  Deter- 
mine  which  of  the  completion  choices  is  most  appropriate  for  each  statement.  Write 
the  letter  of  this  response  in  the  space  provided  to  the  left. 


1.  Goods  that  carry  the  label  of  the. retailer  who  sells  them,  rather  than  a 
manufacturer's  brand  name,  are  called: 

a.  sample  brands, 

b;  private  brands. 

c.  national  brands. 

d.  retailer  brands. 

2.  Fashions  which  are  accepted  uy  a  large  group  of  people  for  a  very  short 
period  of  time  are: 

a .  high  fashions. 

b.  haute  couture  fashions. 

c.  fad  fashions. 

d.  classic  fashions. 

3.  A  fashion  which  will  be  in  good  taste  and  style  over  an  extended  period 
of  time  and  will  therefore  be  a  good  investment  is  a: 

a.  haute  couture  fashion. 

b.  classic  fashion . 

c.  staple  fashion. 

d.  custom-made  fashion. 

4.  A  copy  of  an  original  designer  fashion  is  known  in  the  fashion  industry  as 

a.  a  haute  couture  fashion. 

b.  a  knock-over. 

c.  a  sleeper. 

d.  a  kndck-dff. 

5.  The  entire  collection  shown  at  the  beginning  of  a  season  by  a  designer 
or  manufacturer  is  known  as  a: 

a.  line. 

b.  runner. 

c.  style, 

d.  fashion  show. 
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TEST  ITEM  001-11-13 


INSTRUCTIONS  TO^ STUDENTS: :  _  In  CQlunYl  I  are  statements  defining  fashion  terminology. 
From  the  termsLin  CQlumh  II,  select  the  one  which  is  most  appropriate  for  each  item 
in  Column  I.    Record  the  letter  of  your  choice  in  the  space  provided  to  the  left. 


mmtL  1  COLUMN  II 

 1.    The  prevailing  style  accepted  and  used  a,  apparel 

by  a  particular  group  of  people  at  a 

particular  time.  b.  classic 

2.    Fashions  accepted  by  the  elite  among  c.  design 
consumers^  those  who  are  first  to  accept 

fashion  change.  d.  fad 

 3.    Styles  wide ly  accepted  that  are  manu-  e.  fashion 

factured  and  sold  in  large  quantities 

at  moderate  to  low  prices.  f,    high  fashion 

 4.    Everything  thatj a  person  wears  or  g.    mass  fashion 

carries  to  complete  an  outfit. 


    h.  Style 

5.  The  characteristic  or  distinctive  way 

a  garment  looks  that  makes  it  different 
from  other  garments. 

6.  A  specific  interpretation  or  variation 
of  a  style. 

7.  A  short-lived  fashion. 

8.  A  style  or  design  that  remains  "in 
fashion"  over  a  long  period  of  time. 
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COMPETENCY  002 
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COMPETENCY  002:    Demonstrate  knowledge  of  fashion  history  and  how  it  relates  to 

'S  foshlon. 


TEST  ITEM  002-en-n 


INSTRUCTIONS  IQ^STUDENTS:    Read  each  of  the  following  statements  about  the  history 
of  fashion  merchandising  and  determine  if  each  statement  is  true  or  false.  Write 
the  correct  response  ftrue  or  false)  in  the  blank  to  the  left  of  each  statement. 


1.  "Flapper"  was  a  term  applied  to  certain  fashionable  women  of  the  30's. 

2.  Christian  Dior  introduced  the  "New  Look"  in  the  40' s. 

3.  the  fastest  growing  clothing  classification  ir.  the  early  7G's  was  that 
of  sportswear  and  the  casual  look. 

4.  In  the  20 *s  women  were  greatly  influenced  in  fashion  by  the  images  of 
beauty  which  they  saw  on  the  movie  screen. 

5.  the  eherpise  or  "sack"  dress  was  introduced  to  America  in  the  20's  and 
again  in  the  50* s. 


EST  ITEM  002-00-12 


INSIRH£TiflNS-TO  STUDENTS:    In  Column  I  are  statements  describing  historical  fashions 
since  the  1900' s.    From  the  terms  in  Column  II,  select  the  one  which  is  most  appro- 
priate for  each  item  in  CoTumh  J ,    Record  the  letter  of  your  choice  in  the  space 
orovided  to  the  left. 


COLU^f^  I 


1 . 

2. 
3. 
4. 
5. 
6. 


Grew  in  popularity  due  to  the  war  restrictions 
dh  fabric  and  became  the  working  girVs  basic 
fashion. 

Completely  loose  unbelted  dress  that  swept  the 
country  in  the  late  50' s. 

Name  given  to  the  fashion  conscious  woman  of  the 
20's  who  followed  fashion  to  the  limit. 


High-waisted  skirt  fittingclose  to  the  hips 
and  caught  in  a  straight  band  across  the  front. 

The  look  of  the  40^ s  with  feminine  curves, 
tiny  waist,  great  fullness,  and  longer  shirts. 

Known  in  the  80's  as  the  "Preppy"  look. 


COLUMN  II 

a.  Flapper 

b.  Gibson  Girl 

c.  "Hobble"  skirt 

d.  Ivy-League  look 

e.  "New  Look" 

f.  Sack  or  chemise 

g.  Shirtwaist  dress 
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TEST  ITEM  002-00-13 

INSTRUCTIQNSjb  STUDENTS;    Given  the  following  fashions  in  Cglumn  I,  in  Column  II 
tell  the  decade  the  fashion  beeaine  popular^  and  in  Column  -III  give  the  reason  it 
became  popular.    The  reason  may  either  by  a  sociological  factor  or  an  economical 
factor. 


COLUW  I 
(Fashion) 

eOLUNN  il 
(Decade  it 
 becaffls  pop^lii4"i — 

eoLUffi  III 

(Reason  for  the  popularity 
of  the  fashiorr)  

(1)  Leisure  suit 
for  men 

(2)  Chemise 

(Not  the  "sack") 

(3)  Shirtwaist 

(4)  Dirndl 

(5)  Pants  and 
Pantsuits  for 
Women 
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COMPETENCY  003 


COMPETENCY  003:    Demonstrate  knowledge  of  the  fasfii bh  industry's  cycles  of 
merchandise  aeeaptariee: 


TEST  ITEM  003-00-11 

INSTRUCTIONS  TO  STUDEHTS:    Read  each  of  the  following  statements  about  fashion 
cycles  and  determine  if  each  statement  is  true  or  false.    Write  the  correct  response 
(true  or  f  Ise)  in  the  blank  to  the  left  of  each  statement. 

  1.    The  general  xcevd  of  any  fashion  cycle  is  that  a  style  is  born, 

matures,  and  dies. 

-   2.    Fashions  that  ari;  unfamiliar  to  consumers  tend  to  rise  very  quickly 

in  the  fashion  cycle  as  customers  are  always  looking  for  something 
very  new  and  different. 

  3.    Fashions  that  rise  quickly  in  acceptance  and  decline  quickly  in 

popularity  are  known  as  "fads." 

  4.    Fashion  cycles  aid  the  buyer  in  effectively  timing  the  markdowns 

of  merchandise. 

  5.    The  prices  are  most  expensive  to  the  consumer  when  the  new  merchan- 
dise has  reached  mass  sales  and  everyone  wants  to  buy  the  same 
thing. 


m 
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TEST  ITEM  003-00-12 


INSTRUCTIONS  tO  STUQENTS:    A  skeleton  fashion  cycle  is  provided  below.    Each  step 
oil  the  fashion  cycle  Is  numbered.    In  Column-j-,  identify  the  step  of  the  fashion 
eycie  with  its  ebrrespohdihg  number.    In  Col umn  II,  identify  the  price  level  at 
which  the  merchandise  is  generally  offere'd  for  that  particular  step  on  the  cycle. 


Stei__3 


Step  1 


FASHION  CYCLE 


Step  5 


Step  1 


(Identify  the  step) 


:    COLUMN  II 
(Identify  the  price  level) 


Step  2 


Step  3 


Step  4  . 


Step  5 
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JEST  ITEM  003-00-13 

JlSJflUEnBNS  fe  STUDENTS:    In  Column  I  are  statements  related  tQ_the  fashion  cycle 
of  merchandise  acceptance:    From  the  fashion  cycle  terms  in  Column  II,  select  the 
one  v^iich  is  most  approprii^te  for  each  item  in  Column  I .    Record  the  letter  of 
your  choice  in  the  space  provided  to  the  left. 

COLUW  I  CdLUMN-JI 

  1.    RacRs  of  merchandise  are  greatly  reduced  a.    Decline  in  popularity 

in  price  in  the  retail  stores. 

b.    Introduction  of  fashion 

 2.    Manufacturers  begin  to  copy  the  new  desigh 

in  such  a  waythat  it  can  be  mass  produced  c.    Mass  sales  of  fashion 

at  popular  prices. 

-  d.  Obsolescence 
  3.    The  new  design  is  produced  in  small  quanti- 
ties at  high  costs  to  the  consumer  who  wants         e.    Rise  in  popularity 
something  "new  and  different.'* 

-  -     4.    Manufacturers  completely  discontinue  making 
the  style  and  the  retailer  marks  the  items 
at  half-price  or  less. 

 5.    the  desigh  is  at  its  peak  in  public  sales 

acceptance  and  the  retailer  is  making  an 
acceptable  profit. 
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TEST  ITEM  004-00-11 

INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  follewing  statements  about  the  influence 
of  fashion  on  society  and  determine  if  each  statement  is  true  or  false.    Write  the 
correct  response  (true  or  false)  in  the  blank  to  the  left  of  each  statement. 

 i-    According  to  the  downward-fiow  theory,  the  lo.er  class  would  not  be 

affected  by  the  fashion  trends  set  by  the  upper  class. 

 2.    Geographic  factors  play  a  big  role  in  whether  or  not  certain  fashion 

trends  are  accepted  for  a  specific  f.rea  of  the  country. 

  3.    The  increase  in  sales  promotion  and  communi eat ions  has  helped  make 

the  country  fashion  cohseieus. 

 4.    The  increased  demand  for  "designer  label"  merchandise  has  resulted 

in  increased  competition  among  designers. 

5.    When  fashions  move  horizdntally  between  groups  oh  a  similar  social 
level  rather  than  going  up  or  down  from  one  level  to  another,  the 
fashion  influence  theory  is  known  as  the  mass-market  theory. 
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eQMPETENey  005 


f 


COMPETENCY  GQ5:    Read  current  fashion_and  trade  magazines  and  newspapers  to  keep 
infornied  oh  current  trends. 


TEST  ITEM  005-00-11 


INSTRUCTIONS  TO  STUDENTS:    Li st= six  magazines  and  newspapers  that  are  informative 
of  current  trends  in  fashion.    Bes*^de  each  indicate  whether  it  is  a  trade  magazine/ 
newspaper  or  consumer  magazine/newspaper. 


MA6AZINE/NEWSPAPER 

TRADE/CONSUMER 

1. 

— —  —  ' 

2. 

3. 

4. 

5. 

6. 
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TEST  ITEM  OOS-00-12 


INSTRUCTIONS  TQ  STUDENTS:    Read  each  of  the  following  statements  about  fashibi  media 
and  determine  if  each  statement  is  true  or  false.    Writo  the  correct  response  (true 
or  false)  in  the  blank  to  the  left  of  each  statement. 


1.    Consunier  publications  help  to  locate  sources  of  supply  for  retailers 
and  manufacturers. 


2.  hlOffici^i  emphasizes  haute  couture  fashion  and  aims  its  publication 
at  the  more  mature  readers  with  more  money. 

3.  Women's  Wear  Baily  is  a  coiisumer  publication  aimed  at  the  housewife 
who  wants  to  know  the  trends  that  are  being  set  daily  in  the  fashion 
industry. 

4.  Major  functions  of  trade  publications,  such  as  Men's  Wear,  include 
the  analysis  of  fashion  trends  and  the  conducting  of  market  research. 

5.  Gohsumer  publications  have  a  definite  influence  on  the  demands  for 
certain  fashion  products  among  customers. 


TEST  ITEM  005-00-13 

INSTRUCT IONS  TO  STUDENTS:  Below  are  listed  seven  fashion  magazines.    In  the  spaces 
provided  on  the  right,  indicate  the  market  to  which  each  magazine  aims  for  reader- 
ship. 

1 .  Mademoiselle   

2.  Benilemen^s  Quarterly!   

3.  L'Officiel     

^ •  Seventeen   

5.  Esiqiiire-  -  —  -  

6.  Vogue     

7.  Glamour  
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GOHPETENe?  0G6 
TEST  ITEM  006-00-11 

I.    In  the  blank  space  provided,  give  a  definition  of  the  term  "fashion  trhnd." 
A  fashion  trend  is   


II.  eertain  groups  of  people  have  a  rrajdr  influence  on  fashion  trends.  From  ycur 
studies,  list  at  least  four  (4)  groups  of  people  who  might  directly  influence 
fashion  trends. 

a.    ,  ,  „   

b.  

c. 

_  d.  

i  _  _       _  — 

m.    Factors  other  than  people  often  have  a  direct  influence  on  the  trends  in 
fashion.    In  the  space  provided,  idsntify  at  least  four  (4)  factors  (other 
than  people)  which  influence  fashion  trends. 

a.    --  ---  -  

b.   '  

c.    _ 

d. 
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COMPETENCY  007 


E0HP£I£NCY  007:    Identify  incoming  fashion  trends. 


TEST  ITEM  007-00-11 

mSTRUCJIQNS- TO- STUDENTS:    Read  each  of  the  following  statements  about  fashion  trends 
and  determine  if  each  statement  is  true  or  false.    Write  the  correct  response  (true 
or  false)  in  the  blank  to  the  left  of  each  statement. 


-  1.    European  designers  have  no  effect  on  the  fashions  worn  by  people  in 

the  United  States. 

  2.    Geographic  factors  play  a  big  role  in  whether  or  not  certain  fashion 

trends  are  accepted  for  a  specific  area  of  the  ..duhtry. 

 -  3.    Television  has  not  had  any  major  effect  on  the  fashion  industry. 

-  -  -    4.    Front  page  news  stories  very  often  influence  the  new  fashion  trend 
developments. 

  5.    The  "youth  market"  is  a  result  of  younger  people  being  more  out- 
spoken in  public c 
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TEST  ITEM  007-00-12 


■^■INSTRUCTIONS  T9  THE  TEACHER:    Students  are  to  identify  the  major  fashion  trends  for 
■■the  season- (this  might  apply  io  the  present  or  coming  season).    The  student  can  use 
^^periodicajs  to  cut  and  paste  new  trends,  or  they  niay  sketch     lustrations  to  identify 
those  trends.    Fabric  swatches  and  pattern  books  are  also  helpful  in  idehtifylrig: 
color  and  silhouette  trends.    The  student  should  also  provide  a  written  description 
of  factors  which  have  perhaps  influenced  the  season's  fashion  trends:    colors  that 
are  dominant,  hemline  lengths, _lapel  widths,  collars,  necklines,  silhouette  outline, 
.  sleeve  styles,  tie  widths  and  designs,  ard  fabric  textures  and  patterns  or  designs, 
waistline  treatments,  and  accessory  items.    The  student  should  also  be  able  to 
identify  the  "fashion  look"  for  the  season.    Achecklist  is  provided  for  evaluating 
the  student's  work.    You  may  wish  to  share  a  blank  checklist  wUh  the  students  for 
them  to  use  as  a  guide  in  their  work; 

INSTRUCT.    ^  TO  ^HE  STUDENT:    Using  a  sheet  of  posterboard  (or  other  materials  with 
permissio    . rem  your  instructor)  cut  and  paste  illustrations  to  identify  the  fashion 
trendsfor  the  coming  season.    Either  use  current  fashion  media_for  cut  and  paste 
illustrations  or  sketch  illustrations  to  identify  thetrends.    Fabricsvyatches  and 
pattern  books  may  be  used  for  illustratidii  purposes  also  or  use  your  imagination  to 
create  other  ways  and  methods  for  illustrating  (but  secure  the  permission  of  your 
instructor  first) .    A  written  description  of  the  factors  which  have  perhaps  in- 
fluenced the  season's  trends  should  also  be  developed.    Trends  which  should  be 
illustrated  and  discussed  are:    dominant  colors,  hemline  lengths*  lapel  widths^ 
collar  designs,  necklines,  silhouette  outlines*  sleeve  styles,  tie  widths  and  de- 
signs, fabric  textures,  waistTine  treatments,  fabric  patterns  or  designs,  trims, 
accessories,  and  the  so-called  fashion  trend  "look"  for  the  season. 
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TEST  ITEM  007-00-12 

FASHItBN  TRENDS  CRECKLIST 

^'^^..:?oliowirig  will  serve  as  a  checklist  for  the  evaluation  of  ine  students'  aevel 

opmeht  of  illustrations  and  discussion  of  fashion  trends  for  the  present  or  -nrnir. 
season. 

I.    bid  the  student  include  illustrations  arid  discussion  of: 


YES 

NO 

 1  <  \j  

-d^^ — daniiMni  colors 

b.    hemline  lengths  (pants  and  skirts) 



c.    lapel  widths 



d.    col lar  designs 

e.    fabric  textures,  patterns  and  designs 

f.    waistline  treetments  (slacks,  skirts,  dresses) 

-  - 

g.    sleeve  styling 

h.    accessories  (hats,  belts^  bags,  gloves,  jewelry, 
etc. )  

1.    silhouette  outlines 

^.  trims 

k.    "fashion  look" 

1.    other,  depending  on  the  season 

1 

n.    Creativity  and  originality  """n  presentation. 


IIK    Neatness  of  presentation. 
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COMPETENCY  008 


COMPETENCY  008:    Demchstrate  knowledge  of  the  leading  fashion  designers, 

eharacteristie  features  of  their  fashions,  trends  they  are 
currently  setting,  etc. 


TEST  ITEM  008-00-11 

INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  fdl lowing  statements  about  fashion  de- 
signers and  determine  if  each  statement  is  true  or  false.    Write  the  correct  re- 
sponse (true  or  false)  v'  the  blank  to  the  left  of  each  statement. 


1.  The  "couture"  designers  are  probably  the  best  known  designers  to  the 
fashion  conscious  customer. 

2.  Coco  Chanel *s  greatest  contribution  to  fashion  history  was  her 
loose-jacket  suit  and  jersey  sports  dress. 

3.  Anne  Klein  has  probably  had  the  greatest  influence  of  all  designers 
in  setting  the  example  for  the  American  look  in  sportswear. 

4.  Mme.  Viqnnet  created_the  idea  of  cutting  the  fabric  in  the  tradi- 
tional manner  along  the  selvage  in  order  to  make  it  drape  into  a 
beautiful  cowl  neckline. 

5.  Pierre  Cardin  is  considered  the  leading  couturier  who  designs  for 
both  sexes. 
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TiST  ITEM  008-00-12 

iNiTRUCTIOiiS-TO  STUDENTS:    In  Coluriiri  I  are  statements  identifying  designs  of  lead- 
ing fashion  designers.    From  tTie  designer  names  in  Column  IK  select  the  one  which 
is  most  appropriate  for  each  item  in  Column  I.    Record  the  letter  of  your  choice 
in  the  space  provided  to  the  left. 


i 


£i3ajm-i 


2. 

3. 

4. 

5. 
6. 
7. 
3. 


The  first  designer  to  create  a  men*s  wear 
department  and  to  have  her  own  perfume 
house. 


Banned  the  corset,  created  the  brassiere, 
and  introduced  the  "hobble''  skirt. 

"Shocking  pink"  made  her  famous  and 
"ugly  chic"  was  her  trademark. 


In  1966,  he  introduced  the  first  "nude' 
look. 

His  signature  color  is  "brown". 
"Polo"  is  his  chosen  trade  name. 
Started  the  ^'mod'  look  of  the  50' s. 


COLUMN  II 

a .  Balenciaga 

b.  Pierre  Cardih 

c.  Hals ton 

d.  Calvin  Klein 

e.  Madame  Jeanne 
Lanvin 

f.  Ralph  Lauren 

g.  Paul  Poiret 

h.  Elsa  Sehiaparelli 
1 .    Mary  Quant 


Typical  designs  include  the  classic 
ul tra-suede. 
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TEST  ITEM  008-00-13 


IN  STRUCT  ION  S--TO  STUDENTS:  Read  each  of  the  follbwihg  irieomplete  sentences.  Deter- 
mine, which  of  the  completion  choices  is  most  appropriete  for  each  statement.  Write 
the  letter  of  this  response  in  the  space  provided  to  the  left. 


  1.    The  first  short  dresses  in  "humble"  fabrics,  the  loose-jacket  suit,  and 

the  jersey  sports  dress  were  designs  of: 

a .  Christian  Dior. 

b.  Gaptairij Edward  Molyheux. 

c.  Gabrielle  "Goeo"  Chanel. 

d.  Calvin  Klein. 

  2.    The  designer  having  the  biggest  single  influence  on  clothes  worn  by 

active  career  women  and  setting  the  example  for  the  American  look  in 
sportswear  was: 


a.  Anne  Klein. 

b.  Balenciaga. 

c.  Hal s ton . : 

d.  Calvin  Klein. 


3.  Russian  and  Gypsy  fashion  themes,  which  set  the  pace  for  ethnic  fashions 
in  thi  6d'Si  were  a  result  of  designs  by: 

a.  Anne  Fogarty. 

b.  Hubert  de  Givenchy. 

c.  Pierre  Cardin . 

d.  Oscar  de  la  Rehta, 

4.  The  designer  who  created  the  "new  Look"  of  the  40's  with  its  natural 
shoulder  lines,  flared  full  skirts,  fitted  waistlines,  and  snug  fitting 
jackets  was: 


a .  Christian  Dior. 

b.  Balenciaga.. 

c.  Schiaparel 1 i . 

d.  Geoffrey  Beene. 

The  leading  couturier  designing  for  both  male  and  female  lines  is: 

a.  Dleg  Cassini . 

b.  Hubert  de  Givenchy. 

c.  Pierre  Cardin. 

d.  Gucci. 
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TEST  ITEM  KEYS 


ooi-oo>n 

1.  False 

2.  True 

3.  False 

4 .  True 

5.  True 

001«0b.l2 

1.  b 

2.  c 

3.  b 
4:  d 

5:  a 

001-00-13 


1. 

e 

2. 

f 

3. 

9 

4. 

a 

5. 

h 

6. 

c 

7. 

d 

8. 

b 

002-00-11 

1.  raise 

2.  True 

3.  True 

4.  True 

5:  True 

002-00-12 

1.  9 

2.  f 
J.  a 

4.  c 

5.  e 

6.  d 

002-00-13 


1.  70's       casual  living,  more  leisure  tire 

2.  20's  --  EfiHricipatibn  and  the  desire  to  appear 

more  masculihe 

3.  40's       the  War  and  the  law  limiting  the 

yardage  of  fabric  to  be  used  in 
clothing 

4.  30 's  —  royal  honeymoon  of  England's  king 

and  the  trip  to  Tyrol 

5.  70's  --  wonpn  were  confused  about  lengths 

of  hemlines  since  they  were  re- 
fusing to  wear  the  midi 

Q93-0(M1 

1.  True 

2.  False 

3.  True 
4:  True 
5:  False 

003-00-12 

Step  1    Introduction     -     Highest  prices 
Step  2    Rise  -     High  prices 

Step  3   Mass  Sales       -     Popular. Prices: 

Step  4    Decline   -     Oi  scount  _pri  ces 

Step  5    Obsolescence     -     Half-price  or  below 
or  Abandonment 

003-  00-13 

1.  a 

2.  e 

3.  b 

4.  d 

5.  c 

004-  00-11 

t.  False 

2.  True 

3:  True 

4.  True 

5.  True 


005-00-11 


1 .  HbTCh^s_We"ar  Trade 

2.  Men's  Wear  "   Trade  

3.  Sen  1 1  emcTV^s-Otfar-te^^H  y  Consurner 
&1^Tg&ur  Consumer 

5.  Seven  teen    .  Consumer 

6.  Madernoiselle  Consumer 

7.  !. 'QfficieT  co'^runipi- 
.8.  Vogue  Cbhsumer 
9.  Bazaar  Cbhsumer 

10.  Esquire  Consumer 


005-  00-12 

T;  False 

2:  True 

3.  False 

4.  True 

5.  True 

005-  00:i3 

)  •  cpUege  anOoung  adult  rnarket 

2-  older  readers  with  more  money 

3.  pldenrpaders  wlth  more  iwney 

4.  teenage.market   _: 

5.  older  readers  with  more  money 

6-  older  readers: with  more  money 
7.  college  and  young  adult  market 

006-  00-11 

I.    A  fashion  trend  is  the  direction  in  wnich  fsshicn  is 
moving. 

II.    Student  answers  VI 1 ;       /.    The  following  responses 
way  be  used  as  a  yuide  .ne: 

A.  Political  leaders 

B.  Royalty,  _  :  

C .  Jhea  tri  ca  1  _  personal  i  ti«><; 
p.  Fashion  models.  _ 

E.  "Jet _ set'.'  fashiO'  leaders 

F.  Designers 

HI.    Student  answers  will  vary.    The  following  responses 
may  be  used  as  a  guicioline: 

A.  Domlnantevents 

B.  Change? - in^ideas  (morals,  art,  concepts  of  beauty) 
C:  Shifts  In  population  distribution 

D:  Foreign -influence 

E.  State  bf  economy 

F.  New  fabrics  and  textures 

G.  Television 

007-  00-11 

1.  False 

2.  True 

3.  False 

4.  True 

5.  False 


007-00>12 

The  students'  work  will: vary  In  their  development  of  the 
fashion  trends.    The  following  items  may  be  used  as  a  guide- 
llhetn  evaluating  the  students  work.    A  checklist  is  also 
provided,  but  you  will  need  to  assign  point  values  to  each 
Item. 

1.  Trends  to  be  illustrated  and  discussed; 

a.  dominant  colors 

b.  heml ine  lenaths 
c-    lapel  width 

cottar  designs, 

?•  fabric.  textureSi  PattetTis  and  designs 

f .  waistline  treatments 

9-  sleeyeistyling 

h.  accessories 

i-  silhouette  outlines 

j.  trims 

k.  "fashion  lobk" 

1.  other--depends  on  the  season 

2.  Student's  creativity  and  originality 

3.  Neatness 
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Q08>00-n 


1: 

Tru6 

2: 

Triie 

3: 

True 

4. 

Ealse 

5: 

True 

008-00-12 

J.  e 

2.  9 

3.  h 

4.  b 

5.  d 

6.  f 

7.  i 

8.  c 


008>Qd>13 

1.  c 

2.  a 

3.  d 

4.  a 

5:  c 
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PRINTED  REFERENCES  FOR  OVERVIEW  OF  THE  FASHION  INDUSTRY 


TEXT: 

Galasibetta,  Dr.  Charlotte.  :  Fairchild's  Dictimaj^yof  Fashion  PR-1 
New  York:    Fairchild  Publications,  Inc.,T975T  

Gold,:;Annalee.    75  Ygars^  of  Fashion.    New  York:    Fairchild  PR-2 
Publications,  Inc.,  1975. 

Mathisen,  Marilyn  Purcl .    Apparel  aJid^Accassories .    McGraw-  PR-3 
Hill  Book  Company,  1979" 

Packard,  Sidney,  Arthur  A.  Winters  and  Mathan  Axelrod.  PR-4 
Fashion-Buj^jjiq  and  Merchandising.    New  York:  Fairchild 
Publications,  Inc.,  1977. 

Tolman,  Ruth,    Fashion  Marketing  &  aerchanjising.  Vol.  II.  PR-5 
New  York:    Miladv  Publishing  Corp.,  1974. 

Tolman,  Ruth.    Guj^de  to  Fashion  Merchandise  Knowledge.  V^T    L  PR-6 
New  York:    Milady  Publishing  Corp.,  1973. 

Troxell,  Mary  D.  and  Elaipe  Stone,    fashion  Merchandising.  PR-7 
3rd  Ed.    New  York:    McGraw-Hill  Sook  Company,  1981. 

Watkins,  Josephine  Ellis.    Who's  Who  ia  Fashion.    New  York:  PR-8 
Fairchild  Publications,  Inc.,  1W5. 


CONSORTIUM  AND  CURRICUhUM  LAB  MATERIALS: 

Anderton,  Dr.  Mary.    The  World  of  Fashion.    Columbus,  Ohio:  PR-9 
Ohio  Distributive  Education  Materials  Laboratory,  Ohio 
State  University. 


PAi-.'RLETS  AND  BROCHURES: 

S'js.s.    "Silhouettes  of  Fashion."    Skokie,  Illinois:    Consumer  PR-10 
Information  Services,  Sears,  Roebuck  and  Co.,  1968. 
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Marketing  arid  Distributive  Education 


Fashion  Merchahdisihg  -  7271 

Fashion  Merchandising  and  Manaqemeht  -  >212 


COMPErENCY  STATEMENT 


1.    Elements  of  Comnunicatlon 
II.    Levels  of  Comnunication  ln  Business 

A.  Vertical 

B.  Horizontal 

C.  Forinal 

D.  Informal 

III.    Ways  of  Communicating 
A.  Speaking 

010   Communicate  verbally  with  customers,  employees,  supervisors,  and  others. 

:»->n.*oc-idt1on  of  proper  enunciation  of  words  and  dis- 
^  _  •)mmunicate  sincerity  and  an  eagerness  to  be 


Oil 


012 


cover  that  the  tone  of  r 
of  service 

Using  a  role-playing  £ . 
customer  over  the  tel-.p^ 

Use  the  telephone  «•<  r'^^^c ; 

The  student  -,111  M\ 

The  student  will  demcistrbct 


'"^^l.^f  wiJ !  cormiunlcate  verbally  with  a 
^'.1  Ike  manner. 


that  mG^e  up  a  good  telephone  voice. 

.9  cf  the  ttK  *ipne_correctly  and  courteously. 

Demonstrate  knowledge  of  how  tr  address  other  people  In  a  businesslike  maiher 
includTr;<j  customers,  fellow  employees,  supervisors,  and  management  personnel. 

The  student  will  identify  proper  terms  and  procedures  to  use  In  addressing 
others.  ^ 

Using  a  role-playing  situation, the  student  will  address  a  customer  in  a  busi- 
nesslike manner  in  a  telephone  conversation.   


B.    Listening  and  Observing 

013    Listen  attentively  to  directions,  assignments,  and  information  from  customers, 
supervisors,  or  managers. 

The  student  will  list  information  about  listening  and  observing  in  business 
situations. 

After  iTstfcnlng  to  information  read  orally,  the  student  will  recall  specific 
facts. 

Using  a  role-playing  situation,  the  student  will  demonstrate  attentive  lis- 
tening by  following  a  customer's  request  to  leave  a  memo. 

Using  a  role-playing  situation,  the  student  will  determine  a  customer's  needs 
for  certain  product  information  by  listening  and  asking  questions;   


Writing 

014   Use  legible  handwriting  In  preparing  forms,  messages,  and  records. 

The  student  will  Identify  correct  statements  concerning  the  use  of  leqible 
handwriting  In  business. 

Given  the  appropriate  information,  the  student  will  complete  a  sales  ticket 
legibly  and  correctly. 

Using  a  rdle-playirig  situation,  the  student  will  leyibly  complete  a  ncemc  from 
information  obtained  over  the  telephone.     


EKLC 


Cormuni  cat  ions 
1 


7271 


CO 


Marketing  and  Dlstribative  Education 


Fashion  Merchandising  -  7271 
/ashlon  Merchandising  and  Management  -  72^2 


9 


COMPETENCY  STATEMENT 
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01b    Compose  and  complete  correspondence,  reports,  and  forms. 

The  student  will  Identify  correct  terms  to  use  In  correspondence. 

Given  appropriate  information,  the  student  will  rewrite  a  memo  to  make  It  clear 
and  coMtlse. 

Usinga  role-playing  situation,  the  student  will  compose  a  memo  from  the  Infor- 
mation obtained  over  the  phone.   


016    Read  and  utilize  Infpnnat ion  from  reports,  forms,  policies,  product  information, 
graphs,  tables  or  charts; 

The  student  will  read  a_product_ information  sheet.and  advertisement  effectively 
so  as  to  relate  this  information  to  customer  benefits. 

The  student  will  identify  types  and  degrees  of  reading  for  various  business 


Given  a  tax  chart,  the  student  will  read  and  interpret  appropriate  information. 
E.    Commun' :ating  Through  Body  Language 


0.  Reading 


needs. 
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f.    Elements  of  Communication 

A.  Sender:    jserson  who  sends  the  rrjessagif. 

B.  I^eceiver:    person  who  receiviss  tne  inessage. 

C.  Message:    what  is  communicated: 

D.  Medium:    method  used  to  transmit  corrmunr^ation: 

r.    feedback:    positive  or  negative  signals  sent  back  to  the  sender  by  the  receiver: 

II.    Levels  of  CoiiTiunicption  in  Business 

A.  Vertical:    communications  between  people  in  a  business  with  different  levels  of 
authority 

1.  Upward:    cdrimuh icatioh  frbn  an  employee  to  an  employer  or  manager. 

Examples:  Vacation  and  work  schedule  changes; 

Requi red  routine  business  i^pprts  (i.e.  sales) ; 

Assistance  with  problems  or  unusual  situations; 
Suggestions  for  changes  in  the  business; 
Feelings  about  the  business, 

2.  Downward:    CDmmunicatiori  from  ah  employer  or  manager  to  an  employee. 

Examples:  Job  descriptions  or  instructions; 
Job  ratidhale; 

business  policies^  procedures,  rules,  benefits; 
Overall  business  goals; 
Employee  evaluations. 

B.  Horizontal:    communication  between  people  in  a  business  with  the  sanie  authority. 

Examples:  Interdepartmental  memos; 

Requests  for  data  from  another  department. 

C.  Formal:    communications  concerning  business  matters . 

Examples:  Letters  or  memos; 
Bills; 
Orders  for  goods; 
Vacation  and  wo  ^  schedules. 

D.  Informal:    communications  concerning  personal  matters. 

Examples:  Pa  ting; 

Weather; 
Hobbies  . 

III.    Ways  of  Communicating 

Ways  of  commun  icating  infers  mpre_  specif ]cally_  to  the  communicat  ions  medium.  In 
many  circumstances,  the  total  corrniunicatlon  process  Involves  a  combination  of  the 
five  basic  ways  of  cotmiuni eating. 

A,  Speaking 

1.    Importance  of  conmunicatlng  verbally  with  customers,  employees,  supervisors, 
and  others: 

a.  Tone  of .voice,  pronunciation  and  word  selection  are  key  elements  of 
verbal  communication:  _ 

b.  Verbal  corrmun Ication  is  essential  in  many  business  situations. 

(1)  Making  Introductions 

(a)  The:hpnor^d:person 's:  (supervlsor'sj  name  Is  given  f^'rst, 

(b)  A  younger  person  is  presented- to  the  older  person. 

(c)  ^J^ale  is  jDresented  to  a  female, 

(2)  Selling  Merchandise 

  Selling  merchandiseis  an  extensl^  oneself,  therefore 

certain  personable  qualities  are  Important? 

(a)  Salesperson's  vocabulary; 

(b)  Salesperson's  grammar; 
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(c)  Tone  of  voice; 

(d)  Enthusiasm; 

(e)  Enphasis  on  words. 

(3)    Providing  customDr  Information  and  Irtcrpreting  s\nrr>  policies 

A_ store: s_vf;)age  is _refleGted_ through  its :person^  Attitudes  and 
impressions  are  formed  when  simple  cc.itacts  are  made  such  as: 

(a)  Direct  ions  concerrilng  store  opera  tioni     :_  _ 

(b)  Directions  Involving  location  of  itens  within  departments  and 
outside  the  store; 

(c)  Inquiries  cuncemingimerchandise  payment  procedures  such 
charges,  cash  and  checks,  lay-a-aways,  etc.; 

(d)  Policies  on  returns  of  purchases,  gifts,  sale  merchandise, 
etc. 

Assisting  or  training  fellow  employees 
(aj    Explanation  of  store  policies;  _ 

(b)    Explanation  of  procedures  used  in  completing  a  sale,  stocking 
merchandise,  operating  a  cash  register,  etc. 

Requesting  assistance  from  a  supervisor 

(a)  Responses  to  customers 'unusual  questions  or  problems; 

(b)  Enforcement  of  store  policies. 

Using  the  telephone  correctly  and  courteously 

(3)  Customer  questiCKis  cbncer^^  merchandise; 

(b)  Calling  to  branch  stores;  _ 

(c)  Calls  to  customers  about  want  slips  or  new  merchandise; 

(d)  Responses  to  complaints  or  instructions  on  merchandise  use. 


2.    Importance  of- addressing  other  people  In  a  businesslike  manner.  Including 
customers,  fellow  employees,  supervisors,  and  management  personnel. 

a:    Avoid  using  slang  terms  such  as  "hey  man"  with  customers: 

^'    Avoid  using  terms  of  endearment  such  as  "sweetie"  or  "dear"  when 

assisting  customers, 
c:    "Sir"  may  be  substituted  for  a  man's  name  since  it  reflects  an  air  of 

di§ni|y-_  Dp  ngt_sutstitute^ 

d.  Address  customers  by  name  whenever  possible.    A  person's  favorite  word 
is  his/her  name. 

e.  Address  supervisors  or  managers  formally  in  business  situations  evsn  if 
you  socially  address  them  on  a  first  name  basis. 


Listening  and  Observing 

1.  Why  v?2  should  listen  attentively  to  directions,  assignments,  and  Infonra- 
tion. 

a.  Receive  Information. 

b.  Receive  and  understand  instructions. 

c.  Enjov  what  is  heard  or  seen. 

2.  How  listening  arid  observing  are  used  iri  business. 

a.  Receive  instructions  from  management. 

b.  Understariii  job  description. 

c.  linderstandicustpiiier *s  desires  and  needs, 
d:  Detect  shoplifters. 

3.  Barriers  to  listening. 

a.    A  negative  attitude  towards  a  speaker  hinders  your  ability  to  listen. 

(1)  Arguing  mentally  with  speakers  before  they  have  stated  their  cori- 
ple1t<^  $5oughts  keeps  you  irpm  hearing  anipf  thelr.jdeas. 

(2)  Allowing  ti>e  langaage_of_ the  speakers  or  the  thoughts  they  express 
to  close  your  mind  will  limit  gdod  llsteriing. 

(3)  Forming  strong.opin Ions  about  the  speakers  or  their  topics  before-  ' 
hand  limits  good  listening.  I 
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b.  A.sub:  ,  >,iye  attitude,  or  your  own  opinions,  while  listening  distorts 
the  message. 

(1)  Lettjng.your:fee11ngs  get  mixed  ap  w"i  n  what  the  speaker  is  saying 
.    is  another  way  to  close  your  mind  to  '  message. 

(2)  Prejudices  may  cause  you  to  arrive  at  Incorrect  conclusions. 

c.  A  know-it-all  attitude  affects  wh?^t  a  listener  actually  hears. 
A.    Good  listening  habits. 

a.  A  positive  attitude  toward  a  speaker  helps  you  1 isteh  better. 

(1)  Pay:  attention,  to  the  speaker  throaghout  tf.5.  message.    Try  to  Under- 
stand his  or  her  points  of  view.    Compare  the  spe^-ker's  view  with 
yours  -  after  the  talk. 

(2)  Listen  . with  an  open  mind.    Ask  the  speaker  to  explain  staterrents 
-     or  wordstd  be  sure  you  understand  correctly. 

(3)  Think  that  the  speaker  is  on  your  side  until  he  or  she  proves 
otherwise . 

b.  An  objective  attitude,  v:r  men  mind,  when  listening  helps  good 
listening. 

(1)  Do  not  let  yguriemqtions  become  part  of  the  message  you  are  hear- 
ing,   year  the  speaker's  message,  hot  what  you  want  to  hear. 

(2)  Cdhtrol  your  prejudices.    Again,  listen  with  an  open  mind. 

c.  A  receptive,  open  attitude  allows  you  to  learn  something  from  everyone. 
5.    The  right  mental  attitude  in  Hstening. 

a.  He]ps  you  be  more  open  minded  about  yourself  and  other  people. 

b.  Allows  you  to  accept  helpful  criticism. 

c.  Helps  you  learn  more. 

Writing 

1.    Importance  of  using  legible  handwriting  in  preparing  forms,  messages,  anc 
records. 

Most  forms  used  by  a  bx--.1hess  provide  impprynt:  infpnnatiori. 
Some  forms 4  messages,  and  records  are  utilized  by  several  persons  or 
departments. 

insure  forms,  messages,  and  records  are  always  correct: 

(1)  Write  clearly;  prInL  if  your  handwriting  is  difficult  to  read. 

(2)  Always  check  oyer  written  Information  for  transposed  figures  and 
misspelled  words. 
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2.    jfnpprtance  of  composing  and  completing  corresponaence , 
notes  using  businesslike  manner. 


rts,  forms,  and 


a.  Criteria  for  coimiun  ication. 

(1)  Courteousness:    sincere  qbbd  mariners  shcjld  be  u'^'^c  and  have  a 
"yoice  with  a  smile". 

(2)  Correctness:    facts  should  be  right. 

(3)  Cpncisensss:    sho-ld  give  only  necesyry  in -/n/niation. 

{4)    Cpmpleteness:    give  all  information  required  for  understanding. 
(5)    Clearness:    should  be  understood  easily. 

b.  Use  basic  guidelines  for  written  comnunications . 

(1)  Keep  the  reader's  point-bf^vlew  in  mind. 

(2)  Use  the  pronoun  "yoi'"  and  a  minimum  of  "I's''. 

(3)  When  handwriting  jntormation,  use  dark  ink  instead  of  pencil  unless 
otherwise  specified. 

(4)  Always  suggest  rather  than  demand. 

(5)  Tact  and  good  vocabulary  are  essential  for  positive  results. 
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a,  Skiimiihg  Is  rapid  reading  for  getting  main  pplhts. 
Examples:    Magazines,  product  Information,  memos: 

b.  Scanning  Is  riot  reading  contlhuouisly  but  rather  locating  numbers,  facts, 
key  Words. 

Exanples:    Tables,  graphs,  charts, 
c:    Studying  is  to  recall  and  understand,  judge  or  evaluate  iceas: 
Examples:    Policies,  reports. 
2.    Speed  of  reading. 

3.    Purpose  of  riadjng  helps  determineispeed. 

b.  Difficulty  of  the  content  affects  speed: 

c.  Familiarity  with  the  subject  builds  speed. 

Communicating  Through  Body  Language 

Examples:    Gestures,  facial  expression,  posture. 
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Slum  ACTIVITIES 


COMMUNICATIONS 
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Complete         "CbfTr:i;riic.-itions  Crossword"  pu?7le  nn  page  "1- 

t1st  Oh  the  board  these  five  bnsic  ways  IhJl  we_cp.nrnynicate:    oral,  l.isteriing  and  obser  v  .nq ,  writinq    r^dmo  ^i.  ? 

body  language.    Have  studer.U  writo  at  lea.t_three_ev.omples  ondOr  Dach  oitego,  y  that  they  3  p1  rhlay  a?  Kn?e 
work,  school,  and  social  events.    Ciscuss  the  examples  they  have  chosen  and  ennhasize  those  de^l  inVwUhburi 

f^Ii  J"^^"- V  ""'t^?^^  ■  •  ^  Qrai:.  tejephono.  intfoductibas;  sellinq.  conferences,  askinq  questions;  L^sterinn  and 
r^^-  Wr  Una     es;r°rennrtl"^nnl^^^  classmates  suggestions,  receivin  .  n,t  uctl  n 

^!tpl^p:H^nn-  application  blanks,  personal  and  business  letters,  taking  inventory  record^n.. 

sa.es    Reading:..textbooks.  magazines,  newspapers,  letters  mimos .  hang  tags,  labels,  bills    ^iqns    t^ad-  ^^lua.inps 
Bod.  'anguage:  posture,  expressions;  hand  signs,  quickness  or  slowness  of  walk,  nervous  twit^heS"'  ^^^^^^^^S- 

(lave  students  complete  cictivity  on  pages    '3  -  15. 

NOTE:^  Many  local  telephone  companies  provide  oducatjonai.personnel  and  services  to  assist  schools  in  teachinn 
r  ^Sers'  ^^sso":.larr-.t  ''If'ir  pHone  cg.nany  in  advance  to  .ch.dule  fil^s.lpea!  r       e  o  ' 

;        r  :    esson  Claris    etc.    If  there  are  no.su.ch_seryices  available  iri  your  area,  the  telephone  exercises  can  be 
conducted  by  either  using  extension  phones  withir  the  school  or  having  students  face  t>a.l  to  ,T^  durinrthe  s".u 

Have  students  to  answer  the  following  questions  concerning  telephone  communication: 
1.    List  five  Mual it1es_  that_make  up  a  :good. telephone  voice: 
^-    ^'^Plt^i^  how  a_  telephpne_cal  1 .  shoold  be  transferred, 

3.  What  shoiilOiypu  do.  if  you  qet  a  wrong  number  on  a^lbng  distance  rail' 

4.  In  a  hy5.ine_ss. situation,  how  should  you  greet  a  caller  when  you  answer  the  phone? 
b.    What  mformatioii  should  be  included  in  a  message  memo? 
KEY: 

1:    Aler:ness.  expressiveness,  naturalness,  pleasantness,  distinctiveness 

c^^i^hK  caller  is  being  transferred,_ask_for:the  caller's  number  in  case  of  disconnection,  s-^inal  the 

switchboard  operator,  when.the  operator  answers.ask  that  the  call  be  transferred  giving  the  depamPnto  ex- 
tens  on  number.    When  the  operator_has_enough  information  hanq  up.  the- receiver  gently  ""^^^^^^^^^  ox 

have  r^ac^ed°^  who  answers .what.ci tythey. are  in, hang. up  ahddial  "0".    When  the  operator  answers  explain  vou 

:      Charged  number  op  a  long  distance  Call,  give  the  name  of  the  city  contacted  and  ask  not  to  be  " 

^'    ^l^e  the  name  of  the  cpmpany^Jepartment,  .and  your  name 

reLsLrH^fp'^'t-Ij^*/^^  "^^'^  business,  caller's  phone  number,  tre  message,  any  action 

requested,  date  and  time  of  the  call,  name  of  the  person  taking  the  message. 

Have  students  complete  activity       page  15. 

2     A  per.nn  is  calling  to  see  if  Logan's. ca rnes.Aigner  products.    A  salesperson  answers  the  phone 

^hrieT^o•^"l^"?es^°e■^^^::swe'^rthe'^ph^^^^°''^"^ ^^^^  ■ 

^^ra^^epia^!^jo\^use.'wh^rsSa^?^g  "^l^'  '''''  ^  '  ^'^'^  ''^"^  ''^"^  ^^^^  -P^P^^^^o 

1.  Mr.  Morales      3.    Madam     5.     Pal    ..  7:    Honey    -9.    Dear  11  Sir 

2.  Sweetie  4.    Chief     6.    Mrs.  Murenski      8:    Miss      10.    Bud  12.  Sonny 
KEY:    1.  Mr.  Morales;  3.  Madam;  6  Mrs:  Murenski;  8.  Miss;  11.  Sir. 
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iiave  students  complete  activity  oh  pages  16  -  17: 

Have  students  to  role-play  or  give  individual  written  solutions  to  the  following  situation: 

hPr  tJ^^^H'^JH        ^P°''ts^:f^^dePa'-tment  of  . Logan's,.  A. woman: conies  into  the  Store  to  -  •  -n  a  bikini  that 
her  husband  bought  for  her.    She  says  that  she  is_not  the  bikini  type  and  does-hot  want  tht  .u. .      It  is  a  store 

Tl        "  I'^'l        that  swinMear.cannpt  be  returned..    The  wbr«n  is  furious  because    he  h  s  not  h  d  the 
sun  on  and  because  her  husband  paid  forty  dollars  for  it  which  cannot  be  returned.    What  should  you  do? 

bnlirv^^f'thp^c^  ^?"P°'^^^"-t^-that  you.reciain  calm  and.  businesslike    in  the  fall  of  her  fury.    Explain  to  her  that  the 
fo    owed       f    hrstnri^nnrrrnUHr.^^^r''"''^^     Also,  explain  to  her  that  the  state,  law.also  mu  be 
offlrto'call  this^'^rson^or'her!  '''''''''  '''''''  ''''        ''''  -  "^-^^^ 

Have  students  evaluate  their  own  listening  habits  using  the  form  on  page    18.  SA^IO 

Observation:.  iThis  act5 vi ty  wi  1 1  invol ve  one  person  from  outside  the  inmediate  classroom.    This  person  may  either  SA-ll 
w^l     ntn  v'  °'  ^^^^^"^v  P^eferably^someone  unfamiHarto  the  students.  In.  class..  Instruct  your  "Outsider'  to 
Te    e     AfLr^hpT?UH^  activity  like  writing  .on  .the  board,  .pi  eking  up  a  book ,  etc  ,  and  then 

on  (v^eiQ^t    he?Qh?    h  ?r'  r  %h^^'  the  room.,  instruct  each  s.tudent.to.write  a  complete  description  of  the  per- 
writ  e^  de  ^riD  inn^  . Conduct  a  class  discussion  having  students  compare 

written  aescriptions .    Stress  the  importance  of  association  in  observing  and  remembering. 

Have  students  complete  listening  profile  on  pages  19  -  21. 

Have  students  complete  listening  evaluation  on  pages  22  -  25.  1^ 
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V  ■  Q 

ERIC 


Choose  partners,  .preferably  someone  in  the  class  you  do  not  know  well.  Compose  a  list  of  ten  to  fifteen  questions  SA-14 
to  use  in  interviewing  this  person.    Below  are  some  suggested  questions. 

1.  Name?    Hhere  do  you  live? 

2.  How  many  persdris  are  in  your  family? 

3.  Who  is  one  person  you  most  admire? -has  helped  you  most? 
A.  Hhat  do  ydli  like  most  about  school?  least? 

5.  Do  you  work?  Where?  Hhat  do  you  do? 

6.  What  are  your  favoritie  hobbies?  Would  you  like  to  learn? 

7.  What  is  your  most  unforgettable  experience? 

After  everyone  in  the  c1 a ss^       jnteryiewed  his  partner,  each  person  will  introduce  his  partner  to.  the  cla$s_ys ing 
the  information  acquired  during  the  interview.    Observe  good  listening  techniques  and  practice  effective  verbal 
communication . 


Collect. three :written:comniunication3  sent  to  your  hone.  Evaluate  tfie  effectiveness  of  these  written  cofrfnunicati ons  SA-15 
□sing  the  checklist  below: 


1. 

Qas 

the 

conitiunication  well -organized?. 

2. 

Did 

the 

ideas  flow  smoothly  from  opening  to  end? 

3. 

Did 

the 

writer  know  what  he -Wanted  to  say? 

4. 

Was 

the 

corimiriication  specific?  

5. 

Was 

the 

purpose  of  the  cbirinuhication  clear? 

6. 

Was 

the 

cbiTriuhlcatidn  courteous? 

7. 

Was 

the 

cbcimiini cation  correct? 

8. 

Was 

the 

cbciinuhicatibh  clear? 

g. 

Was 

the 

cbninuriicatibh  concise? 

Was  the  coinnunication  complete? 

Have  students  complete  the  memo  on  page  27.  SA-j& 

You_  have  been  asked  by  your  supervisor  at  work  to  write  a  report  on.  recent  trends  in  retovl  ir.;/ ^ashion .    Using  $A-17 

current_maga2ines  and  newspapers,  search  the  different  sources  and  prepare  a  sumnary  report  on  the  ariiLie?^  voj 
have  read. 

Have  students  verify  invoice  on  page  29.  SA-18 

Have  students  complete  register  reading  bh  page  30.  Sfl-19 

Have  students  complete  sales  check  oh  page  32.  5A-20 


Have  students  complete  activity  on  page  34.  5A-21 

Have  students  select  an  issue  of  two  different  but  approi   :ate  trade  publ ications  you  have  avai lable.    Instruct  SA-22 
students  to  scan  first  to  see  how  their  particular  publication  is  organized.    Then  according  to  the  chart  below, 
identify  the  nunter  of  articles  that  fall  in  the  appropriate  categories.    Allow  no  more  than  15  minutes  fc»-  this 
activity. 


Category 

Number  of  Articles 

Sales  Promotion  (advertising,  display) 

Product  information 

Career  Opportunities 

New  Items 

1 

Other  Main  Topics 

1 

Next,  select  one  main  article  you  read  in  the  publication  above  to  skim.  Suninarizc  that  article  jsinq  the  fornuit 
below: 

Publication  Article  Title_  _Date  Page  

Main  Ideas  Covered  in  Article  


Have  students  complete  communications  experiment  on  pages  35  -  36- 

tisted. below  areseveral  ideas.    Express  each  Idea  by  the  means  of  gestures.    Role-play  with  the  whole  class. 
Evaluate  each:  (1)  Pride,  (2)  HumMity,  (3)  Exhaustion,  (4)  Contempt,  (5)  Happiness: 

Divide  the  class  into  three  gro»ips.    Each  group  is  to  prepare  a  skit  on  one  of  the  following  topics.  Present 
the  directions  two  times  to  the  class  -  one  time  just  using  spoken  conwnunlcatlon  and  the  second  time  using 
gestures  and  motions  with  spoken  communication. 

1.    How  to  change  a  tire;    2.    How  to  tie  a  necktie;    3.    How  to  umpire  a  ballgame. 

Have  •ndii'idua^  students  demonstrate  in  front  of  the  class  how  the  following  feelings  could  be  conveyed  by  gestures 

1.  Happiness;  2.  Confusior.;  3.  Approval;  4.  Surprise;  5.  Worry;  6.  Doubt;  7.  Enthusiasm;  8.  Anger. 

KEY:__I.  Happjness--smile;  2.  Ct.    jsjon— scratching  head;  3,  Approval— nodding  head;  4,  Surprise--wide  open  eyes; 
5,  Worry--wrinkled  brow;  6.  'iv.iub*.— shaking  of  head  or  wrinkled  brow;  7.  Enthusiasm— smi  le  with  wide  eyes;  8.  Artger- 
frown,    .  stare. 
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DOWN: 

1.  Method  tised  to  transmit  communi cation. 

4.  Gommoni cat  ions  from  an  employer  or  manager  to  an  employee. 

6.  Examples  are  suggestions  for  business  changes,  assistance  with 
problems,  required  routine  business  reports. 

7.  Person  who  sends  the  message 

8:  Communication  between  people  in  a  business  with  the  same  authority, 
16.    Person  who  receives  the  message. 

ACROSS: 

2.  Positive  or  negative  signals  sent  bac!-  to  the  sender  by  the 
J  receiver. 

3.  Communications  concerning  personal  matters. 

5.  The  transmitting  of  information  or  messages  with  understanding  ^' -om 
a  senderto  a  receiver. 

S.    Communications  concerning  business  matters, 

11.  What  IS  romnunicated. 

12.  Communications  between  people  in  a  business  with  different  levels  of 
authority. 


■A 
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KEY: 
DOWN: 

1 .  Medium 
4.  Downward 

6.  Upward 

7.  Sender 

.8.  Horizontal 
10.  Receiver 


ACROSS: 

2.  Feedback 

3.  Informal 

5.  Cormiuni  cations 

9.  Formal 

11.  Message 

12.  Vertical 
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You  will  be  participating  in  activities  with  other  classmates  de= 
signed  to  help  you  gain  ah  appreciation  of  proper  enunciation  of  words 
and  discover  that. the  tone  of  a  voice  can  communicate  sincerity  and  an 
eagerness  to  be  of  service.    You  wiil  be  evaluated  on  your  participation 
in  the  small  group. 

ACTIVITY  Ij  DIRECTIONS 

A.  Divide  into  groups  of  three  and  read  all  instructions  for  Activity  1 

B.  One  person  will  say  each  of  the  following  words  and  phrases  out  loud." 
Do  not  include  or  omit  any  unnecessary  sounds.  (Use  Lists  #1,  #2,  and 


LIST  #1: 


A-  slept  g.  quantity  17.  shouldn't 

2.  good_  10.  house  18.  laboratory 

^.  didn  t  11.  recognize  19.  picture 

^-  across  12.  county  20.  how 

Poern  13;  promptly  21.  garden 

6-  wash  14;  Washington  22.  probably 

7.  trip  15;  depths  23.  mirror 

8.  library  16;  midst  24.  candidate 

LIST  §2:  (Do  not  use  the  wrong  sounds  for  vowels  or  consonants.) 

1-  potato  10.  just  18.  whisper 

2.  them  11.  third  19.  further 

3.  squirrel  12.  partner  20.  world 

4.  better  ]3.  again  21.  boils 

5.  when  14.  that  22.  water 
6-  Jersey  15;  butter  23.  such 
?•  '-^irt  16;  singing  24.  fence 

8.  get  17;  bird  25.  whether 

9.  since 


LIST  i?3:  (Tongue  Twisters:  Each  menber  should  practice  the  tongue 

twisters  until  proper  enunciation  is  achieved  to  the  satis- 
faction of  the  other  group  members.) 

1.  Shy  Sarah  saw  Swiss  wrist  watches. 

2.  Six    long  slim  slick  slender  slacks. 

3.  She  stood  on  the  balcony,  mimicking  him,  hiccuping,  ano  r^-elcoming  him  in 

4.  Freddy  Finch  fried  five  fish  for  Frances  Fowler's  father. 

5.  Thomas  Tattertoot  took  taut  twine  to  tie  ten  twigs  to  two  tall  trees. 

C.  The  other  two  members  will  write  on  a  separate  piece  of  paper  each 
word  which  was  not  clearly  enunciated. 

D.  Each  group  member  should  have  at  least  one  turn  reading  the  words. 

E.  When  finished,  give  each  person  his/her  list  of  poorly  enunciated 
words . 
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ACTIVITY  2:  DIRECTIONS 

A.  Enunciation  of  words  is  important,  but  also  important  is  the  tone 
of  the  voice.    Tone  of  voice  often  eonvisys  meaning  to  the  message. 

B.  In  groups  of  three,  each  person  is  to  thinR  of  a  word,  phrase,  or 
sentence  that  can  have  different  meanings  depending  upon  the  tone 
used  when  speaking. 


e.    Each  person  is  to  write  his/her_word^  phrase  or  sentence  on  the  top 
of  3  sheet  of  paper.    Below  this^  list  three  different  situations  in 
which  the  word,  phrase  or  sentence  could  convey  different  meanings. 

D.  Each  person  should  read  aloud  his/her  word  phrase  or  sentence  and 
express  to  other  members  of  the  gr  different  ways  of  saying 
it  by  changing  the  tone  of  one's  voice. 

E.  Each  member  should  attempt  to  identify  each  different  meaning. 

EXAMPLE:    The  word  is  "OH". 
Three  different  situations: 

1.  A  close  friend  has  ju$t  lost  a  race, 

2.  A  baby  is  being  seen  for  the  first  time  by  the  grandparents. 

3.  You  have  just  had  a  glass  of  iced  water  after  cutting  the  grass. 
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TELEPHONE  MANNERS 

Go    t/^o'i^        efficvMt  telephone  manners  are  important,  especially  in 

ii*p^..  Read  each  of  the  respcnses  below  and  rate  by  circling  "good," 
"fai>  .  -  "poor."  If  you  rate  any  response  fair  or  poor,  write  a  brief 
reasor  ^'ny  and  provide  a  better  response. 


RESPONSE                        RATING                  REASON  REVISION 

A.  "Mr.  Smith  isn't  back 
yet .  He ' s  probably 
sti'l  at  loneh. 

600D 
FAIR 
P00R 

B.  "Yeah,  this  is  the  coat 
department. " 

GOOD 
FAIR 
POOR 

G.  "You  have  to  pay  10%  down 
on  1  ay away s .  What's 
the  name  and  address? 

GOOD 
FAIR 
POOR 

D.    "All  our  stuff  is 
guaranteed. " 

GOOD 
FAIR 
POOR 

E.    "Mrs.  Hinsoh,  I  will  be 
happy  to  check  style 
U32  for  you." 

GOOD 
FAIR 
POOR 

i 
1 

1 

KEY:    These  are  only  suggested  answers.    Students  should  indicate  their 
reasons  and  give  responses  accordingly. 

A.  Fair/poot*  -  you  make  it  sound  like  Mr.  Smith  is  taking  too  much  time 
for  lunch . 

B.  Poor  *  "yeah"  if  a  slang  term,  it  shows  indifference. 

C.  Fair/poor  -  Tack  of  courtesy  is  shown. 

D.  Poor  -  "stuff"  indirates  lack  of  value  placed  on  merchandise. 

E.  Good. 
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You  wi11  be  given  five  mi^^,  ;  :  to  rear'        :>tudy  the  information  below. 
You  will_  then  be  tested  >n  thi^  inro  'a/    -r,  (orally  and  visually)  through 
several  true/false  and  iat.ntific^*t io^  questions. 

PRESENTATION 

It  is  quite  common  in  the  United  States  for  people  to  be  friendly 
and  informal  in  their  business  relationships.    Often  this  means  beinq  too 
quick  to  use  first  names.    Care  should  be  taken  to  use  Ms.,  Miss,  Mrs., 
and  Mr .when  speaking  to  persons  who  are  older,  employers ,  supervisors, 
and  even  customers.    Permission  should  be  obtained  before  calling  any  of 
the  persons  by  their  first  names. 

Since  the  use  of  "sir"  still  maintains  an  air  or  respect,  it  may  be 
substituted  for  a  man's  name.    However,  ma'am  is  not  as  acceptable  when 
used  in  place  of  a  woman's  name.    When  using  "yes"  and  "no",_the  name  of 
the  person  you  are  addressing  should  follow  and  if  appropriate  a  brief 
friendly  statement,  i.e.  Yes,  Mrs.  Jones,  Til  be  glad  to  unpack  the  box. 

SiDmetimes  people  feel  Uncomfortable  about  wfio  should  speak  first  When 
meeting  these  business  people  at  the  begihriihg  of  the  day  or  on  the 
street.    It  really  makes  ho  difference.    Anyone  who  works  with  other  peo-- 
pie  should  always  say  "good  morning"  or  "hello"  to  establish  a  friendly 
working  relationship.    However,  this  should  be  done  with  dignity  and 
without  familiarity. 


QUESTIONS 

Based  upon  your  reading,  respond  to  the  fol        ig  questions. 


A. 

Ci'reie  T 

iF  the  statement  is  trae  and  F  if  the  statement  Vf  false. 

T 

F 

1. 

It  is  not  permissible  to  substitute  a  man's  name  with  "sir". 

T 

F 

2. 

You  should  use  the  name  of  the  person  you  are  addressing 

when  using  "yes"  and  "no". 

T 

F 

3. 

Mr.  George  Weber,  your  supervisor,  has  ask  d  you  to  call  him 

by  his  first  nane.    You  should  call  him  George. 

T 

F 

4. 

When  soeaking  to  your  customer  Mrs.  Fritz,  it  is  best  to  say 

"Yes  ma* am". 

T 

F 

5. 

The  real  problem  is  not  who  should  say  "gaod  morning"  first. 

T 

F 

6: 

Persons  older  than  you  should  always  be  called  by  Mr.,  Miss, 

Ms.,  Mrs. 

T 

F 

7. 

People  in  the  United  States  are  very  formal  in  their  business 

relationships. 

T 

F 

8. 

Both  "sir"  and  "ma'am"  denote  an  air  of  dignity. 

f 

F 

9. 

Nev*'r  say  "good  morning"  first  to  your  employer. 

T 

F 

lb. 

You  may  call  a  person  older  than  you  or  any  employer  by  their 

first  name  if  you  have  received  permissior,  to  do  so. 
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B;    From  the  sitQatidns  below,  check  those  which  use  correct,  busines'^,- 
like  addresses; 

 ^^ice  tells  :,er  customer,  "Sir^  your  alterations  can  be  pirked 

up  on  Tuesday. " 

 2.    Jeff  explains  to  his  customer,  "Honeys  those  sweaters  are  com- 
pletely washable . " 
-       3.    Steve  tells  his  customer*  "Mr.  Miller,  I  will  special  ordpr 
that  suit  for  you. " 

 ^-    Sarah,  vvhile  waiting  oh  a  customer  asRs  her  employer  a  question, 

"Karen,  can  we  hold  these  curtains  until  Friday?" 

 Larry  explains  to  his  customer,  "Ma^am,  the  greeting  cards  are 

located  in  the  stationery  department." 

  6-    Julie  calls  to  her  employer  while  her  customer  is  close  by, 

"Mr.  Fields,  this  lady  wants  to  know  if  these  shoes  will  stretch. 


KEY: 


J-  E  B.    Checked  items:  1,  3,  and  6  only. 

3. "  T 

4.  F 

5.  T 

6.  F 

7.  F 

8.  F 

g.  F 

10.  T 


SO 
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EVALUATE  YOUR  LTSTENINH  HABITS 


Good  listening  habits  are  expected  in  buriness.    The  checklist  below  v.'; 
help  you  evaluate  your  own  listeninrj  habits.    Try  to  answer  each  qucs*  Irr, 
objectively. 


1 

DO  YOU  .  .  . 

USUALLY 

SOMETIMES 

NOT  OFTEN 

1.  Prepare  yourself  physically  by 
facing  the  speaker  and  making  sure 
vou  can  hear? 

2.  Watch  the  speaker  while  listening? 

3.  Keep  y^ur  mind  on  what  the  speaker 
is  cDimiunicating? 

 , 

4.  Evaluate  your  own  bias,  if  any  and 
try  to  keep  that  in  mind? 

5,  Listen  for  facts,  ideas,  and 
feel ings? 

6.  Decide  from  the  speaker's  appear- 
ance and  delivery  whether  or  not 

what  he/she  has  to  say  is  worth- 
while? 

7.  Interrupt  immediately  if  you  hear 
an  incbrri2Ct  statement? 

8.  Make  sure  before  answering  that 
you  have  taken  in  the  other  per- 
son ' s  point  of  view. 

9.  Try  to  hrive  the  last  word. 

10.  Make'  a  conscious  effort  to  eval^i- 
ate  the  logic  and  credibility  of 
what  you  hear? 

1 

SCORING:    Questions  U  2,  3,  4,  8,  10  :    TO  points  -  Usually 

0  points  -  Not  Often 
5  points  -  Sometimes 


Questions  6^  7,  9  :     0  points  -  Usually 

.5  points  -  Sometimes 
10  points  -  Not  Often 

A  score  of  below  70  means  you  have  developed  some  bad  l  istening  habits ; 
70-85  means  your  listening  habits  are  about  average;  90  or  above  means 
you  are  an  excellent  listener. 
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^OUR  LISTENiNS  PROFlLF 
PART  A:    Your  Uet^f^^Kj  ^'-->byems 

This  activity  will  ^'^  Ip  3'ou  analyze  some  listeninq  problems.  After  reading 
the  following  que^i^^hs^  decide  which  problems  you  have  and  what  yoD  can  do 
to  improve  yoursglt/ 

DIRECTIONS: 

Step  1:    Read  eath  ft carefully  and  check  how  often  the  problem  affects 

you.  .  Be  :^)/''^  to  check  an  answer  for  each  item. 
Step  2:    Decide  whlt^'^  .a re^^^ur  three  worst  problems  and  rate  them  by  writing 

h  2i.and.;^  In  the  column  at  the  right. 
Step  3:    Read  the  11^ t  of  problem  cures  on  page  ZO.    Then  choose  the  curp 

for  your  tf^'^^e  worst  problems. 

STEP  1:    HOW  STATE^1^N7S  AFPecT  YOU  :  ^; 

A  =  Alwai'S;  'J  =  Usua.ly;  S  =  Sometimes;  N  =  Never 


A 

U 

s 

N 

1  . 

Ar^  iVoti  easily  distracted  by  people? 

A 

U 

s 

N 

2. 

Apj/  Vov  easily  distracted  oy  outside  noises? 

A 

Li 

s 

N 

3. 

A 

U 

5 

N 

4. 

Do        daydream  in  school? 

A 

U 

s 

N 

D. 

Do  ;/Qu  daydream  at  home  when  you  should  be 

A 

U 

s 

N 

6. 

Do  yPu  ha\^e  a  know-it-all  attitude  when  people 
tpj^  to  e>;plain  something  to  you? 

A 

U 

s 

N 

7. 

Ar^  you  ^ble  to  reinember  what  you  have  heard? 

A 

U 

s 

N 

3. 

p){>  ^otj  form  your  opinion  about  people  or  their 
$u()j^et  before  you  hear  them  speak. 

A 

U 

s 

N 

9. 

(\r^  y'oui  Accused  by  others  of  taking  things  'hp 
wr  of^9  wa^'? 

A 

u 

s 

N 

10. 

If        are  part  of  a. group  that  is  critic^zeu, 

do  yf^^i  tPiink  the  criticisiti  is  meant  for  you  alone? 

A 

u 

s 

N 

11  . 

po  yc^y  let  v-)ur  prejudices  keep  ycu  from  l-'s- 

A 

u 

s 

N 

12. 

Oo  yj>^  have  the  habit  of  closing  your. mind  to 
pe<)^U  if  they  do  not  think  as  you  think? 

A 

u 

s 

n 

13. 

00  y^f>u  argue  mentally  with  people  i^  vou  dor^r 
agv^  v/i^^h  something  they  say? 

A 

u 

N 

14. 

If  /oii  do  not  like  a  person,  do    ou  let  tha''  in- 
f^i4^^<e  yotir  opinion  of  what  hr  r>r  -^he  he?  to  say? 
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STEP  3;     PRESCRIPTIONS  FOR  THE  CURE  OF  LISTENING  WEAKNESSES 

DIRECTIONS:    Read  through  the  cures  listed  below  and  select  one  for  each 
of  the  problems  you  ranked  1.  2,  and  3  in  Step  2. 

1,    Force  yourself  to  pay  attention  to  the  speaker. 

Pick  out  the  mai?i  ideas  from  what  the_speaker  is  saying- 

3.  Take  notes,  if  necessary,  but  do  not  try  to  get  down  the  exact  words  of 
speaker. 

4.  Evaluate  ;vhat  the  speaker  is  saying  when  your  thinking  process  is  ahead 
of  the  speaker's  words. 

5.  Listen  calmly  without  emotion  so  that  you  can  hear  what  you  are  sup- 
posed to  hear--not  what  you  want  to  hear  or  expect  to  hear. 

6.  Be  on  your  guard  so  that  your  prejudices  do  not  "scramble"  the  message. 

7.  Prepare  yourself  to  listen  by  opening  your  mind  to  the  speaker's  words. 
3.    Pay  attention  to  the  speaker.    Do  rot  think  about  how  you  are  going  to 

respond. 

9;    Listen  to  what  the  speaker  1s  saying.    Do  not  read  your  thoughts  into 
the  message . 

10.  Ask  questions  to  really  understand  either  statements  or  words  th:  "ruu' 
you  the  wrong  way. 

11 .  Accept  the  fact  that  everyone  has  a  lot  to  learn,  a-J  determine  to  learn 
something -new  or  interesting  from  each  person  to  whc    you  I'-sten. 

12.  Listen  with  the  idea  that  the  rpeaker  1s  on  your  sv>i  until  the  speaker 
has  proved  otherwise. 


PART  B:    YOUR  LISTENING  STRtNGTHS  AND  ATTITUDES 

This  part  of  the  activity  gives  you  a  chance  to  analyze  your  listening 
strengths  and  rate  them.    You  will  then  analyze  your  attitudes.    First,  do 
Steps  1  and  2  as  described  below. 

DIRECTIONS: 

Step  1:    Follow  along  as  each  strength  is  read  to _  ieck  the  space  thai 

:     best  describes  how  often  you  show  that  st*^e  ^  m. 

Step  2:    Identify  your  three  strongest  strengths.    Rate.them  1,2,  and  3  in 
the  column  to  the  right*  according  to  how  you  feel     :^y  can  help 
you  on  the  Job.    Then  write  a  brief  sentence  relat"?      to  each  of 
your  top  3  strengths*  telling  how  each  can  lelp  you  ^.t^t  and  keep 
a  job.  : 

f^tep  3:    Fin  out  the  attitudes  checklist  and  scoring  on  pane  21. 

STEP  1:    JUDING  YOUR  LISTENir^t^  STRENGTHS  STEP  2: 

RANK 

A  =  Always;  U  =  Usually;  S  =  Sorretimes;  N  =  Never 

A    U    S    N     1 .    Do  you  try  hard  to  pay  attention?   

A    U    S    N     2.    bo  you  listen  with  an  open  mind?   

A    U    S    N     3.    Do  you  try  to  pick  out  the  main  ideas  when  you 
1 isten? 
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A    U    S    N     4.    bo  you  take  notes  when  necessary? 

A    U    S    N     5.    Do  you  try  to  see  things  tron-  the  speaker's  r  "  it 
or  view      (  disagreeing? 

A    U    S    N     6.    Dc  you  listelj  without  getting  emotional? 

A    U    S    N     7.    Do  yoi:  try  to  listen  for  and  remembe    the  main 
thought? 

A    U    S    N     8.    When  you  disagree  with  the  "speaker,  do  yea  ask 

questions  to  make  sure  you  nave  not  misunderstood 
what  was  r.jid? 

A    U    S    N     9.    Is  your  vocabulary  largG  enouyh  to  listen  to  peo- 
ple having  different  levels  of  education? 

A    U    S    N    10.    Is  yo*     vocabulary  large  enough  to  talk  to  people 
having  different  levels  of  education? 

A    U    S    N    11.      a  you  try  to  build  up  your  vocabulary? 

A        S    N    l'^     ^?  you  look  13  words  in  the  dictionary  that  you 
':o  hot  know? 

A        o    N    13.    Do  you  listen  more  than  you  talk? 

A    IJ    S    N    14.    When  directions  contain  numbers,  strange  names,  or 
difficult  instructions,  do  you  write  them  down? 

STEP  3:    o.'.SlNG  YOUR  LISTENING  ATTITUDE 

A.    Check  your  answer  to  each  of  the  following  questicrs: 


A 

U 

s 

N 

1 

Dc  you  enjoy  listening? 

A 

u 

s 

N 

2. 

Do  you  find  listening  to  othei a  sati 

sfying  exp  -"^i  .nee? 

A 

u 

s 

N 

3. 

Do  you  think  good  1  istening  ha'-  "ts  wil 
friends  ivd  keep  them? 

1  halt  you  make 

u 

s 

N 

4. 

Do  you  think  good  list-;  inq  habit?;  wii 
Job? 

^  help  you  on  the 

B.    To.find  out  h-w  your  attitude  rates,  give  yourselr  3  p-v,  ^ts  for  each 
^'Always"  you  checked,  2  points  for  each  "Usually",  and  1  point  for  each 
"Sometimes . " 

Number  of  "Always"  x  3  =  Score:   


Number  of  "Usually"  x  2  >dre: 

Number  of  "Sometimes"  x  1  -core: 

Add  to  find  Tc^r  :  Score 


Points  in  Total  Score  Ymjr  Rating 

1^  -  9  Super  attitude^    Keep  up  the  good  work! 

8-5  You  are  doing  fine. 

4-2  Attitude  lis  not  bad,  but  some  improvement  is  needed: 

1  -  0  Your  attitude  needs  helpl 
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NOTE  TO  TEAChFR:    Orally  present  to  students  and  read  one  time  only. 

They  win  be.respci:>;b''e  for  answering  20  multiple 
choice  questions  upon  conclusion; 

You  are  an  employee  of  Kleindales  Department  Store  working  in  the  women's 
sportswear  dep-^ rtment,  which  is  made  up  of  the  swim  ihop,  maternity  shop^ 
junior  shcp,  rf.J  the  misses  shop:    In  this  department  you  carry  swim  wear* 
slacks,  fr  ir  to|jo  and  s-.aaters.    You  have  just  completed  your  annual  in- 
ventory on  Tuesday,  January  25.    Ms.  Watson,  your  department  manager,  has 
just  given  you  the  fallowing  instructions  so  you  can  prepare  the  sportswear 
department  for  the  lew  spring  season.    The  instructions  are  as  follows: 
Empty  10  feet  of  sweaters  from  the  center  back  wall  of  the  swim  shop  for 
the  swim  wear  display.    Ths^swim  wear  color  them'  will  be  k^'lly  green  and 
white.    Assist  the  display  girl,  Sandra,  in  cF  r    :,y  the  proper  coordina- 
ting outfits  for  the  display^    These  should       ^   ,e  junior  bikiris  and 
tank_  suits,  mi'.ses  2  piece  and  1  piece  swimsuu..    and  matching  cover-ups. 
To  the  left  of  the  display  is  the  swim  wear--to  the  right  the  basic  sweat- 
ers.   Rork  those  basic  sweaters  back  into  the  misses  shop  atid  fill  the 
remaining  wall  space  with  ? -mer  goods  such  as  tank  tops,  sleeveless  knit 
tops,  and  shorts.    Whi la  you  were  :or.-.leting  your  assignment,  Rrs.  Steven- 
son, a  customev,  returned  a  short  s.eeved  acrylic  kc-'t  sweater;    You  rec- 
oganized  the  styie,  but  you  only  ciirr^ed  the  long  sleeved  version  during 
Ghristmas^    It  Was  a  Christms-^  gif :.  - v ;«lrs.  ^•^v'enson.    You  explained  to 
the  customer  that  you  did  not  hav    Vif  i     ec!  .c  style,  but  you  co  jld  ch^ck 
downstairs  in  Ms  .  Watson  s  off  ic  -  ■^orrect: price.    However,  in 

checking  the  pricr  list  there  wa..         tac  i  )ng  sleeved  style  li.ted.  The 
long_sleeved  sweater  retailed  for  $10.00.    Ms.  Watson  was  out  *o  luncl-: 
But  in  checking  similar  styles  you  found  the  short  sleeved  normally  scd 
for  $?.00  iess  so  yqu  have  decideci  to  inform  the  customer  that  the  short 
sleeved  style  was  $8.00.    You  tAChe  ged  her  short  s^^eeved  sweater  for  a 
$7.00  tank  top  ,:n-l  refunded  her  the  $1.00  differnce. 


LISTENING  EVALUATION  -  QUESTIONi 

NOTE  TO  TEACHER:  Hand  out  answer  sheets.  Orally  present  to  stuients  and 
h-dd  one  question  at  a  time.  Do  not  repeat  or  refer  to 
case  problem. 

1.  the  name  of  the  department  store  is: 

a.  Levys    b.  Bloomingdales    c.  K....'aies  d.  Stienfelds. 

2.  Which  of  the  following  is  not  included  in  women's  sportswear  department: 
a.  Mr :(?-nity  shop    b.  Dress  shop    c.  Swim  shop    d.  Junior  shop. 

3.  Inventory  was  completed  on: 

a.  Thursday,  Jan.  25  e.  Wednesday    Jan.  26 

b.  Wednesday.  Jan.  25  d.  Tuesday,  uan  25. 
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4.  Ms.  Watson  is: 

a.  the  customer  rtiak  i  rig  a  return. 

b.  manager  of  the  women's  sportswear  department. 

c.  the  store  manager. 

d.  the  display  manager. 

5.  To  the  right  of  the  display  there: 

a.  are  basic  sweaters.  c.  are  suiT^rer  goods. 

b.  swinTwear.  d.  is  the  misses  dep?r  .iTient. 

6.  How  often  C3  you  cake  Inventory? 

a.  once  every  5  months  c.    one?  a  year 

b.  once  ^very  2  years  d.    once  every  four  months 

7.  You  are    o  empt>  • 

a.  te-   feet  of  sweaters  from  tr  ^  hack  wall. 

b.  feet  of  swimsuits  from  tL        ^vr  back  wall, 
c;  feet  of  sweaters  from  the  upper  back  wall. 

d.  '  ot  of  swimsuits  from  the  swim  shop  dis,-^ay. 

8.  Yoi     re  to  work  the  sweaters  back  into: 

a.  the  junior  shop.  c.    where  the  swim  wear  used  to  be. 

b.  the  maternity  shop.  d.    the  misses  shop. 

9.  The  remaining  space  should  be  ^illed  with: 

a.  spring  ciddds.  e.    fall  goods. 

b.  summer  goods.  d.    winter  goods. 

10.    The  color  theme  of  the  display  will  be: 

a.  yellow,  green,  and  white.  c.  kel ly  green  and  white. 

b.  red,  white,  and  blue.  d.  rose,    green,  and  white. 

n.    The  merchandise  returned  by  Mrs.  Stevens^-^  was: 

a.    a  Jong  sleeved  blouse.  c.    a  short  sleeved  sweater- 

fa.    a  long  sleeved  sweater.  d.    a  short  sleeved  blouse. 

12.    The  material  of  the  merchandise  returheti       *A^~s.  Ste^^.  ison  w^s: 

a.  acetate  knit.  c.    acrylic  knit. 

b.  polyester  knit.  d.    a  blend  of  cotton  and  knit. 

S3.    5Jhat  was  the  style  you  carried  during  Christmas? 

long  sleevea  c.    three  quarter  sleeved 

5.    short  sleeved  d.  r^leeveless 

14.  Where  did  you  look  for  the  correct  price  of  the  merchandise? 

a.  downstairs  in  the  store  manager's  office 

u.  in  record  keeping  • 

c.  behind  the  swim  shop  in  Ms.  Watson's  office 

d.  downstairs  in  Ms.  Watson's  office 

15.  How  much  was  the  long  sleeved  style? 

a.    $7.00       b.    $8.00       c.    $10.00       d.  $12.00 
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16.    Where  was  Ms:  Watson  when  you  were  checking  the  price  of  the  mer- 
chandise? 

a.  It  was  her  day  off;  c;    Out  to  lunch. 

b.  On  her  break.  d.    At  dinne*^. 

i^-    ^iow  much  "s  the  difference  in  price  betwee  ,  the  long  arid  short 
sleeved  styles? 

a.  $1.00      b.    $2.09       c;    $7.00       d.  $8.00 

18.  What  did  Mrs.  Stevenson  take  in  place  of  her  original  Christmas  gift? 

a;    S  sweater  and  $1 .00  refund.  c.  A  tank  top  and  $7.00  refund. 

b.  A  tank  top  and  $2.00  refund.        d.  A  tank  top  and  $1.00  refund. 

19.  What  price  was  the  tank  top? 

a;  $7.00 

b.  $8.00 

c.  $10.  ;C 

d.  $2.00  ]t-3S  than  the  short  sleeved  sweeter 

20.  The  sales  tax  refunded  was: 

a.  figured  only  on  the  difference. 

b.  t  .96. 

c  not  mentioned  in  the  problem. 

G.  $  .48. 
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EmUAiiijtU-^UDENT  ANSWER  SHEET 
DFRECTiQNS:    Circle  the  letter  of  the  correct  answer. 


1; 

A 

B 

C 

b 

2. 

A 

B 

c 

b 

3. 

A 

B 

c 

0 

4. 

A 

B 

c 

0 

5. 

A 

B 

c 

D 

6. 

A 

B 

e 

b 

7. 

A 

B 

e 

b 

8. 

A 

B 

e 

b 

9. 

A 

B 

e 

b 

10; 

A 

B 

e 

D 

11: 

A 

B 

e 

D 

12. 

A 

B 

c 

D 

13. 

A 

B 

c 

0 

14. 

A 

B 

c 

D 

15. 

A 

B 

c 

D 

16. 

A 

B 

c 

D 

17. 

A 

c 

D 

18. 

A 

B 

c 

D 

19. 

A 

li 

c 

D 

20. 

A 

B 

e 

E 
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KEY:  EVALUATION--STUDE'''T  ANSWER  Sl'EET 

DIRECTIONS:    Circle  the  letter  of  the  correct  answer. 


1. 

A 

B 

© 

D 

2. 

A 

e 

D 

3. 

A 

3 

c 

® 

4; 

A 

® 

c 

C 

5. 

(D 

B 

D 

6. 

A 

B 

7. 

® 

B 

c 

n 

8. 

A 

B 

c 

9. 

A 

r 

D 

10; 

A 

B 

d) 

D 

11; 

A 

8 

© 

V  ^ 

D 

12; 

A 

B 

© 

D 

13; 

® 

B 

c 

D 

14. 

A 

E 

c 

15, 

A 

B 

a) 

D 

16. 

A 

B 

© 

V.  

D 

17. 

A 

® 

C 

D 

18. 

A 

R 

e 

(n) 

19. 

® 

B 

e 

20. 

A 

B 

© 

D 
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COMPLETING  A  MEMO 

Your  telephone  rings  while  yojr  tnahageri.  Mr.  Pidheer^.  is_uut.of  V-^  store. 
Th_  call  is  from  en  important  customer^  Mrs .  Bradford.    She  is  upset,  be- 
cause she  has  not  received  a  special  order  of. 12  white  blouses  for  che^v 
leaders  she  supervises  at  high  school.    The  first  ballgame  is  next  Friday, 
end  Mr.  Pioneer  assured:her  they_w0uld  arrive: in  plenty  of  time  for  :he 
first  garrj^.  .    She  would  like  Mr.  Pioneer  to  call  her  toner -riing  the  blou^es. 
Mr"*  has  her  number  or  file. 

Fill  out  the  message  form  below  completely  and  legibly.    Use  today's  date. 


TO 
DATE 

M 

OF 
PHONE  . 


im. 


WHILE  YOU  WERE  OUT 


telephonIp  

_PkiASi  CALl  

CALLED  TO  SEE  YQJJ  _ 

_WILL_CAU  AGAIN 

WANTS  TO  sr:  \nu 

RUSH 

MESSAGE  : 


M«>Bog»  Takan  By 
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TO     Mr.  Pioneer  

DATE     Toda^y^  Date  time   

WHILE  YOU  WERE  OUT 

M  rs.  Bradford  

Q  f  U  iqh  Sc  h  o  Q^  

PHONF    On  File 


X 

PtEASE  CALL 

CALt J D  TO  Sgg  YOU 

_«J1^L_CALL  JkC  AJN_  _ 

WANTS  TO  SEE  YOU 

RUSH 

..rrr.nr         blouscs  she  opclered  are  not  in; 
 ^eed  them  by  next  Friday        -  -  -.- 


Student's  Initials 

M«taog«  Tokan  By 
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EVALUATION:  INVOICE 
Verify  the  caicuiatiohs  oh  the  following  invoicp-.    Determine  the  total 
discount  and  the  net  amount.    Record  both  in  the  spaces  provided. 


j 

■:i  LEATHER  COMP/", 

125  E.  Main  Stre 
Charlotte,  N.C.  " 

j    SOLD  TO:    The  Shor;D3 
!                  13  Pasa  Ve  de  Road  _ 
Dallas,  Texas  77023 

/^Dril  2,  1982 
TERMS:    2/10,  n/30 

QUANTITY 

DESCRIPTION 

PRICE 

TOTAL 

5  1/2  doz. 

Strap-O-Matic  Brief  Cases 

$19.15  each 

5 

Matched  Fitting  cases 

13.50  each 

1  1/2  doz. 

4-Pocket  Brief  Cases 

21.25  each 

1  doz. 

Embossed  Billfolds  (Brown) 

2.75  each 

1  doz. 

Embossed  Billfolds  (Black.) 

2.75  each 

Gross  Amount 

10%  Discount 

.;t 

Amour:  t 

KEY: 

6  1/2  doz.  — 

5 

1  1/2  doz.  -- 
1  doz. 
1  doz. 

Brief  Cases 
Matched  Fitting  Cases 
4-Pocket  Brief  Cases 
Billfolds  (Brown) 
Billfolds  (Black) 

19.15  ea.  - 
--  13.50  ea.  - 
-  21 .25  ea.  - 
2.75  ea.  - 
2.75  ea.  - 

Si, 493. 70 
67.50 
382 . 50 
33.00 
33.00 

Gross  y^mount  $2,009. 70 

L^ss  10%  Discount  240.^7^ 

Net  Amount  $1 ,808. /3 
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EVALUATIGN--RFGISTER  READINGS 


INSTRUCTIONS 


Use  the  -information  given  to  comblcte  the  rollbwihg  register  readings: 
1 .    Vr  ■  clearly 

3.      .:  certain  a11  necessary  information  is  recorded 

This  information  was  taken  from  reg^^ter  #98  in  Junior  Sportswear. 

At  12  p^m.,  there  were  30  transactin:  s,  $33.15  in  returns,  $533.15  in 
merchandise  sales. 

Ac  3_p,m,,  there  were  51  transactions,  $1536.28  in  merchandise  sales, 
and  $98.96  in  returns. 

At  6  p.m.,  there  were  62  transactiors,  $136.76  in  returns  and  $2001.21 
in  merchandise  sales. 

At  9  p.m.,  there  were  161  transactions,  $U/?.49  in  returns,  and  $3049.98 
in  merchandise  sales. 

Complete  the  toll  owing  form: 


REGISTER  # 


REGISV^R  READINGS 
DA7L 


SELLING  AREA 


Time 


Transactions 


Mdse.  Sales 


RetL^^'is    I  Net  sales!  Initials 
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KEY: 


EESiSTER-REABliifiS  i 
REGISTER  #        98                                  DATE    Tc^.;   s  Date  1 

SEbLING  AREA     Junior  Sportswear 

Time 

Transactions 

Returns 

Net  Sales 

Mdse.  Sales 

Ini  tials 

12 

30 

533:15 

33:15 

500:60 

J.W. 

3 

51 

1536.28 

98.96 

1437.32 

J.W. 

6 

62 

2001 .21 

136.76 

1486.45 

S.R. 

9 

101 

3049.98 

155.49 

2894.49 

S.R. 

ERIC 
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EVAbBAiiOti-— SALES  CHECK 


INSTRUCTIONS:    Run  off  four  copies  of  the  saies  check  provided. 

Use  the  information  given  to  complete  the  following  sales  checks: 

1 .  write  clearly 

2.  double  check  your  arithmetic 

3.  use  today's  date 

4.  add  5%  sales  tax  to  the  bill 

5.  be  certain  all  neeessTy  information  is  recorded 

1.  Ms.  Susan  Stolz  purchased  two  pairs  of  slacks,  1  black  for  $8.99  and 
1  brown  for  $9.75.  her  home  address  is  1342  E.  Pleasant  Lane,  Char- 
lotte, '.I.e.  28205. 

2.  Mr.  Jeff  Owens  of  228  Treetop  Avenue,  Washington,  D.C.  18540  charged 
3  shirts  mari^ed  3  for  $8.99,  two  ties  at  $3.99  each  and  four  p&'rs  of 
socks  at  $.79  each. 

3.  Mrs.:Harold  Ranniger  of  1600  North  Bay  Avenue,  Louisville,  Kentucky, 
19901  selected  one  dress  r  $29.50,  one  pair  of  shoes  for  $34.50  and 
one  necklace  for  $11.95. 

^.    Mr.  Tcii.i  Lewall  telephoned  the  following  order  to  be  delivered  to  his 
home  address  of  2351  Branding  Iron  Loop,  Te-npe,  Arizona,  85175:    1  box 
of  hooks  $2.00  each,  3  spools  of  tackle  $1.49  each,  1  fishing  ree7 
$19.95,  1  fishing  rod  $8.7?     It  will  be  paid  for  at  the  time  of  the 


'iel  i  very . 


KEY 


1 . 


8.y9 
°.  '6 
Tb.TT 


8.99 
7.98 
3.16 


29.50 
34.50 
11.95 
705 


2.13 
4.47 

n  .95 
8.75 

1S7TT 


.94  Tax 


1.01  Tax 


3.8a  Tax 


1.76  Tax 
I503 
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.^5 


( 


Send 
To 


i  Address 


'  Del ivery 
i  Instructions 


Date    j  Sal'osperson 

1 

De  par  tine  nt 

eharge 

Cash 

 '  !  :  ! 

Gheck       GOD  ; 

^  I 
i 

Charge 

1 

To 

Address 

eity-State  i 

• 

Quantity  j 

Description 

Amount   j 

I 


i 
1 

 1 

Siibtota': 

Tax 

Total 

Giistomor's  Signature 

ERIC 
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INSTRUCTI9NS  TO  STHBEJjtS:    Read  and  complete  the  following  tasks. 

1 ;  9h  a  sheet  o'  notebook  paper,  write  your  name  1n  the  upper  right  hand 
corner . 

2.  Read  the  remaihihg  directions  before  doing  anything. 

3.  Number  from  1  to  Id  leaving  a  blank  line  between  each  number. 

4.  On  line  1  write  the  name  of  your  teacher. 

5.  On  line  2  write  the  name  of  the  course  you  are  taking. 

6.  On  line  3  write  the  name  of  one  person  who  is  in  the  class  with  you. 

7.  On  line  4  write  the  grade  you  are  in. 

8.  On  line  5  write  the  number  of  people  in  the  room  with  you. 

9.  Multiply  the  answer  beside  number  5  by  your  age.    Put  the  answer  beside 
Number  6. 

Id.  On  line  7  ^rite  your  addre^-^. 

11.  On  line  8  write  the  name  of  the  city  in  which  you  were  born. 

12.  Oil  line  9  write  today's  date. 

13.  On  line  10  write  your  birthday. 

14.  Omit  all  directions  except  the  first  two. 


Communications 
34 

EKLC 


SA-23 


COMMUNICATION  EXPERIMENT 
Read  and  utilize  the  following  information. 

NOTE:    Using  the  map  that  accompanies  this,  sheet,  follow  the  instructions 
given  below;    Place  each  X  exactly  over  the  intersections  of  the  streets 
and  proceed  with  each  successive  instruction  by  starting  from  the  last  X 
you  Wi^bte,  except  in  the  instances  where  you  are  instructed  otherwise. 
Number  each  X  as  you  write  it.-  When  you  write  an  X  let  it  stand,  and  make 
ho  erasures.    You  are  competing  with  the  other  members  present.    When  you 
have  completed  the  ten  instructions,  fold  your  sheet  and  keep  it  folded. 

1.  Place  an  X  at  the  corner  of  Johns  and  5th  Streets. 

2.  Weil k  two  blocks  east,  three  blocks  south*  two  l;locks  west,  one  block 
north  and  place  ah  X  at  the  corner  where  you  arrive. 

3.  Walk  one  block  east,  three  blocks  north,  one  block  east  and  place  an 
X  at  the  corner  where  you  arrive. 

4.  Walk  five  blocks  south,  two  blocks  west,  three  blocks  north,  one  block 
east  and  place  an  X  at  the  corner  where  you  arrive. 

5.  Walk  three  blocks  west,  one  block  souths  five  blocks  east,  and  place 
an  X  at  the  corner  where  you  arrive. 

6.  Walk  one  block  east,  three  blocks  west,  three  blocks  north,  and  place 
an  X  at  the  corner  where  you  arrive. 

7.  Place  another  X  as  far  from  the  West  and  south  borders  of  the  map  as 
your  last  X  is  from  the  west  and  north  borders  of  the  map. 

8.  Start  north,  zig-zag  north  and  east,  alternating  one  block  at  a  time 
and  walking  five  blocks  in  all,  then  place  an  X  at  the  corner  where 
you  arrive. 

9.  Start  at  the  opposite  corner  of  the  block  southeast  of  where  you  placed 
the  last  X,  walk  two  blocks  west  and  place  an  X  at  the  corner  where  you 
arrive. 

lb.    Go  three-fourths  of  the  way  around  a  square  that  has  the  length  of  two 
blocks  on  each  sidei  starting  where  you  placed  the  last  X  and  ending 
south  of  your  starting  poiit.    Place  an  X  at  the  corner  where  you 
arrive. 
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Unit  II  -  Communications 

HO-1    -introduction  to  the  Use  of  the  Telephone  -  IDEeC,  Communications 

;     LAPS  88  9        :  _ 
Hd-2    Basic  Rules  of  Listening 

HO-3    Written  ConttiUhi cation  -  3A  through  3E  refer  to  different  types  of 

written  communications. 
3A  Remorandum  r  Bbtain  a  copy      a  memo,  explain  the  purposes  and  how 

it  differs_from  a  letter, 
3B  Report  Writing  -  Def-ine  report  writing  and  explain  uses. 
3C  Invoice  -  Refer  to  the  Personal  Sell ing  Unit. 

3D  Register  Readings  -  Using  a  cash  register,  explain  register  readings 
tO: Students. 

3E  Sales  Cheeks  -  Refer  to  the  Personal  Selling  Unit. 
H0-5    Body  Language 

TM-1    Upward  Communication 
TM-2    Downward  Communiratlon 
T>!-3    Horizontal  Communication 
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HC 

INTRODUCTION  TO  THE  USE  OF  THE  TEhEPHGNE 

Modern  business  could  hot  exist  without  the  telephone;  in  fact, 
both  American  business  and  social  life  are  dominated  by  the  use  of  the 
telephone. 

When  you  answer  or  place  a  telephone  call  in  a  business  office,  YOU 
ARE  THE  COMPANY  to  the  person  at  the  other  end  of  the  line. 

The  telephone  is  an  extension  of  your  business  and  frequently  a 
phone  conversation  is  as  important  as  any  face-to~face  contact  with 
customers.    In  many  cases,  it  will  be  the  only  opportunity  you  have  to 
convey  your  personality  and  the  personality  of  your  company. 

Naturally,  the  person  with  whom  you  are  speaking  can't  see  your 
sm^He  or  your  expressions.    You  must  rely  entirely  on  your  voice  and 
r.elephone  personality  to  demonstrate  that  your  company  is  friendly  and  a 
pleasant  place  to  do  Business. 

Therefore,  it  is  vital  that  each  of  us  develops  and  understands  the 
powers  of  effective  telephone  communications.    For  if  your  voice  sounds 
warm  and  interested,  you  win  friends  and  custo:ners  for  your  company.  This 
is  highly  important  to  your  company— and  equally  important  to  your  persona 
business  success. 
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BASIC  RULES  OF  LISTENING 


Anyone  can  train  himself  to  be  a  better  listener.    Perhaps  the  greatest 
barrier  to  better  listening  is  the  attitude  of  the  listener.  Most 
people  consider  themselves  good  listeners,  arid  frequently  are.  Rowever, 
even  the  best  listeners  could  be  still  better  if  they  are  vn'lling  to 
admit  that  there  is  room  for  improvement.    Active  listening  is  a  skill: 
it  involves  using  the  mind.    There  are  certain  techniques  that  should 
be  learned  and  practiced  until  they  become  automatic. 


Listed  below  are  some  basic  rules. that  can  help  a  listener  get  the 
most  out  of  any  spoken  communication. 

Prepare  to  listen 

Get  ready  to  listen  both  physically  and  mentally.    Physical  conditions 
can  affect  the  effectiveness  of  listening.    Be  in  the  best  possible 
physical  position  to  hear  and  cpncentrats:.    Mental  preparation  begins 
when  one  concentrates  on  the  subject  to  be  discussed. 

Have  an  open  mind 

Prejudice  and  bias  are  two  major  blocks  to  effective  listening-^  Preju- 
dice is  an  automatic  reaction  either  strohgly_for  or  strongly  against 
the  subject  that  is  not  based  on  reason  or  logical  evidence.    If  the 
listener  lets  his  own  opinion  "tune  out"  what  the  speaker  is  saying* 
he  may  miss  important  information  that;  would  make  him-chahge  his  own 
opinion.    How  a  speaker  looks  and  how  he  sounds  can  also  create  a 
prejudice  in  the  listener's  mind,  blocking  his  ability  to  hear  accively. 

bis-teit  carefully 


Most  speeches  are_based  on  some  kind  of  outline.    To  get  the  full 
meaning  of  what  is  said,  the  listener  should  recreate  that  outline  in 
his  mind  or  in  his  notes.    The  listener  should  note  each  major  point. 
He  should  not  jump  to  cdnclusidns  that  thespeaker  has  not  yet  made 
buti  instead*  follow  the  thread  of  discussion  and  daseription  and  keep 
his  mind  oh  the  point  the  speaker  is  making  now. 

L 1 s  ten:  wi  tfi-impa  thy 

A  listener  should  have  a  certain  amount  of  empathy  for  the  speaker. 
Empathy  is  a  sympathetic  understanding  of  another  person ' s  feel ings. 
A  degree  of  empathy  allows  a  listener  to  listen  to  what  is  being 
discussed  from  the  speaker's  point  of  view. 
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WRITTEN  COMMUNICATION 


An  entire  business  organization  can  be  judged  by  one  single  writ- 
ten cominunication.    Its  impression  is  as  lasting  as  that  of  a  photograph. 
The  most  important  part  of  that  impression  is  made  by  the  thoughts 
expressed  in  the  message  and  by  the  way  they  are  expressed  and  written. 

Although  the  purpose  of  written  communications  is  to  transmit  a 
message  whose  meaning  is  clear,  they  reveal  much  about  the  writer's 
personality.    The  skillful  writer,  therefore,  plans  the  ideas  he  wants 
to  express,  but  also  the  image  he  wants  to  reveal  to  the  reader.  To 
accomplish  this  dual  goal,  the  writer  follows  a  three-step  plan. 

1.  identify  the  purpose  of  the  message 

2.  list  the  ideas  and  facts  that  will  accomplish  the  purpose 

3.  organize  the  information 


"fro 
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BOD-Y-  LANGUAG£- 

The  use  of  body  language  can  reinforce  your  feelings  in  cormiunicatirig  with 
others.    Your  gestures,  facial  expressions,  and  posture  are  all  important 
techniques  that  can  be  used  both  positively  and  negatively. 

Gestures  are  motions  used  to  express  feelings  or  to  emphasize.  Your 
enthusiasm  can  also  be  conveyed  by  your  gestures.    Conversely,  gestures 
can  also  convey  negative  feelings  and  can  be  annoying  to  listeners. 
Examples  of  gestures  that  might  be  annoying  ara  continuous  blinking  of 
the  eyelids,  hair  twisting,  cracking  knuckles,  foot  tapping  and  biting 
lips. 

Posture  involves  the  way  in  which  one  carries  his/her  body.    Good  posture 
shows  confidence,  alertness,  and  a  feeling  of  pride  in  oneself.  Sloughing^ 
stooping^  slumping*  and  dragging  ones  feet  are  all  signs  of  poor  posture 
habits.    Good  posture  conveys  a  positive  first  impression  which  is 
important  in  many  business  situations.    A  salesperson  who  displays 
good  posture  suggests  to  at  customer  a  feeling  of  confidence. 

Facial  expressions  can  say  more  than  any  words.    The  expression  on  a 
person's  face  many  times  will  determine  how  another  person  will  reaet  to 
what  is  said  or  done.    If  a  salesperson  is  grumpy  and  short,  a  customer 
will  usually  respond  with  little  enthusiasm.    Persons  who  are  in  a  habit 
of  smiling  frequently  demonstrate  to  others  a  positive,  optomistic 
attitude  about  themselves  and  what  they  are  doing. 
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imi^^S PEC ijl^Ij^S  fOR  TEST  CONSTRUCTION 


I  PROGRAM  ARE/U-WirKtliDS.  ani.  DiilrlbfftjjaiitdQtaiiDn- 
COURSE  NAME      Fashion  Merchandising   

UNIT     Commanications   _  _ 

-    -   Competenc  j  ^ 


QIC.    CormuRicate  verbally  with  customers,  employees,  ^uperv-isors.  and 
others. 


Oil.    Use  the  telephone  correctly  and  courteajsly- 


012.    Demonstrate  knowledgeipf: how  to  address  othe_^  People  in  a  busi- 
nesslike manner  including  customers,  fellow  ^"^Ployees,  super- 
 visors,  and  mah;»gemerit  ppr^nrinpl   ^ — _-  -  


013.    I-isten  attentively  to  directions,  assi -^ments.  ari^j  information 
from  customers,  supervisors,  or  managers: 


014.    Use  legible  handwriting  in  preparing  forms.  ^^^^^  records 


EXPECTED  STUDENT  OUTCOME 


Cognitive  Level* 
I         II  III 


015.    Compose  and  complete  correspondence,  reports,  an^j  forms. 


016.    Read  and  utilize  information  fro-Ti  reports,  f^rms^  -olicies, 
product  information,  graphs,  tables  or  charts^ 


Performance 


COMPETENCY  010 


COMPETENCY  010:    Cdniinun icdte  verbally  with  customers,  employees,  supervisors, 
and  others. 


TEST  ITEM  did-dd-11 

INSTRUCTIONS  TO  STUDENTS:  Using  a  teletrainer  if  available^  perform  a  role-playing 
situation  involving  telephone  skills  in  which  you  are  a  salesperson  for  Logan's. 
Your  manager i  Mrs.  Brewer,  is  out  of  the_ store  today  and  will  return  tomorrow.  Mrs. 
Brewer  has  Instructed  you  tdtake  any  calls  and  record  any  messages  the  callers 
would  like  to  leave.    You  will  be  provided  a  message  form. 

In  addition,  you  wil1_be  provided  with  a  product  information  sheet  and  copy  of  ah 
advertisement  from  today's  newspaper.    The  customer  will  request  information  based 
on  these  handouts.    You  will  be  given  five  minutes  to  study  the  advertisement  and 
product  information  sheet.    You  may  refer  to  both  sheets  during  the  phone  conversa- 
tion.   You  should  respond  to  the  conversation  and  attempt  to  sell  the  product  over 
the  phone. 

Your  customer,  Mrs .Foxcroft,  has  a  charge  account  with  Logan 's  and  she  can  make 
purchases  over  the  phone.    Mrs.  Foxcroft  is  a  regular  customer  in  addition  to  being 
a  good  frienJ  of  your  manager.    When  the  phone  rings,  it  will  be  ITOO.  Remember 
to  use  the  information  given  for  appropriate  business  communication. 


INSTRUCTIONS  TO  TEACHER:    Based  upon  your  observations  in  previous  role-jDlaying, 
choose  one  or  two  or  several  good  students  to  act  as  a  customer.    You  may  even 
choose  another  teacher,  adults  or  business  person,  depending  oh  class  size,  amount 
of  time^  etc.    You  can  test  students  onah  individual  basis  or  in  front  of  the  en- 
tire class,  having  the  class  evaluate  along  with  you.    Ah  evaluation  form  is  pro- 
vided.   If  you  choose  the  latter,  be  sure  to  run  off  enough  evaluations. 

You  will  need  to  pull  an  appropriate  apparel  advertisement  from  your  local  paper 
and  duplicate  for  use  in  this  role-play.  Also,  develop  a  product  fact  sheet  for 
one  of  the  products  advertised. 

INSTRUCTIONS  TO  CUSTOMER:    Your  name  is  Mrs .  Foxcroft.    You  are  good  friends  with 
the  manager  of  Logan's,  Mrs.  Brewer.    You  will  be  making  a  phone  call  to  Logan's 
to  speak  with  the  manager,  Mrs.  Brewet  .    There  are  two  reasons  for  your  callihg. 

1.  You  wish  to  tel k  with--Mrs.  Brewer  concerning^a  fashion  show  that  you 
are  conducting  for  Logan *sin_Gonjunction  with  the  local  Women's  Club 
on  dune  1.    There  have  been  compl ications  and  the  date  has  been  changed 
to  dune  8.    If  you  are  unable  to  speak  wi th  Mrs .  Brewer  have  her  call 
you  at  399-4293  to  confirm  the  change  as  soon  as  possible. 

2.  You  saw  Logan's  ad  for  a  certain  product  in:  the  newspaper  this  morning. 
You  are  requesting  more  infbrmatibh  about  the  product.    The  salesperson 
will  respohd  to  your  questions  about  the  product  using  a  product  data 
sheet  and  a  copy  of  the  advertisement .    You  wi 11  have  copies  of  both. 
Study  the  advertisement  and  product  information  sheet.    Base  your  ques- 
tions on  the  data  in  the  adveriisemeht  on1y>    You  will _only_use  the  _ 
information  sheet  to  cross  check  accuracy  and  clarity  of  the  information 
you  are  given  by  the  salesperson .    The  salesperson  is  to  elaborate, 
answer  your  questions  clearly,  convincingly  and  accurately  using  good 
cbmmun icatiori  skills. 
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''yes"  response  is  worth  three  points.    Check  dippropriate  blank  based  on  per- 
jnce. 

YES  NO 
(3)  (0) 

.    ANSWERING  JHE  TFLEPHWE: 
I.    Telephone  Response 

d.    answered  before  u.iree  rings 

b.  spote  promptly  and  pleasantly 

c.  gave  name  and  name  of  company 
II.    Telephone  Conversation 

a.  Used  clear,  distinct  pronunciation  

b.  Used  expression  in  voice  (hot  monotone) 

c.  showed  interest  and  understanding  (used  phrases  like 
"1  Understand,". "I  see,'  "Yes,  Mrs.  Toxcroft) 

d.  demonstrated  politeness  (used  phrases  like  "please," 
"tha..k  you") 

e:    used  caller's  name 

III :    G lose  of  Eall  _  __  _     

a :    left  pleasing  impression  ^ 

b.  repeated  message  to  verify  information 

c.  al lowed  customer  to  hang  un  first 

LISTENING  AND  UNDERSTANDING  INFORMATION   

I .    Memo  _ 

a.  listened  for  all  information  concerning  fashion  show 

b.  showed  eagerness  to  listen  to  details  and  inforination 
|TI,    Sales  Demonstration 

listened  to  customer ' s  needs  to  determine  which  features 
would  become  customer  benefits 

b.  observed  selling  features  from  the  advertisement  to  use 
in  the  sale 

c.  listened  accurately  to  nijanager's  Instructions  concerning 
incomirig  cat  Is 

C.  WRITING  THE  MEMO   " 

I .  Memo 

a.  memo  was  neat;  _i  j_ 

b.  memo  was  legible  '-  ~' 

c.  the  overall  messagewas  clear 
II.    Specific  Details  of  Cal 1^  _ 

a.  listed  caller:  Mrs.  Foxcroft 

b.  listed  date:  today's 

c.  listed  time:  11:90  . 

d.  made  notation  of  who  took  message:  student's  initials 

e.  listed  phone  number:  399-4293 

f.  cheeked  blank  "telephoned"  ~' 

g.  cheeked  blank  "please  cal 1" 

h.  mentioned  fashion  show  ~~ 

i.  mentioned  women's  club       -  -   ^ 

j.    mentioned  original  and  changed  dates 

k.    stated  reason  fn>   -^il  Being  confirmed:  confirm  date  change 

D.  READING  AND  UNDERSTANDIN  ;UCT  INFORMATION   

  I.    Productinf ormation 

a.    read  and  introdur        ^duct  information  accurately   


ERIC 


b.  interpreted  produc:        )rmation  to  customer 

c.  read  memo  back  to  c.        -r  to  determine  accuracy 
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  .  -        TIME   __ 

WHILE  YOU  WERE  OUT 


TELEPHONED 

PLEASE  CALL 

cacced  to  see  rou 

WILL  CALL  AGAIN 

WANTS  TO  SEE  YOO 

MESSAGE: 
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F  CQMPETENCY  Oil :    Use  the  telephone  correctly  and  cou,-teousiy 

i 


TEST  ITEM  011-OU-ll 

INSTRUCTIONS  Tg^BEHlS:  Read  each  of  the  following  sentences,.  Betemine  which  of 
the  possible  answers  is  most  appropriate  for  each  statement.    Circle  the  correct 


1.  When  answering  the  telephone  at  a  business,  say:    (Hello;  66od  morning,  Logan's). 

2.  Hold  the  phone  (near,  far  from)  your  mouth. 

3.  Speak  into  the  phone  so  you  (are  heard  clearly,  challenge  the  person  to  listen 
attentively). 

4.  The  phone  should  ring  at  least  (3,  10)  times  before  you  give  up  and  hang  up: 

5.  The  phone  conversation  is  to  be  terminated  by  the  (caller,  receiver). 

6.  If  someone  calls  a  co-worker  who  is  not  in  the  store  at  the  time,  you  should 
(remember  to  tell  him/her,  write  the  message  down  for  him/her). 

TEST  ITEM  011-00-12 


■MSTRUCTIONS  TQ  STUDENTS:  Read  each  of  the  following  statement?  about  proper  tele- 
^hone  usage.    Determine  if  each  statement  is  true  or  false.    Write  the  correct 
response  (True/False)  in  the  blank  to  the  left  of  each  statement; 

  1-    If  you  are  "screening"  calls  for  a  supervisor,  it  is  permissible  to  say 

"Who  wants  to  speak  to  him?" 

  2.    Voice  and  telephone  personality  take  the  place  of  body  language  over  the 

telephone. 

  3.    If  you  reach  a  wrong  number,  it  will  save  time  if  you  just  hang  up. 

  4.    Using  a  caller's  name  frequently  in  a  telephone  conversation  makes  them 

feel  uncoinf ortable . 

  5.    When  answering  a  business  phone,  you  are  the  business  to  that  caller. 


TEST  ITEM  Oil -GOO 3 
See  Test  Item  010-00-11. 


choice. 
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COMPETENCY  012 


COMPETENCY  012:    Dembhstrate  knowledge  of  how  to  address  other  people  in  a 
businesslike  manner  including  eostbmers,  fellow  employees, 
supervisors,  and  management  personnel; 


TEST  ITEM  012-00-11 


INSTRUCTIONS  TO  STUDENTS:  Circle  the  number  of  the  statements  below  that  demonstrate 
knowledge  of  how  to  address  other  oeople  in  a  businesslike  manner. 

1.  Suzi  calls  to  her  department  manager  and  says,  "daek,  this  lady  wants  to  talk 
to  you. " 

2.  Jim  tells  his  customer,  "Mr.  Smith,  your  alterations  will  be  ready  by  noon." 

3.  John  tells  the  store  manager,  "Yes  sir,  that  shipment  arrived  yesterday." 

4.  April  explc>ins  to  her  custCNtier,  "Honey,  that  color  looks  great  oh  you." 

5.  Nancy  comments  as  her  customer  walks  in  her  department,  "Mrs.  Harris,  we  just 
received  a  new  shipment  of  your  favorite  sandals  in  new  colors." 


TEST  ITEM  012-00-12 


INSTRUCTIONS  TO  ST^JOENTS:  Read  each  of  the  following  statements  about  proper  terms 
to  use  in  business.  Determine  if  each  statement  is  true  or  false.  Write  the  cor- 
rect response  (True/False)  in  the  blank  to  the  left  of  each  statement. 

 1.    Terms  of  endearment  such  as  "dear,"  "honey,"  or  "sweetie,"  make  the 

customer  feel  appreciated. 

  2.    Even  if  one  is  on  a  first-name  basis  with  management  personnel,  it  is 

appropriate  to  address  them  formally  in  front  of  customers. 

 3.    One  should  refer  to  a  customer  as  "Sir"  or  "Ma'am"  only  if  the  customer 

is  obviously  older  than  the  salesperson. 

-         4.    Slang  terms  are  appropriate  to  use  when  talking  with  fellow  employees  and 

customers  if  they  are  your  age. 

  5.    Customers  feel  welcome  in  your  store  if  you  address  them  by  name. 


TEST  ITEM  012-00-13 


See  Test  Item  010-00-11. 
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J  from  customers,  supervisors;  or  managers; 


TEST  ITEM  013-00-n 

iNSTRBETIGNS  TO  STUDENTS:  Gomplete  the  blanks  below  using  the  appropriate  words  or 
phrases. 

1.  hist  three  main  reasons  why  a  person  listens. 

A.        

B.  

2 .  List  four  ways  listening  and  observing  can  be  used  on  the  job. 

A.  

B.  .  

D.   

What  percentage  of  our  time  do  we  spend  listening?   

4.  What  is  the  greatest  barrier  to  better  listening?   

5.  What  four  techniques  or  rules  can  help  a  listener  get  the'  rridst  out  of  listening? 

A .   

B.  _  

C.  -  -   
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TEST  ITEM  013-00-12 


INSTRUCTIONS  TO  STUDENTS:    Students  will  listen  to  the  instruetions  on  new  policies 
and  procedures ^given  at  a  storewide  meeting;    They  should  take  notes  during  the 
presehtation  since  they  are  to  be  responsible  for  informing  fellow  employees  who  are 
absent  about  the  policy  changes. 

INSTRUCTIONS  TO  TEACHER:    Read  the  following  "storewide  meeting"  to  students.  Allow 
students  to  ask  any  questions,  but  do  not  reread  any  parts.    On  a  separate  page,  have 
the  students  write  the  answers  to  the  foil  wing  questions  as  you  read  them  based  on 
the  information  they  have  just  heard. 

Storewide  Meeting 

Good  afternoon.    Welcome  to  our  meeting.    I  have  several  new  policies  and  procedures 
to  report  to  you  thi s_af ternoon^_ 

First  of  these  -  A_Tostand_found  box  has  been  placed  behind  the  service  desk  oh  the 
2nd  floor.    Any  lost  articles  you  find  in  your  department  should  be  brought  here. 
Second  -  A  new  dress  code  wil-1  be  enforced  beginning  Wednesday.    Women  are  hot  per- 
mitted to  weair  sleeveless  garments  or  jeans.    They  should  wear  fashionable  business 
attire.    Pant  suits  are  appropriate  -  do  not  wear  dress  pahts  ahd  a  blouse  -  the  hips 
should  be  covered  with  a  jacket  or  a  sweater.    Hemlines  should  be  no  more  than  2 
inches  above  or  below  the  knee.    Men  are  required  to  wear  a  suit  and  tie  or  sports- 
coat  and  tie  if  they  are  on  the  sellihg  floor. 

Thirc  -  Store  policy  prohibits  any  drinkihg  or  eating  on  the  floor.    Management  has 
observed  several  people  with  soft  drinks  on  the  selling  floor  behind  counters:  if 
this  continues^  drink  machines  will  be  removed. 

Fourth  -  We  have  switched  to  a  hew  computer  system  for  keeping  inventory:    J  am 
passing  out  an  example  of  the  new  tags  that  will  be  on  all  merchandise.  Looking 
at  your  example^  you  will  see  three  sections  to  the  tag;  the  section  labeled  001 
will  be  torh  off  and  placed  under  the  sales  counter  in  a  box^    Section  002  will  go 
on  a  spindle  besidf.  the  register  and  003  will  remain  on  the  garment  for  the  customer. 
At  the  end  of  the  day  these  tags  should  be  taken  to  Mr.  Carter's  office  on  the  2nd 
floor  behind  the  furniture  department.    Be  sure  to  demonstrate  to  your  fellow  em- 
ployees so  they  will  h'J^e  no  doubt  how  to  use  the  new  computer  tags. 
Are  there  any  questions  cc:icerning  the  items  discussed?    Our  meeting  is  adjourned. 

Students  may  use  their  notes  in  answering  the  following  questions. 

1.  Why  was  the  meetihg  called? 

2.  What  was  the  first  procedure  covered? 

3.  What  specific  location  instructions  were  given? 

4.  What  was  the  second  j3olicy  covered? 

5.  When  will  it  begin? 

6.  What  is  not  permitted? 

7.  What  kind  of  pants  ar?  permitted? 

8.  What  was  said  about  henilines? 

9.  What  should  men  wear  on  the  sell ing  floor? 

10.  What  was  the  third  policy  covered? 

11.  What  will  be  the  consequences  if  store  policy  is  not  followed? 

12.  What  was  the_fourth  policy  covered? 

13.  How  many  sections  on  the  new  tags? 

14.  What  should  be  done  initially  with  each  section? 

15.  Where  will  these  tags  be  taken  daily? 


TEST  ITEM  C13-dd-l3 
See  Test  Item  010-00-11 
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COMPETENCY  014 


*-ecords. 

1 


TEST  ITEM  014-00-n 

INSTRUCTieNS  TOSTUBENTS:  Complete  the  sales  ticket  leqibly  and  completely  according 
to  the  infor-mation  provTded  below. 

Mr.  Barrett  Houston  purchased  a  pair  of  qioves  for  his  daughter,  Susan's  birthday. 
Upon  requesting  the  purchase  be  charged  to  his  account  #4856,  the  salesperson  asked 
Mr.  Houston  Tor  his  address  to  verify  their  records  were  up  to  date.    After  calling 
thecreuit  department,  they  verified  that  Mr.    Houston's  correct  address  was  listed 
as  4041  Ravenfield  Drive,  Phoenix,  Arizona  45870.    Mr.  Houston  requested  that  the 
gloves  bedelivered  to  his  daughter.  Susan  lives  at  60000  Lakeshore  Drive,  Los 
Angeles,  California  54789.    The  gloves  cost  S18.00.    There  is  6%  sales  tax  in  Phoe- 
nix, but  sales  tax  does  not  apply  to  merchandise  mailed  out  of  state.    Logan's  has 
a  free  delivery  policy.    Your  department  number  is  12. 


Send  To        -  - 

Street 

City 

State 

Zip 

Date  Dept  

-  Sold-By: 
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TEST  ITEM  014-00-12 

INSTRUCTIONS  TO  SlilBENTS:    Read  each  of  the  following  statements  about  legible  forms, 
messages,  and  records  in  business.    Determine  if  each  statement  is  true  or  false. 
Write  the  correct  response  (True/False)  in  the  Blank  to  the  left  of  each  statement. 

  1.    Most  forms  used  by  a  business  are  just  to  keep  personnel  busy,  therefore 

you  should  fili  out  the  forms  quickly. 

 2.    Inventory  sheets  figures  must  be  written  clearly  since  they  usually  provide 

tax  and  reorder  information. 

-  3.    Print  information  if  your  handwriting  is  difficult  to  read. 

  4.    Always  check  over  written  information  for  transposed  figures  and  mis- 
spelled words. 

  5.    Most  forms,  messages*  and  records  go  strictly  to  one  person  or  department. 

TEST  ITEM  014-00-13 

See  Test  Item  010-00-11. 
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01^5:    eonipose  an3  complete  correspondence,  reports,  and  forms. 


TEST  ITEM  OlB-OO-ll 

Ml?.^CX^P-^^^^^  Rewrite  the  following  memo,  making  it  clear  and  concise. 

The  purpose  of  tfiis  memo  is  tc  acknowledge  the  receipt  of  the  copy  of  the  invoice 
of  J«ne  9  which  we  requested^    We_wish  to  tate  th^s  opportunity  to  express  our 
appreciation  of  your  prompt  attention  to  this  netter.    Enclosed  you  will  find  our 
check  in  the  amount       $38.86  of  the  invoice..  It  Is  with  sincere  apology 

that  we  send  this  paj^ncnt  after  locating  our  mistake  while  referring  back  to  our 
records.    We  assure  you  that  we  will  criake  every  effort  to  avoid  a  mistake  of  this 
nature  in  the  future. 

TEST  ITEM  015-00-12 

INSTRUCTIONS  JO  S^^  Read  each  of  the  following  sentences.    Determine  which 

of  the  pos^iTjIe  aK'sweris  is  most  appropriate  for  each  sentence.    Circle  the  correct 
choice. 

1.    We  (accept,  except)  all  national  credit  cards. 
This  will  not  (affect,  effect)  your  job. 
Your  supervisor  will  be  able  to  (advice^  advise)  you. 

4.  Apply  in  the  (personal,  personnel)  department. 

5.  Follow  the  correct  (procedure,  preceedure)  when  completing  sales  records. 

TEST  ITEM  015-00-13 

See  Test  Item  010-00-11  . 
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eeMPETENeV  0V6: 


Read  and  utilize  information  from  reports,  forms,  policies 
product  information,  graphs,  tables  and  charts. 


TEST  ITEM  Oie-Ob-ll 


INSTRUCTIONS  TO  gTUDENTS:    Read  each  of  the  following  statements  cbncerhihq  readinq 
and  utilizing  information  in  business.    Determine  tf  each  statement  is  true  or  false 
Write  the  correct  response  (True/False)  in  the  blank  to  the  left  of  each  statement." 

  1-    All  business  correspondence  should  be  read  with  the  same  intensity 

_     _  _  ......  .    _  V  * 

 2.    A  salesperson  should  study  a  store's  policies  and  procedures  since  ^e  must 

understand  a  policy  before  he  can  explain  it  to  a  customer. 

 3.    Skimming  Me^^ittear  or  Women's  Wear  Baily  is  a  good  way  to  become  familiar 

with  jjpcomino  fashion  trends. 

  4.    Tax  charts  can  be  scanned  rather  than  read  completely. 

 5.    How  fast  each  person  >'eads  depends  on  how  well  he  was  taught  in  school. 


TEST  ITEM  016-00-12 


INSTRUCTIONS  TO  STUDENTS:    Read  and  interpret  the  tax  chart  below.    This  is  ah 
example  of  a  tax  chart  Tt  the  ratR  of  4%;    If  the  sales  price  is  less  than  9^^ 
there  is  no  tax;  if  the  price  is  m  to  29(f,  the  tax  is  U,  etc.    The  table  below 
shows  tax  on  sales  up  to  $25.00.    Using  the  chart,  figure  the  tax  on  the  amounts 
listed  below. 


Price 


Tax 


a . 
b. 
c . 
d. 
e . 


$10.28 
.06 
15.26 
7.49 
23.13 


TEST  ITEM  016-00-13 
See  Test  Item  OlO-OO-ll . 


SALCt 

12.88-13.12 
dlV}_-1l3.37 
T3.3T-t3.62 
13.63-13.87 

XfX 

52 
.53 
54 

ji4.jt^l.62 

119.88-20.12 
1^13-20.37 

78 

:80 

^81: 

13.88-14.12 
]4,l|^34.37 

.56 

,57 

20.38*20.62 
20.63-20.87 

.82 
.83 

14:38-I4.ii 
14:63-1487 

.58 

20.88-21.12 
21.13-21.37 

.84 

—as 

14.88-15  12 
15.13-15.37 

.60 

21.38-21.62 
il  .63-21.87 

.86 
— 8Z 

15.38-15  62 
15.63-15.87 

.62 
— 6i 

£):88-22:n 

2213-22  37 

.88 
—89- 

15.88-1612 
1^.13-16.37 

.64 

22:38-22:62 
22:63-22:87 

.90 
— fil 

16.38-16.62 

:66 

22.88-23.12 

.92 

^aj 

i6.8i-17.1i{ 
17.13-17.37 

.68 

23.38l2i.62 
23763^3.87 

.94 

17.38-17.62 

.70 
71 

23.88-24.12 
:i4. 13-24.37 

96 

.72 

24.38-24.62 
24.g-24.87 

98 

mm 
mm 

.74 

24.88-25.^2 

1.00 

19.13-19.37 

.n 

77 

mm 

1.02 

3.38-  3.62 


3:88- 


4  38- 

1^ 


4.J2 


4.88- 


462 

4.8? 


5.12 


5.38-  5.62 


5. 
6.13 


6 
6.37 


.14 


^1 


9  88-10.12 

|ib.n^.^ 

TO.38-10.62 
110.63,1087 


10.88-11.12 

11 

11.38-11.62 
11.63-U  87 


U.88-12.12 
1263^2  87] 


.32 

-3a 

.34 
.36 
.38 
.40 
42 
.44 


.46 
■  48 

.50 
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TEST  IirM  KEYS 


Rati.K;  wjli   vrtr-y.  Student 
shou|d  reach  i.  proficiency 
score  of  66  out  of  a  possible 
score  of  99. 

1. .    good  idorrihg,  Logan's 
2:    deaf:      .   '.  : 
3 ;    <ir:e  heiird  rU-dfly 

4;    .1.0  ; 

5  ;    c;ri  \  er  . 

6.    write  the  r.icssd^e  down  for  tnem 

.\12-_uu-l2 

1.  Ko  1st 

2.  True 
?.  F.iKr 

J.l.se 

qi_i_-yu-j3 

See  h.'y  t  or  'no-oa-i  1  . 

C  i  f  1  }  c  fiiiiittxT's  ?  ,  J  .  S  . 

].  i.iise 
?.  Trur 

3.  F,ilfc 

5.  true 

Sen  Key  for  010-00-11; 
Olj-OO-i: 


1  ; 


2. 


to  obtain  information 

to  receive  and  understand  in:;tructions 

for  ehjoynient 

receive  instructions  from  management 
understand  job  descriptions 
♦"0  understand  curxtomers  desires  and  needs 
tg  detect  shop! if ter^ 

-IS-' 

artitude  of  the  1  listener 
p  ep-iro  to  listen 
have  an  open  mind 
1  isten  careful ly 
1  is  ten  wi  th  empathy 


1 . 

2. 
3. 
4. 

5: 
6; 
7. 

8. 
9. 

10. 

n. 

12. 
13. 
14. 


15. 


r>ew_  pol  icies  and  procedures 

lost_dnd  found  box  _  _: 

location  behind  service  desk  -  2nd  floor 

dress  code 

Wednesday 

r^loevr-lpss  qarmohts  nr  jeans 

Pant  suits  -  no  dress  pants  and  blouses  -  hips 

covej'ed  with  a  jacket  or  sweater 

no  more  than  2"  above  or  below  the  knee 

suit  or  sportcoat  and  ici'e  

prohibits  eatinq  and  drinking  on  the  selling 

floor   

drink  machines;  removed..   . 

new  computer  system  for  inventory 

PPl  -  torn :off: ana  put  under  sales  counter  in  box 

002  -  put  on  spindle  beside  register 

003  -  remain  on  garment  - 

Mr.  Carter's  office  -  2nd  floor  behind  the  furniture 
department 


013-00-13, 

See  Key  tor  U1 0-00-1 1 . 


:n4-oo-i  1 


Chlir-gif?  "  _ 

To  Mr  :  Bart  >nt  Houston 


MCCt  . 

No. 


•1  B5f. 


Strnrt  R.ivt  u  ,  it' 

T'-'j  t."  Qiiainti'tv" 


Driv 


St-it.p  Arizona 
Gloves 


Zip  'JSM/O 
Anibijn  t 

ir:oo 


'.ubtot.il 


1  H .  ilO 
1  .OH 


1(1  Hv; 


.  :.        .       .  .  Total 

X  ''w.uw.Qr  Si_qn(Uuro 

Sen  J  To  _       Susan  Hnuston 
St.rrtit  6OO0O  ld^p^h^r(.■  i 

Cify       _Ln>  ''^'"'J^' '     ..  S  t  d  te :  r,;  1 1  f  ()r-r;  i  d 

Date   ^'PI-  ^' 

014-  00-1? 

L  raise 

2 .  True 
3;  Irue 
4.  True 

False 

015-  r^0^V3 

See  Key  for  01 0-00- 11 . 

01 6-  00- n 

Sugges_ted_Answer:  _ '_'We  received  the  invoice  Of  June  9-<ind 
w  \^:h:  tp_thank  you  for  ycur  prompt  repV-    ^ie  hJvo  enc  losed 
tne_ payment  of  $38.^6.    We  apologize  for  the  mistake  and 
hope  1i  will  not  happen  again." 

01 5;  00-1? 

1.  accept 
2:  affect 

3.  advise 

4:  pcrsonriel 
5:  prbcrdure 

ois^po^n 

See  Key  for  OlU-OO-l] . 

QL-l^^eO;-!! 

1  '  ^^.Ise 

^ •  ^rue 

3.  True 

4.  True 

5.  False 

016-00-12 


:4: 
:oo 
;6i 

.30 
.93 


\J  I  \J     \J\J      I  ^ 

See  Key  for  010-00-11 , 
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Marketing  and  Distributive  Education 


f^^shign  Herchandising  -  7871 

Fashion  Merchandising  and  Mahagemeht  -  7272 


eOMPETENCy  STATEMENT 


I.  Color 


017    Identify  basic  color  qualities  and  color  terms  and  combine  colors  which  are  pleasing 
together.  ^ 

The  student  will  identify  basic  color  terminolcqy. 

The  student  will  label  the  parts  of  a  color  wheel  according  to  color  placement. 

The  student  will  identify  at  least  five  color  schemes  presented  by  the  instructor 
and  will  create  two  of  the  seven  color  schemes  and  Ubel  them  correctly  according 
to  the  co^'jrs  contained. 


018   Analy;:c  specific  customers  to  determine  which  apparel  would  be  most  appropriate, 
considering  color,  lirie,  detail,  pattern,  and  fabric  texture. 

Without  references,  the  student  will  identify  the  most  appropriate  color  choices 
for  individuals  with  specified  figure  types,  skin  tones,  or  Hair  colors. 

the  student  will  design  an  appropriate  garment  for  an  individual  with  a  specific 
figure  type,  height,  face  shape,  and  hair  color»  giving  consideration  to  color, 
line,  detail,  pattern,  and  fabric  texture.  


7271 


II..  Lirie 
019 


Identify  line  types  and  purposes  of  line. 

The  student  will  explain  the  five  purposes  of  line. 

The  student  will  list  the  three  basic  dress  silhouettes  in  fashian. 

The  student  will  list  the  two  basic  types  of  line  arid  describe  the  type  of  clothing 
each  line- type  suggiests.   -  - 


020    Identify  terminology  used  to  describe  the  line  and  detail  of  apparel. 

Given  examples  of  specific  clothing,  the  student  will  identify  the  I1ne-tvpe  cf 
each. 

Describe  the  effect  of  each  line  on  the  body.   

Interpret  the  significance.of  structural  and  decorative  design  'in  relation  to  the 
selection  end  planning  of  fashlori  merchandise. 

The_student  wji]  differentiate  between  structural  and  .'ecorative  design  lines  and 
describe  examples  of  each.  -   


021 


CO 


in.  Texture 

IV.    Other  Art  Elements  and  Principles  of  Design 
V.  Textiles 


022 


023 


024 


ERIC 


Identify  basic  textile  fibers  and  weaves  and  describe  wear  and  special  care  fea- 
tures. 

The  student  will  match  fiber  characteristics  with  the  correct  natural  fiber. 

The  student  will  match  weave  characteristics  to  the  appropriate  weave.   

Translate  label  iriforrhatibn  into  selling  points. 

The  student  will  describe  the  importance  of  labeling  informatioh  iri  selling. 

When  provided  facts  <w  a  §arment_label,  the  student  will  translate  fiber  and  weave 
characteristics  into  selling  points.       

Inform  customers  of  appropriate  care  of  Items  of  apparel  and  accessories. 

In.a  simulated  sales  presentation,  the  student  will  Instruct  a  customer  on  how  to 
properly  care  for  a  riewly  purchased  garment. 

The  student  will  match  label  Instructions  to  appropriate  care  techniques. 

The  student  will  describe  the  appropriate  care  techniques  for  basic  fibers.   

Merchandise- Information 
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Fashion  Mercharidisirig  -  7271 
Fashion  Merchandising  and  Management  - 
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COMPtTENCY  STATEMENT 
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Application  of  Fandamental s  to  Apparel  arid  Accessories  Merchandising 

025    Recognize  a  complete  fashion  look  that  Includes  accessories  such  as  shoe':  bags 
jewelry,  gloves,  scarves,  or  hats  for  women,  and  shoesi  ties,  jewelry,  cr'other* 
accessories  for  men. 

The  student  will  identify  why  and  how  accessories  are  important  to  a  complete 
fashion  look. 


026 


027 


Conibine  apparel  and  accessories  to  show  the  latest  fashion  trends. 

..e  student.wi 11  identify  why  it  is  important  to  combine  appcrel  and  accessories  to 
show  the  latest  fashion  trends. 

The  student  wlll_ identify  current  fashion- trends  and  describe  how  to  combine  aoparel 
and  accessories  items  to  achieve  a  total  look. 


7271 


Identify  fashion, items  that  are  appropriate  for  different  occasions  such  a<;  formal 
wear,  sports  events,  business  meetings,  etc. 

The  student  will _cgprdinate_an  outfit  for  a  male  and  female  that  would  be 
appropriate  for  a  special  occasion  showing  skill  in  combining  for  a  total  look. 


CO 
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Color  -  the  most  dramatic  element  of  fashion  design. 

A.  Color  as  a  light  (or  the  reflection  of  light). 

1:    White  light  -  a  mixture,  of  color. (violet,  blue,  green,  yellow,  orange  and 
red  as  seen  in  the  rainbow  or  prism). 

2.  White  -  all  colors  in  white  light  ('-pf lected) . 

3.  Black  -  a  mixture  of  all  colors  in  whits  light  {abRorhpHK 

4:    Grey  -  a  mixture?  of  all  colors  ^n  white  light  (absorbed  a  little  bit). 

B.  Major  Sources  of  White  Light  and  Their  Effects  on  Apparel  and  Skin  Tone 

1 .  The  sun 

a.  The  sun  contains  a  fairly  well-balanced  mixture  of  all  colored  light 
rays. 

b.  The  sjn  allows  most  objects  to  be  seen  in  their  "true"  color. 

2.  Incandescent  lights 

a.  Incandescent  lights  contain  more  warm  tones,  especially  red. 

b.  Incandescent  lights  emphasize  warm  ton^s  in  fabrics  and  skin  tone. 

c.  incandescent  lights  are  flattering  to  most  skin  tones. 

3.  riourescent  lights 

a.  Flo'jrescent  lights  contain  mon"  blue  and  yellow  light  rays. 

b.  Flourescent  lights  bring  out  biues  and  yellows  in  fcibrics  anci  skir, 
tones^_ 

c.  Flourescent  lights  do  not  fiatter  most  people;  they  emphasize  skin 
blemishes  and  circles  under  the  eyes. 
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C.    Factors  That  Affect  Color 

1.  Light 

a.  Colored  light  on  a  fabric  will  make  the  fabric  appeer  a  different 
color  than  a  white  light  on  the  sanie  fabric. 

b.  Different  white  light  sources  will  make  'ab'^ics  appear  to  have  a  slight 
change  in  color. 

c.  It  is  important  vo  r^tch  fabtics,  etc..  In  the  sam^  light  source  in 
which  they  will  be  worn. 

2.  Pigment  (i.e.  dying  a  yellow  shirt  red). 

3.  Eye  pe*"ceptibn  (i.e.  soma  people  are  color  bi'ind). 

4.  Evictions  (i.e.  psychological  reactions  to  colorj, 

5.  Other  colors 

a.  A  yellow  background  will  make  navy  appear  darker  than  a  hunter  green 
background.  :i  _  .:: 

b.  As  one  ages,  the  skin  and  hair  coloring  becomes  less  intense;  therefore 
harsh,  bright  colors  and  clean  pastels  are  usually  less  attractive  on 
an  older  person . 

6.  Texture 

a.  Glossysurfaces  reflect  light  in  mostly  one  direction. 

b.  Rough  surfaces  reflect  light  in  many  directions. 

c.  Hence,  satin  material  and  epttpn_ sail  ulptlj  Wil  dif- 
ferent values  or  intensities  if  aipped  1n  the  same  pot  of  dye. 

0.    Nomenclature  of  Color 

1.  Hue  (the  name  of  a  color,  i.e:  green,  red,  etc.), 

a.  Chromatic  arejvibrant  hues.  (i  .e_.  red,  blue,  etc). 

b.  Achromc'^tic  are  hues  without  much  color  (i.e.  grey 
white). 

2.  Valfl3  (the  ligh^-nerjS  or  darkness  of  a  hue,  i.e 
within  one  hue  sii  h  as  pink  to  red  to  maroon). 

3.  Intensity  (chroma  or  the  brightness  or  the  dullness  of  a  hue.  I.e.  vivid  vs. 
greyed  Hues) , 


tan,  khaki.  Mack, 
the  variations  possible 


Hoes  on  tf>e:color  wheel  are  at  full  -  intensity. 

Mues_of  full_1htensity_create  dramatic  effects  and  fonn  interesting  re- 
sults If  used  with  discretion. 
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c.  Huesipf  lgwer  ihtehsit^  an,i/or  White  added)  "are  more  subtle  and 
easier. for  most  people  to  wear.    ...  . 

d.  Apparel  Usually  uses  hues  jf  low  ihtiehsity  in  large  areas  With  hues  of 
nigh.interislty:used  fprjcceht. 

e.  The  intensity  of  a  hue  can  be  increased  or  decreased  by  surrounding  it 
With  another  hue. 

(.1)    dark  colors  tend  to  lessen  the  intensity  of  .a  hue. 

(2)    Light  hues  tend  to  ihcreiase  ihe  intensity  of  another  hiie. 

f.  Hues  of  high  intensity  tend  to  make  the  figure  appear  larger  than  colors 
of  low  intensity: 

Warm  cilors 

a.  Red,  yellow,  orange  are  Warm  colors. 

b.  Ypy  can  add  yellow,  to  make  any  color  appoar  wartDer  (i.e.  ye  1  low -green ) , 

c.  The  advance  feature    of  warm  colors  makes  figures  appear  larojr  or 
heavier. 

Cool  colors 


b  lue- 
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a.  B_lueSi_greensi:yiQlets  are  cool  colors. 

b.  if  blue  is  aaded  to  any  other  color  it  will  appear  coc^-^r  (i.e. 
red). 

c.  Cool  colors  rectfde,  making  figures  anpear  smaller  or  ti'lnner, 
6.    Neutral  colors 

a.  Black,  white  and  grey  are  true .neutrals. 

b.  Popular  usage  of  this  term  in  fashion  also  refers  to  beige,  tan,  creain 
and  navy  even  though  they  are  actually  colors. 

E.  The  Psychology  of  Color 

F.  The  Color  Wheel 

1.  Three  primary  colors 

a.  Red,  blue  arid  yellow  are  brimary  colors. 

b.  Mixing  primary  colors  creates  all  the  other  colors  in  the  spectrum. 

2.  Secondary  colors 

a.    Secondary  colors  are  formed  by  mixing  equal  amounts  of  any  two  of  the 
primary  colors. 

Green  is_ formed  by  mixing  egua]  amounts: of  -nd  blue. 

c.  yiolet  is  formed  by  mixing  equal  amounts  of  blue  and  red. 

d.  Orarige  is  formed  by  mixing  equal  amounts  of  red  and  i'ellow. 

3.  Intermediate  (or  tertiary)  colors 

a.  I htenredi ate  colors  are  fpnned  by  mixing  equal  amounts  of  one  primary 
color  and  one  secondary  col o^'. 

b.  yellow-green  is  formed  by  mixing  yellow  and  green 
Blue-green  is  fonwd  by  mixing  blue  and  green, _ 

d.  Blue-violet  is -formed  ty  mixing  blue  and  violet. 

e.  Red-violet  is  foritwd  by  mixing  red  and  violet. 

f.  Red-orange_ Is  formed: by  mixing  red  and  orange, 

g.  Yellow-orange  Is  formed  by  mixing  yellow  and  orange. 

h.  Intermediate  colors  are  always  named  by  calling  the  primary  color  first. 

G.  Color  Schemes  (or  hartrohles) 

1.    Monochromatic  (the  use  of  only  one  hue). 

a     MbribchriDmatIc  scheires  can  be  very  dull  (I.e.  all  beige)  or  very  over- 
whelming (i.e.  all  hot  pink),  _ 

b.  You  can  achieve  interesting  and  pleasing  effects  by  varying  tha  value, 
iDterislty  of  the  hue_ chosen  cr  textures  pfthe  fabrics. 

c.  Tha  high  Intensity  of  a  hue  should  be  placed  so  as  to  accentuate  the 
wearer's  best  features. 

<i.    Achrgmatjc  hues  Ji.e.  white  or  black)  can  be  mixed  into  a  monochromatic 
scheme^  as  they  are  not  really  colors  (black,  white  and  red  Is  a  mbno- 
chrbfiiatlc  color  scheme)^  

e.  You  must  be  careful  to  vary  the  value  and  intensity  only---a  change  fror?: 
blue  to  blue- green  will  appear  to  be  mismatched. 

f.  An  example  of  this  scherne  Is  a  camel  sport  coat  with  dark  brown  slacks, 
brnwn  shoes,  white  shirt  and  a  brown  tie. 
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2.  Analogous  (two  to  five. colors  wHich  appear  next  to  ec  :h  other  on  t,ie  color 
wheel,  i.e.  yellow,  yel Icw-green.  green): 

a.    it  is  easyitp  achieve  pleasinu  effects  because  the  colors  seem  to  flow 
from,  one  to  the  other.  -  .  . 

?trikin«g  effects  can  be  achie  when  one  color  doftii'-iates  and  values 
and  intensities  are  varied. 

c.  This  scheme  creates  movement  and  excitement  because  of  the  vibrating 
effect  of  the.^diacent  hues,  .  _ 

d.  You  ;>hoald  consider  features  of  the  wsarer  and  place  accent-colors  in 
appropriate  places  (i.e.  asing  customers  should  riot  wear  bright  accents 
near  the  neck  line).   _  : 

e.  Ah  example  of  this  Scheme  is  a  skirt  with  wide  bands  of  green,  blue- 
greeri,  and  blue. 

3.  Complementary  'two  hues  which  lie  opposite  each  other  on  the  color  wheel, 
i  .e.  red  and  green) . 

a.  It- is  difficult  to  arrange  these  in  a  pleasing  manner  because  each 
color  serves  to  intensify  the  othe^ 

b.  Do  not  use  in  equal  amounts  or  intensities. 

c.  Varying  the  value  and  intensity  of  the  colors  makes  a  much  more  pleas- 
ingcoTpr  scheiT£ .  _  _:  :  __  : 

d:    An  example  of  this  scheme  is  a  pink  dress  trimmed  with  brioht  green  or 
i3rk  green . 

4.  Split  complementary  (three  hues  with  one  has  DS3d  with  the  colors  on  either 
side  of  its  complement,  i.e.  green,  red-violet,  arid  red-drariye) . 

a:    it  is  difficult  to  execute  this  scheme  1r:  sppare]  because  the  body  is 
small  arid  there  are  three  greatly  contrasting  hues  invoVved. 

b.  In  fashion,  this  scheme  is  seen  '/Cst  often  in  f abr1c_  patterns^, 

c.  An  example  of  this  schemp  is  a  plaid  of  red-orange,  muted  green,  and 
n§vy. 

5.  Doable  complementary  (four  hues  with  two  haes  and  their  complements  (i-e. 
red,  green,  red-orange,  arid  blue-green). 

a.  This  scbe.-ne  1s_ found  1n  fabric  patterns  because  the  four  colors  are 
difficult  to  place  on  the  body  effectively  in  larger  areas . 

b.  An  example    of  this  scheme  is_a  floral  print  of :yel16w-orange,  pale 
yellow-green,  pale  blue-viulet,  and  dark  red-violet. 

6.  TriadK  (three  hues  which  lie  equidistant  on  the  color  wheel,  i.e.  yellow, 
red,  and  blue). 

a.    This  Is  difficult  to  uS3:because:of  the  great. contrast  betwe^^ 
b:    The  use  of  this  scheme  demands  caution  in  choice  of  value,  intensity, 
arid  proportion  gfeachhue  Used. 

c.  An  example  of  this  scheme. is  a  navy  dress  with  the  hem  and  collar 
bordered  with  red  and  yellow  rickrack. 

7.  Achromatic  (use  of  neutrals  which  'lack  chroma^  i.e.  black  and  white  and 
various  greys). 

This  scheme  can  be  very  dramatic  and  SGphistjcated  or  very  dull. 


PLANNING  NOTES 


a. 
b. 


An  example  of  this  scheme  is  a  grey  flannel  suit  with  a  white  shirt, 
black  shoes,  grey  hat  and  black  and  grey  tie. 


Color  Effectiveness 

1.  Color  schemes  (not  the  only  methods  of  combining  color). 

a.  Color  schemes  are  safe,  provcjn  ways  for  combining  colors  and  are  gocd 
when  learningitoiuse  color.  : 

b.  Another  method  for  combining  colors  is  the  feel  (i;e.  "If  it  looks 
right.riuseit^")^,  :      _ 

c:    Stay  ready  to  discard  old  ideas  and  accept  good  innovative  methods  of 
using  color. 

2.  Colors  and  a  feeling  of  balance  (i.e.  small  areas  of  brights  balance  i 
large  area  of  dull ). 

3.  Dominate  color  (unity  In  apparel  look). 

a.  Equal  amounts  of  several  hues  create  confusion. 

b.  Emphasize  one  hue  and  use  the  othe»"$.  as  accents. 
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4.    Ihe  cbmblhaitiori  cf  hues. 

a:    -Three  is  the  max  J  mum.  (except  in  fabric  patterns). 
'^['^  I^P^y. .'is.  small  and  nwre  colors  are 

c.  The  colors  shculd.vary  1n  intensity  and  value. 

d.  iPiim  for  variety  of  hue,  vaiue.  and  intensity: 

e.  Use  soft  related  colors  for  multicolored  harmonies  unless  a  dramatic 
effect  is  needed.  .  . 

f.  Wheil  Using  a  vivid  hue  by  itself  staibilize  it  with  darker  self  values 
0**  neutrals .   j 

g.  tJsoal  ly- the  most:  pleasing  combination  is  the  arrangement  of  hues- 
haturally  with  the  darkest  va lues  at  the  base  working  up  to  the  lighter, 
brighter  tones  and  tints  at  the  top. 

The  Influence  of  Colors  on  th?  Irtdividual 
1.    Skin  color  (most  importonv:  factor). 

a.  Dark  skin 

(1)  The  skrn  color  is  bjack,  dark  yellow-red  with  a  decided  biue  cast 
and  the  hair  and  eyes  are  black. 

(aj    Deep,  rich,  warm  jewel  colors  are  best. 

l^l    Avoid  allintense  colors  as  they  create  too  muchcontrast. 

(c)    Avoid  blacks,  browns,  and  navy  as  they  give  no  contrast. 

(2)  The  skin  color  is  red-brown,  with  red  and  yellow  undertones. 

(aj    Use  colors  with  greater  intensity  and  higher  values  than  the 
b^ack  skin  tone. 

(3)  The  skin  color  is  yellow-brown  with  yellow  undertones. 

(a)  Most  hues  flatter  this  skin  tone  and  warm  vivid  colors  are 
best. 

(b)  Cream  is  better  than  white,  and  black  and  grey  are  improved 
w4th  accents^  :i  j  _  :    ::  :  _ 

(cj    Yellow  is  one  of  the  best  colors  (dark  skins  do  not  follow 
the  rule  that  skin  undertones  should  not  be  repeated). 

(4)  The  skin  color  is  olive  with  a  decided  yellow  undertone  and  faint 
traces  of  green. 

(a)  Thir  skin  1s  most  exotic  in  colors  at  medium  value  and  strong 
chrdnia. 

(b)  Avoid  pure  green  and  tints  of  most  colors. 

(c)  White,  black,  brown,  and  beige  need  warn;  accents  to  be  voru 
successful ly. 

b.  White  skin 

(1)    The  skin  color  is  fair  with  pinkish  or  blue  uiidertones. 

(a)  Cool  colors  are  usually  preferred. 

(b)  ^tedium  tpnes  and  tints  are_usually_best. 

(c)  Avoid  white  (create  no  contrast)  and  black  and  vivid  colors 
(create  too  much  contrast). 

(?)    The  sicin  color  is  ruddy  with  red  undertones. 

(3)    Good  cbVors  are  warm  bnp,  with  the_e 

(b)    AvoTd  greens  (compliment  of  red)  and  reds  as  they  force  mre 
reJ  In  to  the  complexion. 

(3)    The  skin  color  is  sallow  with  yellow  undertones. 

(a)    Good  choices  of  color  are  warm  colors,  with  the  exception  of 
y e  11 ow . 

(bj    Avoid  yellow  and  parpls  as  both  of  these  hues  force  more 
yellow  into  the  complexion. 

Hair  color  tnoxf  most  important  factor). 

a.    Brunette  (medium  to  dark  brown}. 

(1)    Good  color  choices  are  green  ,  reds  and  yellows  ii  hues  of  medium 
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Good  color  choices  are  green  , 
.^pj^^irjy  strorig  intensitles^ 
(2)   Avoid  taupe,  pale  blue  and  red-purple. 

b.    Dark  brunette  (very  dark  brown  to  black). 

(ij    Good  color  choices  are  warm  colors  from  medium  to  vivid  intensity, 

yellows,  reds,  purples,  and  neutrals  are  good  choices., 
(2)    Avoid  intense  blues,  greens^  yellow- greens,  black  and  browns. 
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c.  Blond  (light  brov<m  to  honey  color). 

(1)  Bestjcolors  are  dear. cool  and  warm  hues,  in  mediani  and  high 
values:    Pinks,  pale  blue,  and  laviBf^de*-  are  excellent. 

(2)  Avoid  grey,  beige,  white  and  yellow. 

d.  Redhead  (reddish  blond  to  aoborn): 

^^s^  colors  are  cool  hues  jhmedium  value  and  intensity.  Sreens, 
i)lue-green.ahd  browns  are  excellent. 
(1)    Avoid  red  and  purple. 

e.  Grey 

(1)  Best  colors  are  cool  hues  in  medium  values  and  Intensities. 

(2)  Avoid  grey,  beige,  and  vivid  hues. 

3.  Eye  color  (least  important  factor). 

a .  BroK'n 

O'^^Qg^  ^c»nes  accent  the  eyes. 
(2)    Beige,  Dlue,  and  blue-green  are  flattering. 

b.  Hazel 

{_!)    Highlight  the  strongest  color. 

(2)    Green,  brown,  rora\  and  gold  should  be  flattering. 

c .  Green 

(1)  Green  highlights  the.e^es.i 

(2)  Greys,  reds  and  yellow-reds  will  ernphasize  the  green  eyes. 

d.  Blue 

(1)    Hues  of  blue  are  considered  to  he  bast. 

4.  Fie/ure  shape 

a.  Large 

(1)  Wear  cool  colors  of  low  value  and  intensity. 

(2)  Dark  hues  are  usually  considered  best,  if  highlightec*  with  bright 
values  and_intensity.: 

(3)  Avoid  vivid  hues  and  high  values  except  as  accents  at  aporopriate 
places  (face  or  thin  waist,  etc.). 

(4)  Avoid  white. 

b.  Small 

(1)  Wear  warm  colors  of  nigh  value  and  intensity. 

(2)  Avoid  dark  colors  and  cool  colors  (unless  of  high  value  and 
in tens i  ty). 

t.  Short 

(1 )  Wear  one  color. 

(2)  Avoid  contrasting  hues. 

d.  Tall 

(1)  Waar  contrasting  colors. 

(2)  Avoid  monochromatic  effect. 

5,    Personal i ty  type 

a.  Dramatic 

p. )    Vivid  hues  and  Hrarna tic _combj nations  are  bes:. 
(2)    Reds,  yellows,  black  and  white  are  reconinended. 

b.  Athletic 

(1)  Medium  values  and  interjsities  should  be  worn. 

(2)  Earchtones,  reds  and  greens  are  good. 

c.  Classic 

(1)  Medium  yaluies  and  intensities  should  be  worn. 

(2)  Blues,  greens  and  neutrals  are  good. 

d.  Romantic 

(1)  Medium  values  and  intensities  should  be  worn. 

(2)  Pastels  are  good. 
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e.  Gamin 

(ij    Medium  values  and  intensities  should  t  :  worn. 
(2)    L.jrthtonbs,  blues,  lirct^ns  jre  yuod. 

f;  Ingenue 

(1)    Pastels  and  cool  colors  are  recommended. 
6.  Occasion 

a.  Formal 

(1)    Usaally  medium  values  and  intiehsities  and  neutrals  most  appropriate. 

b.  Informal 

(1)  Vivid  hues  arid  dramatic  combinations  are  appropriate. 

(2)  The  "anything  goes"  philosophy  is  best  in  an  informal  occasion. 
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Purposes 

1.  Direction 

2.  S-ape  (silhouettes). 

a.  Line  is  very  important  in  apparel  (what  is  seen  at  a  distance). 

b.  There  are  three  basic  dre::s  silhouettes  in  fashion. 

(IJ    The  straight  or  tabular  is  used  most  frequently; 

(2)  The  full  or  bouffant  adds  flair. 

(3)  The  bustle,  with  ^uCK  fullness,  adds  detail. 

c.  There  are  many  other  silhouettes  or  variations  of  the  basics. 

3.  Space 

a.  In  a  costume,  it  is  the  different  parts  that  are  unified  into  the  whole 

b.  In  costume  design^  it  is  usually  believed  that  uneven  spacing  (3  to  5  tc| 
8)  is  most  desirable. 

4.  Connection  (A  belt  seems  to  connect  the  bodice  to  the  skirt.) 

5.  Movement  (A  feeling  of  rhythm,  i.e.  a  row  of  buttons  leads  the  eye  to  im- 
portant parts  of  an  outfit.) 

Line  in  Clothing  Design 
1:    Basic  figure  types 

^-         heavy  or  round  figure  has^  t^  and  below  the  waist. 

b.  The  thin  figure  needs  to  add  fullness  to  the  figure. 

c.  The  narrow  shoulder  or  small  bust  with  full  hips  figUre  needs  emphasis 
above  the  wajst^ 

d.  The  broad  shoulders  or  full  bust  with  narrow  hips  figure  needs  emphasis 
below  the  waist. 

e.  The  evenly  proportioned  figure  is  most  desirable. 

2.  Basic  clothing 

a.  Straight  lines  suggest  dignity,  formality,  and  masculinity. 

(1)  Vertical  lines  suggest  height  and  slendemess. 

(2)  Horizontal  lines  suggest  width. 

(3)  Diagonal  lines  suggest  activityi 

b.  Curved  lines  a?^e  soft,  graceful,  feminine,  and  informal. 

(1)  The  full  curve  (s-like  cUrve)  emphasizes  the  body  curves. 

(2)  The  restrained  curve  is  more  suitable  for  the  plump  figure. 

3.  Effect  of  line  on  body  shape  and  size 

a.    Vertical  lines  are  found  in  fabric  designs,  construction  of  costume, 
trims  and  fasteners. 

{1)    Vertical  lines  add  height  and  carry  the  eye  up  and  down. 

(2)  Vertical  lines  slenderize, 

(3)  There  are  exceptions:    multiple  yerticallines  tend  to  add  width 
because  they  carry  the  eye  across  the  body. 

(a)    The  effect  is  dependent  upon  the  spacing  and  the  background 
color. 
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(b) 
(c) 
(d) 


C.Vosel:  spaced,  parallel 
upward . 

As  the  spacis  b(?twceh  this 
^'-■^sure  width .  -_  - 
Ooable  breasted :  garnieots  nlmost  always  add  wict^i  because  of 
the  distance  Uctweish  lines. 


icnl  lines  may  still  lead  the  eye 
<  increases,  the  eye  begins  to 
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(4)    "^nere  are  several  modified  vertical  lines: 

(a)  The  "Y"  slims  and  adds  height. 

(b)  The  "T"  slims  but. cats  height. 

(c)  The  arrow  slims,  but  cuts  height. 

h.    Horiztonal  lines  are  found  most  often  in  fabric  designs  and  trims; 

(1)  Horizontal  lines  add  width. 

(2)  Horizontal  lines  shorten. 

(3)  There  are  some  exceptions. 

(a)  The  longer  the  distance  between  a  liei ght. bisecting  horizontal 
line  and  the  toes,  the  greater  the  illusion  of  height  (i.e. 
short  people  Took  bestjn  empire  waistlines  and  short  jackets) 

(b)  Jf  widely  spaced,  multiple  horizontal  lines  may  add  length  to 
the  body. 

c.    Diagonal  lines  are  used  to  add  variations  to  the  look  of  a  costume: 

(1)  Diagonal  lines  usuaHy  add  height. 
\2]    Diagonal  lines  usually  slenderize. 

(3)  Diagonal  lines  are  the  best  lines  to  use  y«h6n  trying  to  camouflage 
poorly  prdportioried  pdrts  of  the  f igure .  1 

(4)  There  is  the  exception  that  a  diagonal  line  adds  width  as  it 
flattens  out. 

4.    Kinds  of  design  lines  that  make  up  clothing 

a.  Structural  lines  are  formed  by  the  way  the  garment  is  constructed 
(pattern)  and  the  fabric  is  used. 

(1)  Structural  lines  make  up  the  neckline,  sleeves,  weist,  hem  and 
other  seam  1 ines . 

(2)  Structural  lines  should  be  related  to  body  structure. 

(a)  They.should  improve  the  figure.. 

(b)  if  structural  lines  change  the  body  proportion  too  much,  the 
garment  will  appear  grotesque  (fashion  history  holds  many 
good  examples  of  this;. 

(3)  Structural  lines  should  be  suited  to  the  use  and  needs  of  the 
wearer  (sportswear  should  allow  freedom  of  movement). 

(4)  The  styleof  the  garment  must  be  appropriate  to  the  fabric. 

(5)  Structural  lines  should  follow  the  principles  of  design. 

b.  Decorative  lines  are  formed  by  applying  trim  or  other  decoration  to  the 
surface  of  the  garment. 

(I)    Decorative  lines  can  be  formed  by  beading^  braids,  buttons,  lace, 
and  other  tri ms . 

(?)    rbis  js:a  less  expensive  method  often  used  to  achieve  design 
jp.  teres  t: 

{'S)    Decorative  lines  can  be  used  very  effectively. 

(a)  They  should  reinforce  the  basic  structural  design^ 

(b)  "^^ley  should  relate  in  size  and  texture  tp_the_materia^  of 
:     garment  (i  ..e.  nail  heads  on  denim  and  sequins  on  satin). 

(c)  They  should  be  used  in  limited  areas  (tod  much  usually 
detracts).    _     i_i  i_   _ 

(d)  They  should  create  an  interestino  color  harmony  with  the 
fabric. 

(e)  They  should  relate  to  the  size  of  the  area  that  they  occupy. 
(4)    Decorative  lines  are  used  in  many  ways. 

(a)  They  are  used  to  create  or  accent  a  pleasing  center  of 
interest.  : 

(b)  I'hey  give  individuality  to  design  which  might  otherwise  lack 
distinction. 

(.^)    ^^^y  ^dfteri  a  severe  line  which  is  harsh  or  unflattering. 

(d)  They  create  a  pleasing  transiti-.n  between  two  different 
fabrics. 

(e)  They  conceal  lack  of  quality  "in  the  fabric  and  design  in 
inexpensive  garments. 
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Effective  uses  of  line  in  clothing 

a.    The  mpst  important  lines  in  a  garment  are  the  lines  that  outline  it  (the 
silhouette) . 

(1)  The  straight  silhbuiBttiB  gives  an  impression  of  sleriderriess . 

(2)  The  full  silhouette  appears  to  add  pounds. 


The  best  designs  use  more  than  one  kind  of  line  but  nne  kind  should 

dominate.  ...    ._    .  .     _  _ 

The  predominate  line  determines  where  the  eye  travels  when  viewing  the 
figure . 


III.  Textures 

A.    Examples  cf  Textures  ii, 


abrics  and  Accessories 


1 . 

Rough  or  Heavy 

2. 

Smooth 

3. 

Soft 

4. 

Stiff 

5. 

Sheer 

6. 

Shiny 

7. 

Contrasting  textures 

a.    Too  much  sameness 

IS  monotonous. 

b.    Too  Hjch  contrast 

results  in  confusion 

b. 

c . 

d. 
e. 


B.    Effects  of  Textures 

1  Silhouette 

d.    Shiny  textures  that  reflect  light  and  heavy,  bulky  or  rough  textures 
increase  size. 

Dulliprismpoth  textures  and  medium  to  light  weight  textures  tend  to 

decrease  size.  _    _    __      _  _ 

Sheer  textures  and  soft,  clinging,  stretchy  textures  (knits)  reveal  the 
silhouette  and  emphasize  faults.  __  :  :_ 

Stiff  textures  conceal  figure  irregularities. 
Medium  weight,  dull  surfaced  textures  flatter  most  figure  types. 

2.    Construction  of  a  Garment 

a.  Pressed  pleats_ and  tailored  gaments  demand  finn»  smooth  textures. 

b.  Gathers  and  raff  res  need  soft,  sheer  to  medium  weight  textures. 

c.  Draped  patterns  (such  as  in  skirts  and  cowl  necks)  require  medium 
weightiL soft  textures.  _ 

d.  Textures  should  bechosen  for  their  appropriateness  to  a  function  _ 
(satin  or  chiffon  for  dressy  occasions  and  denim  or  tweed  for  casual 
wear) . 

IV.    Other  Art  Elements  and  Principles  of  Design 

A.    Other  Art  Elements 

1 .  Space 

a.  Space  Is  ah  area  where  there  is  nothing. 

b.  Space  often  forms  the  background  area  between  shapes. 

c.  Space      headed  for  visual  relief. 

d.  A  .design  that  does  not  provide  enough  space  distracts  and  fatigues  the 
eye .   

e.  Space  is  achieved  ih  design  by  the  use  of  dull,  neutral,  or  solid 
colors;  smooth  rether  than  bumpy  texture. 

2.  Form 

a.  Form  is  the  shape  of  things.::         ;  _  _-_  ___   i  :  :_  _  ij 

b.  A  pattern  is  an  overall  design  made  up  of  the  arrangement  of  motifs. 

c.  The  motif  is  the  individual  Uhit  of  a  pattern. 


(ij   A  geometric  motif  Includes  plaids,  checks,  stripes,  and  circles. 

{a) 
(b) 
(c) 


It  can  be  formed  with  dyes  before  weayihg. 
It  can  be  formed  by  dying  on  woven  cloth. 
It  produces  a  contenporary  feeling. 
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(2) 


A  nataralistic  (realistic)  motif  is  one  that  looks  exactly  as  it 
appears  in  nature. 

(a) 
(b) 
(c) 


(3) 


It  looks  like. a  photograph  of  th.  iaal  thing. 
It  does  not  show  much  imaginatibri  or  creativity. 

'^^turalistic  treatment  of  subjects  is  most  monotonous  arid 
and  least  popular;  .      _  . 

(d)  The  motif  is  priesehted  as  a  three-dimensional  fbnri. 

(e)  it  is  not  particularly  suited  for  apparel  although  it  appears 
in  fashion  periodically. 

A  stylized  motif  is  a  variation  of  the  naturalistic  motif. 

(a) 
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(b) 


It  is  modeled  arter  a  fbrrti  found  in  nature  biit  allows  for 
artist  imagination,  not  limitation. 
It  is  two-dimensional  in  form. 


(4)    An  abstract  motif  does  not  relate  to  anything  in  riature. 

(a)  It  includes  splashiB:,  .^f  color  arid  shapiB. 

(b)  AbstractTOtifsareused  together  tqform  a  pleasing  design. 

(c)  It  is  the  most  contemporary  of  mo':ifs. 

Principles  of  Design  (Art  Principles) 

1.    BalanciB  -  equ<Sl  distribution  of  weight  (actual  or  visual)  frorri  a  central 


EKLC 


point  or  area* 

a.    Fbrnial  balance  (symmetrical)  is  creatiBd  when  identical 
eguidistant  from  a  center  line  and  the  objects  appear  tu 
other. 


"■ects  are 
qualize  each 


(1) 


size  pocket  bri  each  side  of  the  center 


Examples  include: 

(a)    A  blazer  has  the  sam 

buttpning.  :_  _ 
(bj    A  pair  of  jeans  are  buttoned  or  zipped; 

!^§nDal  balance  is  considered  forma]  and  stable. 
Formal  balance  may  emphasize  body  irregalarities  as  it  encourages 
comparisdris  of  oniB  side  of  the  body  with  the  dthei*. 
Thedeslgnmayiappear  too  stable  and  therefore  be  boring. 
Interest  can  be  added  to  formal  balance  in  garments  with  unusual 
colors*  textures,  or  accessories. 

Informal  balance  is  created  when  objects  arranged  on  either  side  of  a 
center  are  eqUal  iri  weight  or  mass  but  not  identical. 

(1)    Examples  include: 


12) 
(3) 

(5) 


(a)  A  shirt  closes  bri  the  side. 

(b)  A  one-shoulder  dress  design  i? 
naked  arm. 


balanced  by  bracelets  on  the 


m 

(3) 

(4) 

(5) 
(6) 

(7) 


Informal  balance  creates  an  impression  of  casualness. 
It  provides  visual  impact  rather  than  exact  physical  weight  dis- 
tribution. 

Informal  balance  can  be  used  to  correct  appearance  of  body 
irregularities. 

it_allGWS:mpre:freedom  of  expression.:  :_ 
Informal  balance  is  difficult  to  use  because  of  the  many 

variations.   :  :    

informal  balance  is  generally  more  expensive  and  difficult  to 
construct  than  iri formal  balarice. 


Proportion  -how: one  object  relates  to  another.  It:is:concerned  with  the 
relation  of  the  size  of  the  parts  to  the  whole  and  to  each  other. 

a.  Objects  are  more  pleasing  to  the  eye  if  they  are  somewhat  different  in 
size. 

b.  The  most  pleasing  relationship  for  propdrtibri  is  when  things  have  a 

2  to  3  ratio  or  a  3  to  5  ratio  or  a  5  to  8  ratio.  :  :: 

c.  The  Golden  Mean  relationship  is  used  in  clothing  design  when  garments 
are  divided  visually  Into  3  to  5,  5  to  8,  8  to  13  horizontal  sections. 
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3.  Emphasis  -  domiriahce  in  one  area  of  a  design  that  a  viewer  sees  as  the 
center  of  attention  (focal  point)^ 

a.  Eitiphasis  should  riot  be  in  ah  area  that  needs  to  be  mini  ml  zed. 

b.  ThefocaJ  PQlnt_shouldLbe  placed  at  the  flattering  points  arid  draw 
attention  away  from. bad  points:.  .  . 

c  •    ^.^  e  fa  ce  or  pe  r  s  on  a  1  i  ty  a  re  a  sh  bu  1  d  be  empha  s  i  zed  mos  t  of  ten . 

d.  Emphasis  can  be  achieved  by  repetition,  unusual  lines,  shapes,  or  tex- 
tures, and  use  of  contrast  with  color,  line,  shape,  or  texture. 

e.  Only  pne_ Item  shguld_dpminate^    iwre  than  one  focal  poirit  is  confusing 
and  takes  away  from  the  design. 

4.  Rhythm  -  organized  movement  that  gives  continuity  to  a  design* 

a.  Rhythm  provides  transition  from  one  u?) it  to  another. 

b.  It  leadsithe  eye  in  a  natural  moye^nt  throughout  the  design. 

c.  Rhythm  is  estcblished  by  a  repetition. 

d.  The  types  of  rhythm  include: 

(1)  Repetition  is  repeating  the  same  thing  over  and  over. 

(3)    Jh^s  causes  you  to  become  familiar  with  sn  item  and  like  it 

the  more  you  see  it. 
(b)    You  can  repeat  motifs,  buttons,  trims,  color,  texture, 

pleats,  tucks,  etc. 

(2)  Gradation  (progression)  occurs  when  things  progressively  change  in 
size . 

(a)  The  stripes  on  a  sweater  may  start  out  small  near  the  neck- 
lipc_3hd  iricrease  in  width  toward  the  waist. 

(b)  The  following  things  may  be  graudally  increased  or  decreased 
in  size  to  illustrate  gradation:    motifs,  buttons,  trims, 
flounces,  colors  (values,  iritensities,  or  shadlrigs) . 
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(3) 
(4) 

5,    Unity  (Hannony) 
theme* 


Alternation  is  a  pattern  established  by  alternating  two  lines, 
colors,  shapes,  etc. 

Opposition  is  using  two  opposites  together  of  any  art  element. 

when  the  art  elements  are  used  together  to  form  a  single 


a.  When  Unity  is  achieved  all  parts  of  the  design  have  a  sense  of  belonging 
to:  the  composition _ :  :     :       :       :   :_   :  : 

b.  The  term  "total  look"  is  often  used  to  describe  anity  in  dress. 

c.  Unity  Is  achieved  when  alV  jewelry,  arid 
hairstyle)  express  a  single  theme  that  is  consistent  with  the  personali 
ty  of  the  wearer  and  the  place  it  is  to  be  worn^ 

cl-    An  example  would  be  cowbpy__  Hdlng  clothes^.cowbby  hat,  and  boots 
worn  by  man  with  an  athletic  physique  to  a  rodeo. 

e.  Tp  Achieve  uriity  you  must  re^^  etc.,  while 
adding  some  variety  (unity  with  variety)  for  interest. 

f.  Too  much  unity  can  be  seen  in  an  ensemble  composed  of  a  blue  skirt, 
blue  shirt,  blue  sweater,  and  blue  shoes. 


Textiles 


Vocabulary 

1.  Fiber  -  basic  unit  of  textile  yarns  arid  eventually  fabrics. 

2.  Filament  -  individual  hairlike  fiber  of  the  man-made  fibers. 

3.  Y*Trns  -  fibers  grouped  and  twisted  together  into  a  continuous  strand, 

a.  The  warp  is  a  set  of  yarns  running  lengthwise  in  a  woven  fabric,  also 
called  '^ends,"  :   1         _  :  :  __  _:     „  _ 

b.  The  filling  Is  a  yam  running  crosswise  in  a  woven  fabric*  at  right 
arigles  to  the  warp  yarn  arid  are  also  called  "pick",  "weft",  or  "woof". 

c.  Tne  wale  is    vertical  colurms  of  stitches  in_a  knitted  fabric. 

d.  The  coarse   is    horizontal  rows  of  stitches  i?  knitted  fabric. 

4.  Weave     (process  of  making  a  fabric  on  a  loom  by  interlacing  the  warp  and 
the  filling  yams)* 

5.  Knitting    (method  of  constructing  fabric  by  interlocking  ;eries  of  loops  of 
one  or  more  yarns  to  form  a  fabric  with  elasticity)* 
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B.    Natural  Fibers 
1.  Cotton 


a-  The  fiber  cbrres  frgmtHe  bol]:of_the  cbttcn  plant. 

b.  Cotton  Is  the  major  textile  fiber  in  the  world; 

c.  The  United  States  is  the  leading  producer  0^ 

d.  lte.uses_pf_cotton  include  a  wide  range  of  products  in  the  apparei, 
honie  furnishings,  and  industrial  areas. 

e.  The  plentiful  supply  rnaRes_it  ecbnomical  to  buy. 

f.  The  characteristics  of  cotton  include: 

(1)  It  is  a  versatile  fabrjethatijseasi  and  iscblorfast. 

(2)  It  can  be  woven  into  fabrics  of  cll  textures  and  weights. 

(3)  The  quality  is  judged  by  the  cotton  fiber  length  and  texture. 

{a)    The  highest  quality  is  long  and  has  a  fine  texture, 
(b)    Sea  Island  cotton  is  the  best  and  rarest  cotton. 

(4)  Because  it  transmits  moisture  easily,  the  fabric  is  cool  and 
-  absorbent. 

(5)  Cotton  is  suited  fonblending  with  other  fibers. 

(6)  Cotton  is  static  free. 

(7)  Unstabi]ized  cotton  fabric  shrinks  badly  but  can  be  pretreated. 

(8)  Cotton  wHnMes  badly  unless  a  wrinkle  resistant,  wash  and  wear, 
or  permanent  press  finish  is  put  on  fabric. 

(9)  Cotton  has  a  poor  crepe  retention, 
no)  Cotton  deteriorates  in  sunlight. 

(11)  Cotton  is  suscejJtible  to  mildew. 

(12)  Cotton  is  a  very  strong  and  durable  fiber. 

g.  Care  features  include: 

(1)  ^t  can  be.macHirie  washed  and  tumble-dried. 

(2)  It  can  withstand  repeated  washings. 

(3)  It  can  be  bleached^ 

(4)  It  has  great  resistance  to  heat--can  even  be  sterilised. 

(5)  It  can  be  damp  ironed  at  the  hot  setting  fcr  wrinkle  removal. 

(6)  It  does  not  melt,  shrink,  or  stretch  when  ironed. 
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(HO-9) 


[CTIB  022-00-12] 
(SA-12) 


2.  tinen 


a. 
b. 

c. 

d. 
e. 


Thef  iber  is  qbtainf?d:  f  rom  the  flax  pi  an  t . 
tinen  is  imported. into  the  United  States. 

Linen  is  principally  used  in  making  dresses,  suiting,  tablecloths, 
napkins,  and  handkerchiefs. 

Due  to  its  limited  production,  importation  costs,  and  the  hand  icbor 
ihvol ved  in  prpduetign,  it:is:expens1ve. 
The  characteristics  of  linen  include: 

(1)  It  has  a  crisp,  firm  feel.  :  :  : 

(2)  It  isia  smooth,  lustrous  fabric  usual ly.with  a  heavy  texture. 

(3)  It  absorbs  moisture  quickly  and  allows  fast  evaporation  making 
3  cool  fabric  for  hot  weather.  

(4)  Its    smooth  finish  helps  It  resist  soil. 

(5)  It  is  moth  proofed. 

(6)  Because  of  Its  little  elasticity  and  resiliency,  it  wrinkles 
-  easily. 

(7)  It  shrinks  appreciably  when  washed. 
{B)  It  is  susceptible  to  mildew. 

(9)  It  tends  to  resist  dyes. 

i^^)  Linen  is  yery_durable_(stronges_t_of_th  and  with 

proper  care  it  will  retain  its  beauty  for  a  long  time. 


it 
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f.    Care  features  include: 


(1) 

(2) 
(3) 

III 

(7) 
(B) 


It  can  be  drycleaned. 

It  can  be  washed  in  a  moderate-actio:'  washing  machine  and  tumble- 
dried. 

Ordinary  bleaches  wi^l  hot  Injure  the  fibers. 

?t  should  be  Ironed  while  evenly: dampi  with  a  hot  iron. 

it  should  be  Ironed  on  wrong  side  to  prevent  a  shine. 

Special  care  should  be  taken  to  prevent  scorching^ 

It  should  not  be  ironed  along  creases  repeatedly  or  over-bleached 

or  the  f^'  ric  will  become  brittle  and  split. 

Material  ••ith  a  woven,  embroidered  or_appl1qued  design  should  be 
Pressed  on  wrong  side  so  design  will  stand  out. 
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Silk 

a.  The  fiber  is  produced  by  the  silkworm  in  the  cdcboh . 

b.  Most. silk  . "in  thejlfrtited  States  is  imported;  from  Japan . 

c.  It  is  Qsed  principally  in  men's  and  women'^  apparel. 
4'    Iti'js  a  Vuxyri pus  fabric  that  gract fully. 

e.  The  characteristics  of  silk  include: 

(1)  it  islightweight,  

(2)  It  has  a  natural  affinity  fc»^  dyes  making  possible  many  lovely 
colors. 

(35    It  is  colorfRSt. 

(4)  It  holds  its  shape  well. 

(5)  it  resists  wrinkling. 

(6)  It  is  a  poor  conductor  of  heat  making  it  more  desirable  in  cooler 
-  DKjnths. 

(7)  IS  capable  of  absorbing  large  am^^      cf  nwisture  without 
feeling  damp  or  cold,  making  it  desirable  for  underwear  and 
stockjngs. 

(8)  It  does  not  soil  easily. 

(9)  It  does  not  shrink: 

(10)  IS  yerj^  susceptible  to  static  elect r 

(11)  It  is  damaged  easily  by  acids  and  perspiration. 

(12)  It  is  damaged  by  heat  and  sunlight. 

(13)  it  yellows  with  age. 

f.  Care  features  Include: 

(1)  Dryclean  unless  labeled  washable. 

(2)  Press  on  wrong  side  when  damp  with  moderately  heated  iron. 
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4.  Wool 


a . 


Forty  different  breeds  of  sheep  produce  about  two  hundred  different 
typ^S:pf_wppljfjber  of  varying  grades, _: 

b.  Australia  is  the  world's  top  producer  of  wooU 

c.  Wool  is  very  popular  for  apparel  -  used  to  make  both  dress  and 
tailored  clothes. : _  i 

d.  The  characteristics  of  wool  include: 


U) 

(2) 
(3) 
(4) 
(5) 
(6) 
(Z) 
(8) 
(9) 

(10) 
(11) 


It  is_yery  warS_-_a  natural  insulator^  

It  absorbs  moisture  slowly  and  dries  slowly. 

"is  very  a  bs  or  bent. 
It  is  very  resilient. 
It  holds  a  press, 
It  is  nphflammabje. 

It  is  available: in  varying  degress  of  quality. 
Wool  fibers  will  matt  (felt). 

Woolfibers  will  pill  (pills  are  balls  of  tangled  fibers  on  the 
fabric's  surface) . 

Wpol :wil l_shrink  dijrin§jwashing,   

It  has  poor  resistance  to  bleach,  perspiration,  and  strong  soaps. 


[CTIB  022-00-11] 
[CTIB  022-00-12J 


e.    The  care  features  include: 

(1)  It  is- best  to  have  a  wool  garment  drycleaned  to  keep  the  lines  and 
details  at  their  best. 

(2)  After  wearing,  hang  wool  garments  up  to  eliminate  wrinkles. 

(3)  Brush  the  garment  to  remove  dirt  and  restore  the  nap  to  the  fabric 
(^5    Knitted  fabrics  should  be  aired,  hot_brysh^ 

(5)  Washing  some  wool  garments  can  be  done  successfully  by  hand,  using 
cool  to  lukewarm   water  and  neutral,  non-alkali  soap  or  detergent. 

(6)  Hpt_water_causes_wpoLto_shHnk^ 

(7)  After  vijetting^  wool  garments  should  be  dried  at  room  temperature 
and  then  brushed » 

(8)  Chlprine  bleach  is  hayTnful  to  woo] .  ^  :  : 

(9)  Because  of  the  low  resistance  to  heat,  wool  fabrics  should  not  be 
IrP*^^*^  with  a  hot  iron. 

(10)  Press  wool  garments  with  a  moistened  cotton  cloth  placed  over  the 
wool . 

(11)  Knit  garments  should  be  laid  flat  to  dry. 
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C.    Man-Made  Fibers 


1.  identification 

a.  Han-made  fibers  are  identified  by  a  generic  name  as  mandated  by  l?»v: 

b.  Mariufacturars.  identify  thei    particular  fibers  with  optional  brand  names 
(trademarked  fibec  names) ;  .  .  . 

c.  Iheten  man-made  fibers  of  major  importance  include:    acetate,  acrylic, 
glass,  metallic,  nylon,  polyester,  rayon,  spandex,  triacitate,  and 
liiodacrylic. 

2.  General  characteristics  of  man-made  fibers  (except  rayon)  include: 

I.    They  will  not  shrink. 

b.  They  absorb  little  moisture. 

c.  Thiey  dry  quickly. 

d.  They  dPLnot  absorb  surface  dirt. 
Ihey  can  be  heatset. 

f.    They  require  little  or  no  ironing. 

D.    Basic  Weaves  and  Knittirtj 

1 .  Plain  weave 

a.  Plain  Weave  is  simplest  and  most  often  used.  - 

b.  It  is  iPound  in  a  wide  range  of  fabricSi  frq^p  sheerest^tp  heavies^ 

c.  Fabrics  with  a  plain  weave  are  reversible  unless  one  side  is  made  the 
"face  by  finishing  or  printing. 

d.  The  appearance  can  be  changed  by  using.yarns  of  difT'erent  thickness, 
special  f-;r.ishes,  or  by  printing  a  pattern  using  yams  of  different 
colors^:,   :i 

e.  Each  W5rp  yarn  passes  alternately  over  one  and  then  under  one  filling 
yarn  for  the  whole  length  of  the  fabric. 

f.  When  one  fjlllng  yarn  passes_pyer  a  warp  yarn  the  next  filling  yam 
passes  under  the  same  warp  yarn.  _ 

g.  Advantages  of  the  plain  weave  include: 

(1)  It  is  firmly-constructed. 

(2)  It  wears  Wei  1 . 

(3)  The  plain  background  offers  a  good  background  for  printed  and  em- 
bossed designs. 

h.  Disadvantages  of  the  plain  weave  1;>clude: 

{])    It  wrinkles  mdr-e  ti\in  fabrics  of  other. weaves. 

(2)  There  is  no_ surface  interest  unless  colored  yams  make  a  design. 

(3)  It  hes  low-tearing  strength. 

2.  Twill  weave 
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b. 


d: 


It  is  the  most  durable  weave. 

Each  filling  yarn  floats  across  tWo  or  more  warp  yarns  1r  a  progression 
which  results  in  a  d jstinctLdiagonal  iline  gr_wale.  . 
The  twill  weave  is  widely  ased  for  work  clothes  {i.e.  tien^n-),  sultinq 
fabricsji  .e^  serge}^  and  dress  fabrics  (i.e.  surah). 
There  is  more  yam  per  inch  In  the  fabric:constructed:with  a  twill  :  : 
Weave  so  the  twill  makes  a  more  compact,  stronger,  heavier  and  durable, 
e.    the  floats  are  short  so  yarn  snagging  Is  not  a  problem. 

3.  Satin  weave 

a.  it  Is  the  most  luxurious  in  appearance.  _  __i   i   

b.  The  Warp  yarns  pass  or  "float"  over  several  yarns  (at  least  four  yarns) 
before  interlacing  with  a  filling  yarn. _    _  j 

c.  More  warp  yarns  than  fillings  are  exposed  on  the  right  side  of  the 
fabric  producing  a  high  luster. 

d.  In  the  sateen  weave,  the  process  is  reversed  and  the  filling  yarns 
float. 

4.  knitted  weave 

a.  The  knitted  weave  makes  aoparel  serviceable,  absorbent  and  practical. 

b.  The  finished  fabric  *nay  be  constructed  of  one  strand  or  group  of  yams. 

c.  The  chain  of  loops  permits  the  fabric  to  "give"  or  "stretch"  In  both 
directions. 

d.  The  knitted  weave  is  especially  suited  for  underwear,  hosiery,  and 
outerwear. 
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E.    tabeling  Information 
1.  Legislation 

a.  Certain  facts  must  be  included  on  a  garment  label  by  the  mehufacturer 
as  mandated  by  law.. 

b.  The  Federal  Trade  Connissldri  enforces  garment  labeling  laws^ 

c.  B^tdilers  are  liable  for  tne  sale  of  any  mislabeled  or  unlabeled  mer- 
chandise. 

^-    All  labels,  tags,  or  other  means  of_identification  must  be  attached  to 

the  merchandise  when  it  is  sold  to  the  customer, 
e.    The  Federal  Trade  Cdmrriissibn  spot  chiecks  retail  stores: 

{1)    Checks  for  correct  labeling. 

(2)    Checks  the  statements  made  by  the  salesperson  about  the  fiber 
content  of  the  garrrwnt. 

(a)  The  salesperson  should  look  at  the  label  and  read  it  to  the 
custbmiBr  regardless  of  how  sure  the  salesperson  is  of  the 
fiber  content. 

(b)  The  salesperson  should  never  speculate  about  a  garment's  - 
fiber_content_and_shou1d  be  sure  of  all  Information  ne/she 
passes  along  to  the  customer  concerning  care,  quality,  and 
wearabil ity. 

2.    Appropriate  care  of  apparel  and  accessory  items 

a.  Care  instructions  found  gnlabelsshould^b  followed. 

b.  Facts  that  determine  a  textile  item's  washabllity  inrlude: 

i^J.    ^^aracleristics  of  individual  or  blends  of  fibers. 

(2)  Fabric  construction,  that  is  whether  loosely  woven  or  closely 
woven  or  l^nitted,  sturdy  or  delicate. 

(3)  The  colprfastness  of  dyes  in_laund^ 

(^)    Fabric  finishes  soch  as  durable  press,  soil  relr^ase,  water 
repellance,  etc. 

(5)    Garment  construction,  thatis  the  durability  of  stams  and  con- 
struction features.    Also  the  washability  of  interfacing,  linings, 
buttons,  and  trims. 


VI.    Fundamentals  of  Apparel  and  Accessories  Merchandising 

A.    The  Complete  Fashion  Look 

1.  The  inportance  of  accessorizing 

a.  Fashion  emphasizes  the  total  look  today  which  is  achieved  through 
accessories. 

b.  Some  accessories  are  always  fashion  depend  on  the 
fashion  focus  (example:    belts  become  Important  when  fsshions 
accentuate  the  wa istllne) : 

c.  ^>inciples  of  calor,  line,  detail^pattern  andfabric  texture  should 
all  be  considered  when  trying  to  achieve  a  "total  look". 

d.  Accessories  have  become  more  popular  in  the  last  tw^r.ty  years;  manur 
^'acturers  now  cpordiha teethes  garments. 

e.  Accessories  have  been  treated  as  Impulse  itemf;  In  the  past,  however 
now  they  are  merchandised  and  displayed  fpr_a  i' together  look". 

f.  Wprkin§_wpmen  have  less  time  to  shop,  therefore  accessories  and 
merchandise  should  be  located  together  and  salespeople  should  have  a 
work  ing  kn  owl  edge  of  c  oord  i na  t  i  on  tec  hn 1 ques .  

g.  When  the  economy  slows  down,  new  accessories  provide  a  less  expensive 
means  cf  updating  wardrobes. 

2.  Reasons  for  using  ^accessories 

a.  Flatter  an  outfit. 

b.  Camouf lage_f laws  in  the  figure. 

c.  Give  a  ' total  look' . 

d.  Give  a  new  look  to  an  old  outfit. 

e.  Express  Individuality. 
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Latest  Fashion  Trends 
1 .    Importance  of  trends 


a:    Fashion  trends  determine  the  types  and  the  (extent  accessories  will  be 
used.  -     :   _ 

b.  Fashion  trends  often  make. a  fashion  statement  end  accessories  help  to 
define  and  accentuate  a  statismcnt. 

c.  fpu  shbuld_fcnow_3Ssentia1s  about  fashionable  apparel  and  accessories 
merchandise  that  will  help  you  in  coordinating,  such  as: 

P.)  they  are  LoristrNCted:.:. 

(2)  The  materials  chey  are  made  from; 

(3)  The  proper  care  and  handling  of  the  inerchandise. 

•d.    Customers  depend  on  salespeople  for  information  on  fashion  trends  and 
assistance  in  interpreting  the  trends  to  achieve  a  "total  look". 

2.    R'Sies  for  6  jcessorlzing  besed  on  trends 

Se  creative;  accessories  can  make  a  smll  wardrobe  expand. 
O'se  understatement,  the  more  color  or  style  the  outfit  has,  the  fewer 
and  more  carefully  selected  the  accessories, 
^^ve  one  focal  point  In  a.costume  where  the  eye  travels  first. 
With  a  print  outfit. (dress,  suit,  coat),  use  solid-colored  accessories. 
Do  not  stick  with  old  rules  (when  fashionable,  pink  and  reds  can  be 
mixed) . 


PLANNING  NOTES 


a . 
b. 

c. 
d. 
e. 


Appropriateness  for  the  occasion 

1.    Factors  that  inflUehce  appropriateness 

a.    Most  fashionable  Items  at  the  moment  are  considered  apprdprlate. 


c. 


e. 


The  geographical  setting  of  ten  dete^^^  (fprmal  attire 

iP:a:large_city  settino  isimbre  acceptable  than  in  a_ rural  environment], 
ihe  climate  Influences  what  Is  appropriate  (a  football  gamiB  In  New  York 
City  and  a  game  in  Tampa^  Florida :WOuld_regujre_a  different  attire) . 
Ihe:age  groupand  socioeconomic  class  affects  appropriateness  (an  older, 
more  conservative  businessman  would  probably  expect  that  a  coat  and  tie 

worn  in  most  si tuatlpns] ,_ 
Personal  taste  always  affects  appropriateness. 

Traditional  guidelines 

a.  Appropriate  attire  fo*-  business  meetings  should  be  conservative. 

(1)  Women  should  wear: tailored,  dressy  two-piece  suits  and  men  should 
wear  suits  and  ties. 

(2)  Acceptable  fabrics  usually  Include  wools,  wool  blends,  broadcloth, 
cotton,  and  synthetics. 

(3)  Basic  colors  are  best,  except  when  fashlori  dictates  otherwise. 

b.  Appropriate  attire  for  formal  occasions  has  more  flair. 

(1)  Women  should  wear  long  or  short  evening  dresses  with  neckl Ines 
accentuatediandmen  shquld: wear  formal  attire  (tuxedo); 

(2)  The  most  acceptable  fabrics  Include  brocade,  velvet,  silk,  satin, 
chiffon,  faille,  arid  jersey. 

(3)  Apprgpriatecolprs  Include  black  and  shimmering  fabrics  for  women 
and  dark  suit  colors  with  neutral  shirt  and  tie  for  men. 

c.  Appropriate  attire  for  sports  events. 

(1)  Both  men  and  womeri  should  wear  clothlrig  with  simple  lines  and  that 
IS  well  fitting, to  allow  for  freedoir  of  action. 

(2)  Fabrics  should  be  washable  and  might  include  cotton,  poplin, 
chambray,  nylon  or  rayon  jersey. 

(3)  Colors  that  are  bright  and  exciting  are  always  acceptable. 


(SA-17) 

ECTIB  026-00-11] 
tCTIB  026-00-12] 


(SA-18j 
(SA-19j 

[CTIB  Q27-0Q-]]] 
[CTIB  027-00-U] 


Merchandise- Information 
17 


i 


STUDENT  ACTIVITIES 
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MERCHANDISL  INFORMATION  TOR  TASfilCN  MERCHANDiSING 


Reproduce  the  quiz  and  have  stucents  respond  to  the  questions.    Discuss  these  responses  in  ci^sS"  SA-) 

See  page  22 1 

What  Is  Color?:-  Show  filmstrip,  "Color  Concepts"  to  introdico  the  ■..nit.    This  is  avAilable  through  J.  C    Penney        SA- ' 

Consumer  Rtlfltions.  130]  A/enuc.of . the  Americas,  New. York,  N.Y.  10019;    Reproduce  the  dis- 
J'^.s^i?".  ^^^stions  X  page  ?4  and  have .  ^uden  ts_answer.  thesr  while  they  flre.vicwin;;  the  filmstrip.    After  thoy  have 
finished,  discuss  another  factor  (tGxture)_.thcit:affects>  color;    tmphasize  that  they  now  know  six  things  th:it  affect 
color.    This  filmstrip  introduce:  most  of  the  topics  cove'-oa  in  this  unit  on  color. 

^PioL.^/";j^Sii  .Provide  paper;  brushc-.,  paper  cups  of  i-ater,  paint  (ted,  yellow,  blue,  block  and  win-t^  only),  pow-  sa-.^ 
der..painl.wri  1. do, _and  magazines  (the  library  often  has  old  ones  or  you  can  «sk  the  students  to  bring  them  fro-r 
hgmej..    Encourage  the  students  to. be  original->to  think  of  their  own  personal  way  of  depicting  the  different  parts 
of  the  project.    Be  sure  td- explain  that  "true"  colors  won't  be  achieved  unless  they  ?re  working  with  artist  s 
paints;    Allow  one  day  fOr  planning,  two  days  for  the  color  wheel,  one  day  for  values  and  one  day  for  color  scheir-cs 
and  be  Sure  that  the  students  Understand  the  time  frame,  otherwise  this  project  can  take  too  long.  See  page  25. 

Warm  an^d  Cool  Colors:    Have  pieces  of  material  or  construction  paper  in  green,  yeliow-green  and  blue-g^eer.  (or  SA-4 
other  nues  of  your  choice).    Place  the:;-  ;     f  to  each  other  and_let  the  students  see  for  themselves  that  yellow- 
green  appears  warmer  than  green  and  that  r  ije-green  appears  the  coolest  of  the  three. 

£f f ec t  of  Co] or:    Reproduce  one.inUructioo.  sheet  for  each  student;    See  page  26;    Part  V.    Have  SA-5 
the  students  complete  and  tTien  discuss.  in_c  lass ,  noting  the .  simi  lari  t  ies .  in  crlor  choices.    Part  U:  Supply 
.^crap  material ,  colpred_paper,_foi  1  :buttons,.  yarn,  etc  :  (col  lage  materials),  scissors,  and  gUie.    Show  finished 
work  m  class  and.lei  the  students  try  CO.  guess  the.  words  selected.    This  provitles  an  opportunity  to  review  infor- 
mation as  you  discuss  the  merits  and  drawbacks  of  the  colors  selected. 

MixinnColorsL  _  Collect  twelve  sma!l  jars  (i.s.  baby  food  jars)  and  fill  three  with  water  and  add  food  coloring  SA-6 

to  make_one_red,  one  bli'ff,  and  one  yellow.    In  class,  mix  equal  amounts  of  the  above  colors  in  three  other  jars 

tg  create  the  secondary  colors.    Theti.  rr.ix  equal  amounts  ot  a  primary  and  a  secondary  color  in  the  last  six  jars 

to  create  the  intermediate  colors.    This  is  an  easy  and  fairly  dramatic  way  to  illustrate  how  these  colors  are 

fornied: 

Color  Schemes:    Use  a  flannf?l  board  color  wheel  to. i i lustrate . the  color,  schemes  and  the.placeroent.of  the: colors  SA-7 
°"  ^^.^^^?]-  J^^t  fashion  outf  its  from  magazines  to  i  l_lustrate__each  scheme.,  (students.relate:  to  them  better^  if 
^^^y.^^^.see  the  colors  put  together  into  an  outfit)  and  place  the  outfit  on  the  bulletin  board  as  each  scheme 
is  discussed, 

ConigJ emep t a r y  C p] or s :  _ n_ ] u s t r a te . c omp  1  e men t a r y  colors  by  preparing. a  sheet  on  which-you  have-Colored  three  circles  SA-8 
I" .  the  t hree _ p r  1  ma ry: c 0 1  Or . hi  t h  a  black  spot  in  the.  center  of  the:  three :  circles :    (See  page  27.)    Prepare  a  sepa- 
rate, white,  sheet,  of  paper  with  simply  the  one  large  black  tibt  in  the  center.    Have  the  students  stare  very  intently 
dt  the  black  spot  in  the. center  of  the  colored  circles  for  about  thirty  secunds  or  more,  then  shift  their  gaze  to 
the  lone  black  spot  on  the  other  page.    They  should  see  faint  after-images  around  the  spot  which  will  be  the  com- 
plements of  the  circles  on  the  first  page.    This  usually  impresses  the  students  and  convinces  them  that  complemen- 
tary colors  are  not  just  chosen  at  random. 

"y^e^s  t-^Col  ors " :    Ask  the  students  to  list  the  ir_  persona  ]  coloring  and  persona]  ity  type  on  a.  sheet  of  paper.  SA-9 
^      .  te T7  t¥eiii  tlia  t  during  the  next  three  days, .  they.shoyld.col  Icct.  fivcd  If  feren  t  fabric  swdtches  which  W()uld 
^^..^^"^^^  ^*-*"t  color  chojcesfpr  them_,  andjnpunt  them  on.the.page  which  contains  their  personal  colori'uj  idrr.tity; 
Finally,  .isk  them  to  list  the  colors  that  should  be  avoided. 

.^Plprs:    Prpvide  a  yarietyot  Si^arves  or  lengths  of  materials  In  the  di  t  f  oront  colors  On  the  color  whec'l  SA-1() 
<jncl  sotiie  neutrals  ( in  vary  irjg.va]  yes) .  _AsJc  .several,  students  with  very  different  persorial  Color  ihy  to  6tahd  in 
.front  of  the  class ,_  _DraPe  the  mater  ials  around  each  person '  s  shoul  ders  (one  color,  et  a  t  inx? ) : :  Have  the-cl.iss 
decide  which  students  look  best  in:each  of  tho  color?,;    The  class  will  enjoy  this  but  tnere  will  not  be  full 
agreement  on  the_ "best"  colors UsuaTty  the  consensus  will  chdOse  the  "correct"  person  and  color  and  ybu  can 
explain  the  "whys"  in  relation  to  each  person's  coloring; 

Color  and  the  Figure:    Reproduce  page  28  for  each  student  and  have  them  answer  in  class.    Discuss  answei's  in  class.  SA-H 

Textile  Fiber,  ^te ay e  an d  Kn_U_F  ile^:    See  page  30.  SA-i2 

Ma n^^e-F i^r^ :    See  pages  31  and  32.    Familiarize  students  with  infon/^tion.  SA-13 

Case  Study:    See  page  33.  SA-14 

Label ing: Information :    See. page  34.    Teacher.  Instructions:    Bring. ten  items  of  clothing  to  class  and  set  them  up  SA-15 

at  separate  points  around  the  dassroom.    Make  sure  the  clothing  items  have  labels  intact. 

Case  Study:    See  page  35.  SA-16 

Wardrobe  Plan:    See  page  36.  5A-17 

Wardrobe  Plan:    See  page  37.  SA-18 

C go r d i n a  t c d  -Ou 1 1 s :    Sec  page  38.  SA-^O 
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COLOR,  LINE  AND  DESiGN  -  INTRODUCTORY  QUI 2 
WHAT  is  ?OUR  CIQ? 
(Colcr  Inteli igence  Quotient) 

Color  1s  a  very  important  factor  in. our  lives^  but  we  see  it  around  us 
so  often  that  we  may  fail  to  look  at  tt  closely.    Listed  below  are 
some^^^questions  of  general  interest  about  color.    Check  your  CIQ  and 
see  how  many  you  can  answer. 

1.  What  color  do  most  men  like  best? 
What  color  do  most  women  like  best? 

2.  What  color  do  people  like  least  of  all? 

3.  What  kinds  of  colors  do  older  people  prefer? 
What  colors  do  children  under  six  like  most? 

4.  Name  a  cool  color*  a  warm  color,  an  exciting  color,  a  heavy  color 
a  subdued,  quiet  color,  a  light  color. 

5.  Do  colors  affect  the  way  we  feel  physically? 

Co  colors  affect  the  way  we  feel  psychologically? 

6.  What  Causes  a  rainbow? 

7.  What  color  can  be  seen  the  farthest  distance? 

8.  Does  the  color  of  a  car  affect  its  safety  on  the  road? 

9.  Why  are  the  walls  of  ah  operating  room  usually  painted  green? 
10.    How  many  colors  are  there? 

Prepared  by  the  Educational  and  Consumer  Relations  Department  of  the 
J.  C.  Penney  Company. 
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Men  prefer  blue;  women  prefer  reJ.    Reports  from  psychological 
tests  show  that  the  general  order  of  preference  for  colors  is 
blue,  red,  green,  violet,  orange,  and  yellow.    Some . say.  that  there 
is  no  significa;nt  difference  between  men  and  wdmeh  in  their  color 
preferences.    Most  writers  tend  to  agree  that  women  are  the  more 
fickle  in  their  choice  and  more  apt  than  men  to  change  their 
preference  with  the  fashion  trend. 

Yellow  appears  to  be  at  the  bottom  of  the  preference  list  for  most 
people^    One  study  reported  that  about  40%  of  its  subjects  expressed 
a  definite  dislike  for  yellow  while  less  than  10%  reported  such 
feelings  toward    red,  blue,  and  green. 

The  elderly  person  chooses  cheerful  hues  .n  subtle  combination;  the 
young  child  chooses  vivid,  pure  colors  -  likes  reds  best  and  blue 
least. 

Cool  color  -  green i  blue i  violet;  Warm  color  -  yellow,  orange,  red; 
Exciting  color  -  red,  red-purple;  Subdued  color  -  violet,  Dlue- 
vibleti  blue;  Light  color  -  white,  yellow. 

Studies  show  that  colors  do  have  a  physical  effect  on  people  - 
especially  red,  green,  and  blue  -    Red  excites  the  emotions,  quickens 
muscular  reactions,  makes  time  seem  to  drag.    Green  hasa  calming 
effect  and  slows  Muscular  response.    Blue  also  calms^  slows  muscular 
reaction  and  causes  a  person  to  underestimate  time. 

The  colors  surrounding  one  may  also  affect  one*s  moods. 

Refraction  of  light  causes  the  rainbow^  ah  arc  of  all  the  colors 
in  the  spectrum^  is  formed  opposite  the  sun  by  the  refraction  and 
reflection  of  the  sun's  rays  in  the  droplets  of  water  in  the  air. 
(rain,  sprays  or  mist) 

Yellow.    The  British  Color  Council  has  reported  that  yellow  has  the 
greatest  visibility.    Because  of  its  excellent  visibility,  yellow 
is  used  for  taxicabs,  school  buses,  children's  raincoats,  highway 
lines  and  signs. 

Yes.    Studies  at  UCLA  show  that  the  color  of  a  car  affects  driver 
judgments  of  distances:    At  206  feet,  some  colors  were  judged  up  to 
six  feet  closer  than  others.    Blue  and  yellow  seemed  closer,  gray 
seemed  farthest  away. 

To  prevent  the  after-image  from  hindering  the  surgeon's  work.  If 
the  walls  were  painted  white^  when  the  surgeon  looked  up  he  wpuid 
see  an  after  image  of  red  -  or  green  -  with  the  green  wall,  the 
after  image  does  hot  hinder  work  because  the  eye  adjusts  more  easily. 

Hundreds  of  thousands.    Business  and  industry  lists  over  500,000 
conmercially  different  colors. 
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WHAT  IS  COLOR? 

As  you  view  the  filmstn'p  "Color  Concepts",  answer  the  follc^wing 
questions: 

1.  Color  is  ,  because  without  it  we  cannot  see  color; 

2.  There  are  more  colors  in  a  than  in  a     jcket  of  paint. 

3v    What  five  things  affect  color? 

a. 

b. 
c. 
d. 
e. 

4.  How  does  colored  light  affect  the  colors  that  we  see? 

5.  do  warm  and  cool  colors  actually  put  out  different  amounts  of 
energy?  Explain. 


6.    From  class  discussion  determine  a  sixth  item  that  affects  color. 
What  is  it? 
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1.  Design  and  make  your  OWN  color  wheel  using  the  12  primary,  secondary, 
and  intermediate  colors.    Be  original  -  let  this  design  be  yours  and 
yours  alone. . .these  colors  can  be  shown  in  many  ways,  not  just  in 

the  traditional  wheel.    You  will  mix  your  own  paints  for  this  project, 
using  only  the  three  primary  colors.    You  may  expand  this  to  include 
the  values  (#2)  if  you  desire. 

2.  Select  one  color  and  make  a  chart,  showing^the  pure  color  and  five 
tints  and  five  shades  created  from  that  color.    Again,  be  original. 
Think  of  your  own  personal  way  to  depict  this  chart.    You  will_use 
the  one  color  chosen,  white  and  black  to  create  this  chart.  Remem- 
ber^ it  is  difficult  to  get  many  shades  from  a  dark  color  and  many 
tints  from  a  light  color. 

3.  Make  a  design  of  your  name  or  initials  and  color  this  design  in  one 
of  the  sixcolpr  schemes.    LABEL  THIS  DESIGN,  accordina  to  which 
color  scheme  it  represents  (under  the  labeU  write  the^'names  of  the 
hues  you  have  used,  in  case  there  is  a  question  by  your  instructor). 
You  must  mix  your  colors  for  this  design  from  the  three  primary 
colors. 

4.  Study  apparel  In  magazines  and  find  an  example  of  clothing  illustrat- 
ing   each  of  the  five  remaining  color  schemes  (you  may  omit  the 
scheme_used  in  Number  3) .  Cut  these  examples  out  and  glue  them  to 

a  sheet  of  papar.    Lj\BEL  each  example  according  to  the  scheme  it 
represents  and^  write  the*  names  of  the  hues  that  you  see  represehted. 

REMEMBER... YOU  WILL  BE  GRADED  ON  NEATNESS  AND  ORIGINALITY  (anyone  going 
into  the  fashion  world  as  a  career  ne ids  to  develop  their  originality 
as  much  as  possible). 

Your  rating  scale  is  follows: 

Completed  each  part  -  20  points 

Each  part  completed  correctly  -  50  points 

All  parts  completed  neatly  -  20  points 

Originality  shown  on  1,  2,  and  3    "  10  points 

100  points 

PROJECT  DUE 
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COLORS  CREATE  FEELI"'^ 

To  successful  ly  use  ahd_ appreciate  color  you  must:uriderstahd  it.  A 
person's  response  to  color  will  permit  him  to  feel_that_a  color  arrange- 
ment is  pleasing  and  satisfytng  or_other'wise. ^  In  the  following  exer- 
cises; you  will  have  the  opportuni ty_to  consider  the  psychological  or 
synfcdlic  effect  of  color  on  most  people. 

I.    Write  the  names  of  the  colors  that  best  describe  each  of  the 
following  words       phrases  in  the  blank  following  the  word.  Use 
only  the  six  primary  and  secondary  colors:  red,  orange,  yellow, 
green,  blue,  and  purple. 


1. 

Very  hot 

13. 

Sad 

2. 

Fast  moving 

14. 

Very  old 

3. 

Irritating 

15. 

Quiet 

4. 

Bold 

(6. 

Slow 

5. 

Daylight   

17. 

Young  

6. 

Loud 

18. 

Exc  i  ting 

7. 

Very  cold   ^ 

19. 

Lively 

8. 

Light 

20. 

Happy 

9. 

Stable 

21. 

Purity 

10. 

Dignified 

22. 

Greed 

11. 

Soothing 

23. 

Sickness 

n. 

Heavy 

24. 

Conservative 

II.    Select  a  word  that  describes  an  emotion  (sad,  happy,  rage,  etc.)  and 
depict  this_word  through  the  use  of  color  only.    Use  collage  materi- 
als in  the  classroom  or  bring  your  own  to  class. Write  the  word 
that  you  have  selected  on  the  back  of  the  paper  on  which  ^ou  have 
constructed  your  collage. 
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COL0R  AND  THE  H6URE 

Some  colors  grow  oo  you— literally.    White_ahci  all  the  pale  pastels 
catch  and  reflect  light, _making  the  areas  they  cover  look  larger. 
Black  and  all  the  dark  colors  appear  to  recede,  because  they  absorb 
light.    Therefore  they  appear  to  reduce  size.    Cool  colors  also  appear 
to  reduce  size_usual1y,  while  warm  colors  seem  to  increase  size.  Con- 
trasting colors  shorten  while  solids  appear  to  add  length,  Therefore, 
judicious  use  of  color  can  help  de-emphasize  figure  problems. 

Circle  the  letter  of  the  outfits  below  that  you  think  are  right  for 
the  figure  type  mentioned: 

1.  A  top-heavy  girl  should  wear: 

a.  a  green  shift  with  d_white  yoke  and  short  sleeves. 

b.  a  navy  sweater,  red  plaid  skirt. 

c.  an  orange  checked  shirt  and  brown  jeans. 

2.  A  "hippy"  girl  should  wear: 

a.    a  yellow  turtleneck  sweater  and  a  gray  A-lihe  skirt. 

b:    a  red  sheath,  with  a  red  plaid  belt. 

c.    a  navy  and  white  striped  tee  shirt  and  white  pants. 

3.  A  heavy  male  should  wear: 

a.  a  light  blue  leather  jacket^  whfte  shirt  and  light  blue  pants. 

b.  red  plaid  shirt  and  red  jeans. 

c.  a  single  breasted  brass  buttoned  navy  sports  coat,  dark  grey 
trousers. 

4.  A  bony  featherweight  girl  should  wear: 

a.  a  white  blazer,  navy  pleated  skirt. 

b.  a  clingy    black  sheath  dress. 

c.  a  bronze  corduroy  pantsuit  with  chocolate  shirt. 

5.  A  short  male,  wishing  to  appear  taller  should  wear: 

a.  brown  and  beige  plaid  pants  and  vest,  beige  sport  coat,  yellow 
tie. 

b.  grey  suit  with  vest,  white  shirt,  maroon  paisley  print  tie. 

c.  light  blue  pants,  white  shirt,  navy  blazer. 
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KtY: 

1.  b 

2.  a 

3.  c 

4.  a  or  c 

5.  b 

This  is  why: 

1.  b  is  right  because  the  dark  tops  and  vivid  skirt  appear  to  readjust 
her_proportions.    a  is  wrong  because  the  white  yoke  emp'iasizes  her 
bosom,    c  should  be  reversed  since  hers  is  the  ideal  figure  for 
bright  pants  with  tame  tops. 

2.  a  is  right  because  she  needs  light  at  the  top  and  everything  below 
the  waist  de-emphasized,    b  is  wrong  because  the  sheath  and  belt 
emphasize  the  hips,    c  is  wrong  because  she  needs  dark  to  medium 
colors. 

3.  c  is  the  perfect  suit  for  him— all  a  dark  color  and  the  buttons 
provide  the  necessary  vertical  line,    a  is  wrong  because  there  Is 
too  much  contrast  and  leather  adds  too  much  bulk,    b  is  wrong  be- 
cause red  tends  to  enlarge  an  area. 

4.  a  is  right  because  the  light  top  balanced  by  the  pleated  skirt  adds 
width  all  over,    b  is  wrong  because  the  black  dress  will_make  her 
look  skinnier,    c  Is  rightbecause  the  corduroy  has  the  depth  and 
dimension  she  needs  as  Well  as  a  positive  color. 

5.  b  TS  right  because_the_so1id  color  along  the  entire  length  of  the 
body  appears  to  add  length  to  his  body,    a  and  c  tend  to  shorten 
because  of  the  contrasting  colors. 
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TEXTILE  FIBER,  WEAVE  AND  KNIT  FILE 


Teacher  Instruct jons:    During  the  discassion  of  textiles,  students  should 
complete  a  textile  fiber,  weave  and  knit  file.    The  file  will  consist  of 
index  cards  with  fabric  samples.    The  samples  will  be  obtained  when  visit- 
ing a  fabric  store.    The  student  should  explain  to  the  fabric  store  mana- 
ger that  he/she  is  studying  textiles  in  class  and  needs  sample  swatches 
to  ciDmplete  a  textile  fiber,  weave  and  knit  file. 

Student  Instructioas: 


1 


A  swatch  of  the  following  fabrics,  weaves  and  knits  should  be 
obtained; 


twill  weave 
satin  weave 
warp  knitting 
weft  knitting 


a . 
b. 
c . 
d. 


a.  100%  cotton  f. 

b.  100%  linen  g, 

c.  100%  silk  h, 

d.  100%  wool  i. 

e.  plain  weave 

Mo'jnt  each  fabric  sample  on  a  separate  index  card.    Provide  the 
following  information  on  each  fiber  under  t^^  sample. 

Fiber  content 
Fiber  characteristics 
Special  care  instructions 
Any  special  finishes  applied  to  the  fabric 

3.  Mount  each  weave  and  knit  sample  on  a  separate  index  card.  Provide 
the  following  information  on  each  weave  and  knit  under  the  sample. 

a.  Weave  or  knit  name 

b.  Fiber  content 

c.  Weave  or  knit  characteristics. 

4.  You  will  be  graded  on: 

a.  Completeness  of  project 

b.  How  well  directions  were  followed 

c.  Use  made  of  class  time 

d.  Neatness 
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CASE  STUDY 


Stiiderit  Ihstructiohs:    Read  the  fblliDwihg  case  study  and  consider  the 
advantages  and  disadvantages  of  cotton  and  polyester  and  write  the 
recommendation  you  would  make  to  the  customer. 

You  are  a  sales  associate  in  the  men's  department  at  togan's  Department 
Store.    A  customer  asks  your  opinion  about  which  shirt  to  buy.    He  needs 
dress  shirts  foriworfc.    He  is  required  to  wear  a  coat  and_tie  to  the 
office.    He  is  also  a  bachelor  who  sends  his  shirts  to  the  laundry  for 
cleaning.    Re  must  decide  between  a  shirt  of  100%  cotton  or  65%  polyester 
and  35%  cotton  blend. 


KEY: 

Cotton  -  Advantages:    cool ,_comfortable,  longwearing,  launders  easily 
Disadvantages:    wrinkles  easily  and  requires  ironing,  shrinks 
after  first  washing 

Polyester  -  Advantages:    very  wrinkle  resistant  therefore  requires  little 

ironing,  resists  shrinkage,  launders  easily, 
drapes  well 

Disadvantages:    absorbs  little  moisture  therefore  is  a  hotter 
fabric 

Because  the  customer  must  wear  a  coat  and  tie  to  the  office,  coolness 
would  be  an  important  factor.    The  cotton  shirt  would  be  the  cooler  of 
the  two  choices.    The  biggest  disadvantage  of  the  cotton  shirt. is  that 
it  must  be  ironed  after  washing,    this  does  not  present  a  problem  to 
the  customer  because  he  sends  his  shirts  to  the  laundry.    He  may  choose 
to  cut  down  on  his  laundry  bill  by  doing  his  own  shirts.    In  this  case 
he  would  find  the  polye:ter/cotton  blend  shirt  easier  to  launder  because 
it  requires  less  ironing. 
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LABELING  INFORMATION 


Examine  10  clothing  items. that  are  set  up  at  various  points  ih  the 
classroom.    Read  the  labels  that  describe  the  fiber  content  and  care 
requirements.    Using  information  from  the  label  and  informa:ion  you 
have  learned  in  class  complete  the  following  chart. 


Csn^hiho  Ttpm 

r  lucr  Loncciix, 

Lare  inbtructions 

1 . 

.  

2. 

3^                        _  _ 

4. 

-----    :  :  :  : :  ^  I  z  - —   , 



5: 

6.  

7_  - 

8^ 

-9. 

0. 

— ■  ■  — 
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You  are  to  play  the  part_of  a  fashion  buyer  who  has_just  redesigned 
hi s/her  department  in  order  to  better  merchandiseaccessories  to  achieve 
the  "total  look".    The  accessories  department  as  a  separate  entity,  has 
been  el iminated  and  incorporated  into  the  other  appropriate  departments 
within  the  store. 

Choose  either  a  men's  or  women's  department  and  prepare  a  written  re- 
port to  your  salespeople  concerning  your  reasons  for  incorporating  your 
accessories  department  into  the  ready-to-wear  departments.  Stress 
benefits  to  the  customer,  to  salespeople,  and  to  the  company. 
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WARDROBE  PLAN 


Look  through  several  magazines  and  newspapers  and  take  note  of  the  styles 
worn.    What  trends  do  you  notice?    Write  a  paragraph  about  these  overall 
trends. 

Design  one  tot 2I ly  coordinated  wardrobe  plan ^  choosing  either  nier/s  or 
women's  clothes.    Include  at  least  one  item  in  each  category. 

1;  Sleepwear 

2.  Business  attire:    men's  -  suit,  shirt,  and  odd  pair  of  pants 

women ' s  -  suit  or  dress 

3.  Outerwear;    coat,  scarf,  two  styles  of  hats,  gloves,  umbrellas 

4.  Casual:    pants  or  slacks,  shirt  or  blouse,  jacket 

5.  After-five:    men's  -  tuxedo  or  dress  suit,  dress  shirty  jewelry 

women's  -  long  or  cocktail  dress,  handbag,  jewelry 
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^^loose  three  different  seasonal  outfits  for  yd.jrself:    one  for  a  business 
Olfeting,  one  for  attending  a  wedding,  and  cne  for  a  sports  event.  You 
"iay:.use  pictures,  in  magazines,  catalogs,  or  newspapers,  or  you  can  sketch 
or  photograph  actuaLgannehts .    Put  each  outfit  on  a  separate  page  and 
accc-ssonze  each  outfit  on  that  page,    hist  all  accessories  ycu  used  on 
the  back  of  each  page.    Choose  a  variety  of  accessories  to  compliment 
each  outfit  using  principles  of  color,  line,  detail,  pattern  and  fabric 
texture  to  make  you  a  more  attractive  person. 
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COORDINATED  OUTFITS 


.  Using.a  fashion. magazine  (Hen's  Wear,  Glamor^  Vogue >  Ebony-.  Women ' s 
Wear  Daily)    cut  out  vhree  pictures  of  coordinated  outfvts  -  one  man ' s , 
one  woman' Si  and  one  child's.    Place  each  one  on  a  separate  paper. 
Then,  describe  how  each  coordinated  look  was  achieved  using  the  princi- 
ples of  color»  line,  and  design,    in  addition,  list  three  occasions  to 
which  it  would  be  appropriate  to  wear  each  outfit. 
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Unit  III  -  Merchandise  Information 
HO-1    What  Hakes  Color 

HO-2    Values  of  Eblor  -^A^number-Of  transparencies  and  duplicating  masters 

can  be  found  in  Color-in-: 
HO-3    Psychological  Reactions  to  Color 

Hd-4    Know  Your  Colors  -  Color  In  Display,  Transparency  1  and  Duplicating 

MasterlA.  _  :  i 

HO-5    Color  Schemes  -  Color  In  Display,  Transparency  3,  Duplicating 

Master  3A 
HQ-6    Colors  Influence  on  Fashion 
HO-7    Five  Basic  Figure  Types 
HO-8    Line  In  Clothing 
HO-9    Natural  Fibers 


TM-1  Monochromatic  -  Colori-In  SispTay:  -  TM-3,  dm*,  3A,  3B 

TM-2  Analogies  -  Calor  In  Display  -  TM-3  v  dm,  3A,  3B 

TM-3  Complementary  -Color  InDisplay-  TM-3i  dm,_3A,  3B  :j 

TM-4  Split  Complementary  -  Color  In  Display  -  TH-3,  dm,  3A,  3B 

TM-5  Double  Complementary  -  Color  In  Display  -  TM-3,  dm,  3A,  3B 

TM-6  Triadic  -  Cxx-lx)j^-J:p-nispJay-  -  TM-3,  dm,  3A,  3B 

TM-7  Achromatic 

TM-8  Vertical  Lines 

TM-9  Horizontal  Lines 

TM-10  Diagonal  Lines 

TM-11  Curved  Lines 


*  dm  -  indicates  duplicating  master 
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WHAT  MAKES  eGLGR 


Host  of  the  colors  we  see  are  reflected  from  the  surface  of 
objects.    Surface  color  depends  upon  the  pigments  1n  the  surface, 
i^hen  light  rays  strike  an  object,  some  rays  are  ref  > .  cted,  but  ethers 
are  absorbed  or  trapped-    This  brings  about  color  by  absorption. 


*Almost  all  the  rays  of  white  light 
falling  on  the  white  surface  are 
being  reflected. 


*The  gray  surface  is  afe^rtoi^ 
a  little  bit  of  all  rays 
and  therefore  appears  to  be 
darker  than  the  white  object. 


*The  black  object  is  absorbing  almost  all 
rays.    White,  gray,  and  black  are  colorless  or 
ne4itra4 .    The  only  difference  between  them  is 
one  of  brightness,  which  is  due  to  the  difference 
in  the  amount  of  light  reflected. 


•3        i^l;    '      ,  'i'^^T*^ 


A  cdlf^r  is  seen  when  all  the  rays  of  white  light  are  absorbed  except 
one.    That  one  is  reflected  and  that  is  the  color  seen. 


*  technically  black,  white  and  gray  are  not  colors. 
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PSYCHOLOGIC  a  REACTIONS  TO  COLOR 


•  Tempera tare:    Colors  have  a  temperature  value.    To  the  spectrum  the 
short  wave  length  hues  of  blue  and  blue-violet  are  cooler  in  temperature 
than  of  orange  and  red. 

a.  The  reason  for: this  is  physical,  beeause.it  is  known  that  the 
lighter  the  color  tone,  the  more  the  son/ s  rays  are  reflected; 
while  the  darker  the  shades,  the  less  the  sun's  rays  are 
reflected,  and  the  surface  will  absorb  most  of  the  heat. 

b.  Because  of  this  we  may  dislike  a  brilliant  red  dress  on  a  hot 
day,  but  react  fav^^ably  to  a  warm  red  winter  coat. 

Weight :  Dark  hues  and  dark  values  appear  to  have  more  weight  than  light 
hues  and  values. 

a.  It  is  more  asual  to  see  a  dark  skirt  worn  w'th  a  lightor  blouse. 

b.  Because  dark  colors  appear  heavy,  the  extremely  over-weiv^ht 
person  would  be  v'^'se  to  avoid  an  all -black  costume.  The 
completely  dark  costume  adds  to  the  impression  of  solidity  and 
weight. 

Motion :    Warm  C'^'lorss  particularly  in  bright  Intensities,  give  activity 
and  sparkle  to  a  costume  because  they  seem  to  move  forward.    Because  of 
this  they  are  called  advancing  colors.    Cool  colors  and  colors  of  low  in- 
tensity seem  tc  h^ive  less  activity  or  actually  seem  to  retreat. 

a.  A  person  desiring  to  reduce  th^ir  size  should  select  receeoing 
colors  for  costumes. 

b.  The  activity  suggested  by  color^  of  strong  intensity  makes  them 
more  acceptable  in  sports  or:  fc  -^ial  clothing,  while  the  restraint 
of  low  intensity  and  dark  values  is  more  appropriate  for  tailored 
street  or  travel  wear. 

Age:    Certain  values,  intensities,  and  hues  appear  either  old  or  young. 

a.  Dark  and  dull  cdlbrs^which  are  quiet  and  conservative  are  thought 
of  as  old.    bight,  clear,  bright  colors  are  associated  v. It'i  rne 
Vfgor  and  activity  of  youth. 

b.  Cool  colors  seem  older  than  warm  colors. 

c.  The  use  of  all  black  accessories  with  a  costume  increa^^es  its 
apparent  severity  or  maturity,  whereas  white  acces':jries  may  add 
a  fresh  youthful  note  to  the  costume. 
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PSYeROLOGiCAL  REACTIONS  TO  COLOR 


Co-^nr  IS  symbol  ic  of  our  feel  ings.  and  emotions.    It  causes  an  en.'  tibnal 
experience.    People  react  to  it^.have  definite  attitudes  tov^  They 
can  be  attracted  to.  it^  or : repel  led : by  it.    Very  few  people  ar.  neutral 
in  their  feelings  about  colors;  their  personal  preferences  often  reveal 
their  personalities. 

1.  -Red-  IS  the  oldest  and  strongest  color  and  the  greatest  stimulator  of  o'jr 
emotions . 

a.  It  expresses  blood,  war^  rage ^  fierceness ^  hate^  anger  and  sin; 
yet  it  suggests  love^  beauty, happiness,  and  cheerfulness.  It 
is  contradictory  in  nature.    Children  love  toys  painted  red; 
yet  the  matador  uses  a  red  cape  to  incite  the  anger  of  the  bull 
he  is  trying  to  kill.    Red  is  associated  w'-'h  sin  as  ''scarlet 
woman"  indicates,  but  it  is  also  associ^T      with  holiness  for 
It       used  extensively  in  the  vestry  of  ttie  church.  : Because  of 
its  diverse  n^-t'ire,  it  is  one  of  our  most  popular  colors. 

b.  Prti  v:^  bGl-",  aggressive,  warm,  e  jiting,  and  may  seem  crude  an 
ooyioo:.  Red-violet  is  exciting,  mysterious,  warm  irritating. 
Red-ora;iye  is  strong,  warm,  advancing,  bold  and  demanding. 

1^^  most  compel lingiiof-aTJ-col-Qrs-^n-emQtionaT^  red 
syfT^bol  ^?es  valor ,  ardor ,  love,  energy,  fire,  danger,  enthusiasm, 
vigor,  aggressiveness  and  heat.    On  the  bad  side^  red  also 
symbolizes  evil  (the  devil  ispicturediwith  a  red  suit), 
crueUy,  wrath,  and  sin  (the  Church  relates  sin  to  the  devil  or 
Satan).    A  favorite  expression  in  religious  usage  is,  "though 
your  sins  be  as  scarlet  ..." 


le  wMo  prefer  rpd  are  inventors  and  innovators;  they  have 
lots  of  energy  and  are  sexy. 

2.  Blue 

a.  Blue  is  a  cool ,  modest  color  emblematic  of  di^inj-ty ,  faondr ,  and 
truth.    Its  qualities  are  retreating  as  it  suggests  despondency  or 
loneliness  oftf:n  referred  to  as  the  "blues." 

b.  Blue  is  .  'd,  peaceful ,  reserved ,  conservative,  and  quiet.  Blue- 
violet  is  i^served,  cold,  mature^  and  may  be  melancholy  and 
depressing.    Blue-greeri  is  reserved,  cool,  pleasant,  and  quiet. 

c.  Blue  is  the  favorite  color  of  all  males.    It  symbolizes  truth, 
wisdom*  divinity,  eternity,  and  human  immortality.    Blue  symbolizes 
the  heavens  and  etheraLvalueSi  It  also  denotes  coolhess,  cold, 

ice ,  chil 1 ^  and  peaceful  composure .    On  the  bad  side,  blue  may 
denote  dark  or  evil  mood^ ,  ciepression,  c:nd  despondency. 

d.  "Blue  people" : tend  to  be  conservative  and  are  a  calming  influence. 
They  are  usually  the  people  in  the  executive  suite;  the  achievers. 
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3.  -Yea4^v» 

a.  Yellow  also  has  a  dual  personal i ty  as  it . suggests  1 ight,  glory , 
wisdom,  gold  and  wealth;  while  green-yellow  is  associated  with 
disease,  cowardice*  jealousy^  and  envy. 

b.  Yellow  IS  happy,  warm,  cheerful,  rich,  and  friendly.:  Yellow- 
orange  is  sparkling,  gay,  lively,  warm,  cheerful  and  friendV 

c.  The  lightest  of  the. colors,  it  symbolizes  brightness,  the  sun,  - 
purity,  unity,  warmth,  and  is  a  close  cousin. tO:  gold,  the  symbol 
of  wealth.    Yellow  signifies, divine  love  ,  enl ightenment ,  and 
understanding.    In  China,  yellow  is  the  favorite  color  and 
stands  for  the  majesty  and  supremacy  of  the  Imperial  palace. 
Orientals  regard  orange  as  a  modified  yellow.    Yellow  has 

bad  or  evil  rnnnotcicions  also  -  meanness,  treason,  cdWdrdice, 
and  deceit.      A  yellow  streak  down  his  back"  -  this  ^/xj^ssion 
illustrates  such  sinister  symbolism. 

d.  Individuals  refer  yellow  tend  to  be  intelle: v^ol: .  or 
"loners."          .e  who  prefer  brown,  a  shade  of  y.  -orange, 
are  solid,  down  to  earth  types,  who  make  good  spouses. 

4.  Green 

a .  Green  has  qualities  of  both  yellow  and  blue  but  is^  rmt^ai 
extreme  as  either.    It  is  restful  tathe-eyES  and  nerves  and 
it  symbolizes  spring,  youths ii^pfiTTiess,  prosperity,  and 
tranquility, 

b.  Green  is  g u i^ t ^ipeace^i^ serene- and- frienc^i^  Yellow-green 
is  cheerful ,  friendly ,  sparkling,  and  warm.    Blue-green  is 
reserved,  cool,  pleasant,  and  quiet. 

c.  GloseTy  all  led  with  Blue,  green  has  similar  signifi'  >nce  and 
t.  ditional  symbolism.    Green  is  the  color  of  nature,  and  it 
de:  otes  life,  freshness,  rebirth,  or  renewal  of  life,  coolness, 
quietness  and  relaxation.    Green  has  long  been  a  favorite 
color  of  the  interior  decorator  because  of  the  forefjoing 
symbols.    Bn  the  evil  slde^^een-denotes^ea^xmsy,  rot, 
spoila^e^ -and  impurity. 

d.  Individuals  who  prefer  green  are  usually  agreeable  and  steady, 
and  have  the  ability  to  get  things  done. 

5.  Violet  (Purple) 

a.  Purple  suggests  regality,  sorrow,  sadness,  wearinesSi  or 
solemity.    The  lighter  tints  represent  a  ferai.rine  delicacy 
often  associated  with  drifting  od^^s  of  perfume.  Varying 
shades  and  tints  of  purple  are  becoming  to  older  people  with 
gray  hair. 

b.  Violet  is  dignified,  regal,  cold,  domineerinc,  or  depressing, 
and  mysterious.    Blue-violet  is  reserved,  cold,  mature  and  may 
be  melancholy  and  depressing.    Red-violet  is  exciting, 
mysterious,  warm  and  irritating. 
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c.  The  ancients. always  regarded  purple  as  the  color  of  royalty  and 
wealtn,  chiefly  because  it  was  in  short  supply,  and  therefore 
expensive  to  purchase;    Purple  also  symbolizes  dignity, 
divinity,  and  combined  love  and  wisdom.  .  .(the  chorch's 

main  emphasis)  since  purple  is  a  mixture  of  red  (love)  and 
blue  (v;isdom);    Purple  may  mean: mourning :  and  in  fa':hion 
there  is  a  tendency  for  this  color  to  be  associated  with  old 
age  or  maturity. 

d.  Individuals  who  prefer  purple  are  often  impractical,  and  usually 
charming  and  Self-satisfied.    "Purple  people"  oive  the  best 
parties. 


6.  Orance 


a.  Orange  is  1 ively,  cheerful ,  vivacious,  more  youthful  and  less 
aggressive  than  red.    Red-orange  is  strong,  warm,  advancing, 
bold,  and  demanding.    Yellow-orange  is  sparkling,  qav,  lively 
warm,  and  cheerful.  y'  y  J''  "veiy, 

b.  "Orange  people"  are  delightful  people  who  are  very  undependable. 
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COLOR'S  INFLUENCE  ON  FASHION 


When  choosing  the  best  colors  for  an  individual  you  have  a  color  to 
start  with,  .  .  their  skin  color  tone,  their  hair  color,  and  their  eye  eol-^". 
You  rrjst  also  consider  their  figure  and  personality  type,  and  even  the 
occasion  for  which  the  outfit  is  to  be  worn. 

Because  skin  tone  is  respdhsive  to  coloring  placed  next  to  it,  selec- 
tidhs  of  becoming  cdldrs  should  be  made  for  specific  complexion  types. 
When  an  agreeable  choice  of  colors  is  made  in  an  outfit,  the  skin  tone  comes 
alive  and  the  individual  has  a  healthy  glow  which  is  necessary  for  an 
attractive  appearance.    On  the  othrir  hand,  a  bad  choice  of  colors  results 
in  a  faded-out  or  subdued  skin  tone.    Highlighting  the  hair  and  eyes  can 
be  done  with  the  choice  of  the  proper  colors ^  as  long  as  they  are  also 
right  with  the  skin  tone.    When  ever  there  is  a  conflict  between  skin  tone 
and/or  eye  and  hair  color,  always  cbmpiemerit  skin  tone. 

Well  chosen  vivid  coldrs  cari  enrich  the  facial  tone. i  Vivid  hye^  ^re 
mdstj becoming  td  the  slender,  well  propdrtidbed  figure.    Stout  people 
should  avoid  intense  bright  colors ,  especially  in  the  advancing  hues  (they 
may  wear  warm,  subdued  tones) .    Vivid  hues  tend  to  increase  size,  and  make 
the  figure  lines  more  noticeable.    A  very  slender  figure ,  by  means  of 
garment  style  may  conceal  the  angularity  of  body  line^  and  appear  slightly 
larger  inbright  hues  without  over  accenting  the  silhouette.    Vivid  hues 
are  usually  warm,  aggressive,  -^rid  advancing.    They  should  be  selected  with 
care  by_even  those  for  whom  they  are  most  becoming  (the  darker  skin  tones, 
with  darker  hair  andeye  color).    Vivid  tones  are  appropriate  for  the 
outgoing,  vivacious  personality.  .  .  never  lose  individuality  and  personal- 
ity with  a  poor  color  selection. 

Cool  colors  flatter  almost  all  figures.    Cool  colors  are  receding  and 
make  forms  appear  smaller.    They  not  only  affect  figure  proportions ^  but 
soften  the  figure  silhouette.    Heavy  individuals  are  much  less  self- 
conscious  dressed  In  pleasing  hues  fdr  their  figure  type  in  values  from 
cool  hues.    The  demure  person  is  usually  more  comfortable  in  cool  tones. 

Light  values  (by  means  of  reflective  qualities)  tend  td  lighten^ 
animate  and  increase  the  natural  face  coloring.    Light  color  values  in 
garme^^^.s  appear  to  increase  the  figure  size.    Therefore  they  are  a  better 
choice  for  the  slender  person  rather  than  the  heavy  one. 

Bark  values  are  opposite  in_effect  from  light  values.    They  absorb 
the  light  rays,  appear  to  drain  the  natural  colors  from  the  face,  and  are 
especially  good  for  those  individuals  who  have  a  high,  vivid  facial 
coloring.    The  too  slender  figure  should  avoid  dark  values^  because  they 
are  slenderizing.    At  times  a  small  amdunt  df  dark  coldring  in  an  accessory 
may  repeat  eye  or  hair  tdne  and  provide  the  prdper  emphasis  fdr  some 
individuals  in  their  choices  of  wearing  light,  bright  or  neutral  tones. 

An  individual  shduld  have  vivid  facial  cdldrihgi  if  they  chddse  to 
wear  black  nea'^  the  face,  as  it  drains  the  color  from  the  face.:  Colorful 
blonds  success  ully  wear  black  as  do  brunettes  with  a  fair  or  glowing 
complexion.    Slack  skins  should  avoid  black  because  there  is  li^^le 
;:ontra3t,  hence  interest,  in  the  total  look.    Black  should  not  be  worn 
by  persons  with  a  pale  or  yel'Sowish  skin  tone.    Black  appears  to  decrease 
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size,  so  is  good  for  the  large  figure  (but  because  of  qualities  mentioned 
above,  it  is  usually  best  to  place  a  lighter  color  around  the  face). 

Whites  of  all  light  tones  the  greatest  degree. 

Therefore,  it  helps  in  illuminating  the  face  and  is  quite  flatterihgto 
most  skin  tones.    Persons  with  ruddy  coloring  as  well  as  ver>  dark  skin  do 
not  wcc^*^  white  successfully  because  of  too  much  contrast.    Wnite  appears 
to  increase  the  figure  propbrtibh,  f.id  should  be  avolcied  by  the  person 
with  a  large  frame.    White  appears  cool  and  refreshing,  and  is  especially 
appealing  in  the  summer  months. 

Finally,  remember  the  rules  of  the  color  wheel  and  color  schemes. 
Eomplementary  colors  intensify  each  other.    Therefore  red  hair  is  -Flattered 
by  green,  and  blonds  appear  more  blond  when  wearing  lavender.    By  tr: 
same  rule,  ruddy  skin  tones  are  intensified  by  wearing  green,  and  sallow 
complexions  are  further  "yellowed"  by  purple,  and  the  person  with  blue 
undertones  in  their  skin  should  avoid  orange. 

The  challenging  part  of  choosing  the  best  color  for  an  individual  is 
the  interplay  of  the  following  parts: 

1.  Figure  type 

2.  Skin  color 

3.  Hair  color 

4.  Eye  color 

5.  Personal ity 

6.  Occasion 


The  best  color  choice  for  the  person  with_dark  hair  and  skin  tone,  might 
not  be_best,  when  the  figure  is  heavy  or  the  personality_demure.  The 
dark,  small  frarned  person  who  works  in  a  bank  also  has  opposing  color 
choices  to  consider.    Accept  the  challenge,  however  and  you  will  have 
the  satisfaction  of  achieving  a  well-planned,  flattering  total  fashion 
color  "look". 
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LINE  IN  CLOTHING 


Lines  can  be  used  in  garments  to  make  a  person  look  taller^  shorter, 
heavier  or  thinner.    Lines,  and  "the  illusions  they  create,  can  make  hips 
look  large  or  small ,  shoulders  bread  or  narrow  and  waists  look  thick  or 
thin.    The  el'fects  that  'ines  produce  are  related  to  other  factors  such 
as: 

the  shape  of  the  body 
color  and  texture 

degree  of  contrast  (so  that  lines  are  noticed) 
comparison  of  adjacent  shapes 
the  effect  the  viewer  expects 

There  are  two  kinds  of  lines  —  straight  and  curved.    Straight  lines 
have  three  directions       vertical ,   horizontal ,   or  diagonal.  Gurved 
lines  may  be  restrained  (soft,  flattering)  or  full. 

Straight  lines  result  in  more  formal  ormore  tailored  clothes,  often 
with  a  masculine  feel .    The  single  vertical  line  usually  lengthens  the 
body  and  makes  it  appear  more  narrow,  because  the_1ine  leads  the  eye  up  and 
down  the  body.    H^we^'er,  when  vertical  lines  are  repeated  in  quantity,  the 
eye  begins  to  meast^re  width  (which  adds  width  to  the  body)  unless  the 
multiple  vertical  lines  are  small  and  spaced  closely  together.  Horizontal 
lines  usually  add  width  and  shorten. the  body,  because  they  carry  the  eye 
across.    Just  as  repeated  vertical  lines  add  width,  some  horizontal  line 
spacing  produces  the  illusion  of  length  when  the  space  between  lin^s  is 
increased.    Diagonal  lines  assume  the  characteristic  of  the  vertical  or 
hdrizontaKline  as  the  degree  of  slant  approaches  each  extreme.    The  use 
of  the  diagonal  line  is  usually  very  pleasing  in  clothing,  and  is  one 
of  the  best  lines  touse  when  trying  to  camouflage  poorly  proportioned 
parts  of  the  body.    It  it  usually  considered  slimming  since  the  vertical 
diagonal  is  most  often  used. 

Curved  lines  follow  the  contour  of  the  body  and  are  usually  flattering 
to  the  feminine  figure.    They  are  informal  and  soft.    As  the  curved  line 
becomes  exaggerated  it  may  be_edSily  overdone  in  a  design.    The  restrained 
curve  will  usually  flatter  a  pluiiip  figure,  while  extreme  curves  will  add 
the  illusion  of  even  more  fullness. 

Lines  are  emphasized  by  both  repetition  and  contrast   isuch  as 
piping  along  the  waist  line  in  a  contrasting  color).    ^^ t  all  internal 
structural  lines  are  noticeable  because  of  lack  of  eontr- n  or  emphasis. 
Internal  lines  may  not  be  seen  on  printed  or  very  dark  fabrics.    On  the 
other  hand,  line  is  emphasized  by  hue  or  value  contrast.    Emphasis  of 
line  in  a  garment  is  important,  becausp  the  lines  that  are  emphasized 
are  the  lines  that  determine  which  illusion  is  created. 
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Fabric  Types 


Broadcloth,  Xhambray, 
Chintz, .Corduroy,  . 
Denifii,  Percale,  Pique', 
Seersacl(er,  Terryclotli, 
Organdy,  Velveteen, 
m,  etc. 


Damask,  Crash  hand- 
kerchief, LinePj 
Dress  Linenj  Lace 


Broadcloth,  Crepe, 
Shantung,  Taffeta, 
Chiffon,  Pongee, 
Jersey,  Brocade, 
Surah,  Ribbon  Knits 


Flannel,  Tweedy  _ 
Broadcioth,ChalliS; 
Fleece,  Jersey, 
Serge,  Crepe, 
Gabardine 
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Natural 


Inexpensive,  Cool, 
Comfortable,  Long- 
wearing,  Holds  its 
Shape,  Launders 
Easily,  (Machine 
Washable),  Can  be 
bleached.  Moth 
Proof 


Wrinkles  Easily; 
Requires  Ironing; 
Shrinks,  Mildews, 
Deteriorates  in 
Sunlight 


Long-wearing;  Lint 
free,  Cool,  Comfort- 
able, Does  not  soil 
readily,  Launders 
easily.  Dries  quickly, 
Moth  proof.  Retains 
natural  crispness. 


Luxurious  feel  and 
appearance,  Light 
weight,  Wrinkle 
resistant.  Holds, 
shape.  Sheds  soil. 
Strong,  Does  not 
shrink 


Expensive,  t'Jrinkles 
easily,  Requires 
Ironing,  Must  be 
dampened  for  ironing^ 
Mildews,  Breaks  easily 
under  pressure 


Warin,  Lightweight, 
Wrinkle  resistant, 
Holds  a  press.  Sheds 
soil  jnd  water,  Non- 
flafimabie,  Static 
free.  Easy  to  care 


Expensive,  Water  spots 
daoiaged  by  perspiration 
yellows  with  age,  : 
Damaged  by  heal  and 
sunlight,  (iften  not 
colorfast  to  washing, 
Splits  or  cracks.  Weak- 
ened by  both  acid  or 
alkali,  Yellows  with 
chlorine  bleach. 

Susceptible  to. moths, 
Slow  drying.  Shrinks ^ 
.Damage' by  perspiration, 
Weakened. by  hot  water 
and  alkajie   Mats  if 
improperly..  ,iidered. 
Becomes  shiny,  if  im- 
properly pressed, 
Singes  or  scorches, 
easily.  Turns  yellow. 
Dissolves  in  chlorine 
bleach 


Care 


May  be  pressed  wit^ 
a  hot  iron.  | 
Can  be  boiled  w:h-  furrrisriiTiS. 
Out  daiage.  .      |  Indtr;,'ial 
May  use  .any  type   i  areas 
Soap  or  bleach. 
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Dry  clean  or  wasf' 

1  r  no  tahlo 

j        1  M_  riu I  ill  nCi  IZi    Gi lU 

1  linens. 

H^^nrli'PrrhT  pfc 

Dry  wMtp  linprr^ 

Summpr  rlrpcc 

-lUllllllCi   U  i  r  J  J 

in         Irnn  nn 

U/PPir 
WCul 

sii.  ,  ivoid  a 

shine. 
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oil  1 1  L  J  ) 

in  lukewarfti  wafpr 

V^ri/PC 

JLQi  VC J  J 
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unyciie) 

Drv  indorir^ 
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frnfn  dirfit  hPat 

(lllcll  0( 
li/Arnfin '  p  1 

.WOiHen  5j) 

Iron  dsmn  Hrv 

Use  a  warni  iron 

L  1  IIC'I  J 

ulIU  p'  Coj  UII  lllc 

wrnnn  ^iHp 

Little,  if  any 

winter  .. 

pressing  is.  neces- 

cloth ir^g, 

sary  between.. . 

Blankets, 

wearings.  Wash 

Carpets, 

by. hand. in  luke- 

Millinery 

war'c  water. if. 

hard  tag  so  in- 

dicates. Press 

wi'h  a  steam  iron 

on  the  wrong  side. 

Knit  garments 

should  be  flat 

dried^  

TM-8 


TM-9 


I 
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TABL4-Q^S^ECIFICATI0NS  FOR  TEST  CONSTRUCTION 


01 


06RAM  ARf  A.  ^'"^^t  ^      .^^^  ;  tH^4.r-4bu  U  v'^  eduoU  i  on 
'0URSE  NAME     Fashion  Nercnand is inq                     .  ^ 
tlNIT     Merchandise  Inforrirtion  ..  


Com";3tency 


017.    Identify  basic  color  qualities  and  color  terms  and  combir.e  colors 
wti-ich  are  pleasing  together-. 


018.    Analyze  specific  customers  to  determine  which  apparel  would  be 
most  ap.oropriato,  considt.  :ng  color,  line,  detail,  pattern,  and 
 .  fiLbriiLXtxturc^  

013.     identify  line  typr-    and  purposes  of  line. 


0:0.     IcljnU^y  torm 
apparel . 


used  to  descrioe  the  line  and  detail  of 


EXPECTED  STUDENT  OUTCOML 


Coqrfitive  Level* 
I         11  III 


■  I"^-?n-'^t  the  significancejpf  structura  1 ;  and  decorative  oesigh  in 

i-'^iat'ion  to  the  sr  lection  and  planning  of  fashion  merchandise: 


022.    Idoptify  basic  textile  fibers  and  weaves  and  describe  wear  and 
sp.:  \a'  ■     ■■  features. 


023.    Translate  label  information  into  selling  points. 


024.     Inform  custn;T:ers  of  appropriate  care  ot  items  of  r      ;'.?1  and 
accGsso»"ies . 


25.    RecLjhiz*^  a  complete  fashion  look  that  includes  accessoi  '  sue'/ 
asishofcSi  pe^Si  jeweVy,  glcyos,  scarves^  or  hats  for  wci.---^,  end 
 shoe-^  ties,  .ieweirv>  or  othc^  accessories  for  men;   


026.    Combine  epparel  and  accessories  to  show  the  latest  fdshicn  trt  uis. 


Oc7.     identifyifashion  items  tKjt  are.  appropriate  for  dinerent  occa- 
sions sjch  as  form?^l  wear,  sports  events,  bus-'n-Gs  meetings,  etc. 


Performance 


iff 


^'iS   -  ^  "  Recall,  II  -  Comprehisnsiori,  III  -  Application  ^  >^ 

ERIC  


COMPETENCY  017 


[ 


COMPETENCY  017:    Identify  basic  colcr  qualities  and  color  terms  and  combine 
colors  which  are  pleasing  together. 


TEST  ITEM  017-GO^ll 


INSTRUCi  IO^?S  tq  ';:ACI-iER:    Reproduce  the  cros<;word  Duzzle  and  the  statements  for 
Down  §hd  Across.    Have  the  students  complete  the  puzzle  without  using  any  reference 


laterial  s . 


INSTRUCTIONS  TP  STUDENTS:    eomplete  the  crossword  puzzle  using  the  questions  or 
complete  or  incomplete  statements  found  in  the  Dov.'n  and  Across  columns.    Write  the 
correct  response  ir.  the  spaces  that  are  numbereH  •     rorrespond  with  the  question 
or  statement.    The  sai:ie  word  may  be  used  more  once. 
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TEST  ITEM  017-Od-n 


COLOR  CROSSWORDS 


DOWN: 


7. 
9. 

i  • 


I 

17, 

18. 
19. 
21. 

24. 

25. 
27. 


28. 


29. 
?1 . 

32. 
33. 

37. 


38. 
40. 


Created  When  equal  amounts  of 
black  and  white  are  added  to 
a  color. 

Color  scheme  created  by  using 
three  colors  that  form  an  egui- 
later  1  triangle  on  color  wheel. 

Colc^s  are  effective    in 

sal fs  promotion  and  advertising. 
A  ^  ade  of  orange. 

 color  only  on  smoll 

-  eas. 


chnicalname  for  color, 
sales  promotion,  feature 

 ^color  and  use  other 

colrrs  as  accents. 

Yellow  is  a   color. 

There  are  basic  colors 

on  the  color  wheel . 
A  cool  color. 

Color  is  used  to  attract  . 

Black  oh  yellow  is   

legible  of  all  colors .  : 

 provides  psyche' ogieal 

impact  when  used  effectively. 
A  secondary  color. 
Color  scheme  that  consists 
of  tints,  shades,  and  tones 
of  one  color. 

In  fabric,  shaggy  or  r.ubby 
weaves  cast  shadows  that  tend 
to  _  color. 

  T%  the  color  of  action. 

Refers  to  brightness  or  dull- 
ness. 

Blue  a^^.d  green  are  -   colors. 

Color  that  is  the  greatest 
stimulator  of  our  emotions. 
In  a  triad  color  scheme*  tt. 

three  colors  are    distances 

from  each  other. 
Complement  of  yellow 
A  tf'^e  of  red. 


ACROSS: 

1.  Seen  Knen  a11  colors  are 
reflecued. 

3.  Mixture  of  wh"^te  wit; 
color. 

4.  Seen  when  all  colors  are 
absorbed. 

5.  Color  affects  apparent  _ 
A  primary  color 


oure 


8. 
10. 

11  . 

12. 


17. 


Neighboring  colors  on  color 
wheel .  _ 

Many  variat"idns  can  be  made 

from   (.olor. 

A  tint  of  red. 
Basic  colors  are  shown  on  a 
color   ^. 

Mixture  of  pure  color  and 
black. 

Split-complementary  color 

_  _    schemes  have   ^  colors. 

20.  The          of  a  color  is  the 

color  opposite  it  on  color 
wheel . 

22.  Red  oh  green  is   -  legible. 

23.  Amount  of  black  or  white  in 
color. 

26.  Munochromatic  color  scheme 
consists  0^  tones,  tints, 

and  shades  of  (two 

words). 

30.  A  secondary  color. 

'^4.  A  cheerful  color. 

-  ^  •  ^  _  dot  1.  3 - s  pi  i  I  c omp  1  emen  t a  ry 
color  scheme  has  colors, 

36.  Mixture  of  pure  color  and 
black. 

38.  Intermediate  color  (two- 
words). 

39.  "iypi  of  colors  made  by 
mixing  equal  amounts  of  two 

__    primary  colors . 

41.  A  neutral,  not  technicaPy 
: :    a  color. 

42.  A  ^         complementary  color 

scheme  las  three  colors  in 
it. 
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TEST  ITEM  017-00-11 

COLOR  CROSSWORDS 


10 


IT 


12 


:  i7i_  '  T 
p— 1 — ■ — - 


25 


22 


?6 


T 


?0 


J  _i 


28 


P8 


34 


"37 


[38  r  ,  , 


39 


[TF 


[41 


i 


42 

— 1 

' — . 
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iTEST  ITEM  917-06-12 


:A'STRU£JJfli^^l^  Label  the  color  wheel  by  writing  the  appropriate  ^olor 

namp  In  the  appropriate  wedge  on  the  color  wheel  below.  The  colors  should  ropear 
in  '.-e  correct  order  around  the  wheel. 
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TEST  ITtM  017-00-13 


INSTRUCTIONS  TO  IlACHER:    Bring  a  fashion  eh r^embie  to  class  representing  one  of 
the  seven  cblbr  schemes.    This  ensemble  should       placed  in  front  of  the  class 
for  identification.    Provide  crayons  (or  some  other  appropriate  medium)  and  re- 
produce the.  two  pagc?s  of  fashion  outfits  provided.    The  students  should  color 
these  outfits  to  represent  the  six  remaining  colcr  schemes  (eliminating  the  one 
that  you  have  placed  before  them  to  be  identified): 

INSTRUCTIONS  TO  STUDENTS:     First,  identify  the  fashion  ensemble  that  your  in- 
structor has  presented  to  you  according  to  the  color  scheme  that  it  represents. 
Write  the  name  of  the  color  schemr  in  blank  Number  1  below.    Next,  color  the 
pictures  of  the  six  out^Mts  th^t     '^r  instructor  gives  you.    Each  outfit  should 
be  colored  to  represent  one       f-^     si-  remaining  color  schemes  (do  riot  use  the 
scheme  that  is  being  presentee  ...  t^^     ront  of  the  classroom).    Finally,  label 
each  of  the  color  schemes  that  you      .d  -in  the  space  provided  below,  correspond- 
ing to  the  numbers  01"  the  outfit,    iif^for  the  ridme  of  the  color  scheme,  write 
out  the  names  of  the  colors  that  you  jsed. 


1.  Color  scheme  presented  to  th-^  Jass 

2.  C    jr  scheme: 


Colors  used: 


3.     Cdl  jr  SL^::iie: 


Color  '  ..sed: 


Colc>  scheme: 


Colors  used: 


*3.    Color  scheme: 


Colors  used: 


.    Col  or  scheme:   


Colors  used: 


7.    Color  scheme: 


Colors  used: 
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TEST  ITEM  017-00-13 
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eoMPETENey  ois 


eOMPETENey  618:    Analyze  specific  customers  to  determine  which  apparel  would  be 
most  appropriate,  considering  color,  line,  detail  pattern  and 


fabric  texture 


TEST  ITEM  dl8-U0-ll 


2. 


ng  incomplete  sentences.  Deter- 
5t  appropriate  for  each  statement. 


in: 


:   "TidNS  TO  SllZ:u^z:    ^ead  each  of  the  foT 
.       ,h  of  the  possTBle  .ompletion  choices  i 
ihe  letter  to  this  response. 

A  young  lady  with  la?y-  hips  will  usua'' 

d .    a  yel low  dirndl  ski  rt . 
b:    black  slacks. 

c .  red  jeans. 

d.  a  white  pleated  skirt. 

A  person  wishing  to  reduce  their  apparent  size  might  wear  a: 

a.  blue_suit. 

b.  beige  suit. 

c.  redpants  and  shirt. 

d.  white  suit 

3.  Very  dark  skin  tones  look  best  in: 

a .  wh  i  te . 

b.  pastels. 

c.  blacks  and  browns. 

d.  jewel  colors. 

4.  A  good  color  choice  for  a  redhead  is: 

a.  purple. 

b.  green. 

c.  red. 

d.  bright  yellow. 

5.  Peuple  with  grey  hair  should  av  ir' 

a.  vivid  hues. 

b.  blues. 

c.  lavender. 

d.  medium  values. 

6.  A  short  man  will  look  taller  if  he  wears: 

a.  navy  sport  coat  with  grey  trousers. 

b.  green  plaid  sport  coat  with  green  trousers. 

c.  brown  suit  with  beige  shirt. 

d.  pale  yellow  fSirt  and  medium  grey  trbu:,ers. 

7.  A  tall,  heavy  woman  can  minimize  her  weight  by  wearing: 

a.  a  pink  dress  with  self  belt. 

b.  a  beig^.?  skirt,  brown  blouse, _malti-cblored  earthtoh 

c.  a  navy  skirt,  white  blouse,  navy  vest.       :  :  - 

ri.  pale  yellow  skirt,  with  print  blouse  of  yellow,  green  and  blue. 


wide  belt 


EKLC 


Merchandise  information 


45 


lfl8 


eeMPETENCY  ei9 


[ 


CQMPEtENC  •  019:    Identify  line  types  and  purpose  of  lines. 


TEST  ITEM  OI^-OO-""] 

:. ;  ■  if~l""     ■ '•  TO  STUDENTS:    Li$t  the  five  major  pirposes  of  line  as  discussed  in 


iafly  explain  each. 


1. 

2. 
3. 
4. 
5 


'  'J 
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CQMPETENev  021 


eOMPETENCY  621:    Interpret  the  significance  of  structural   'nd  decorative  '^sign 
in  relation  tc  the  selection  and  p1a(lhihg  ,    fashion  mer  lan- 
dise . 


TEST  ITEM  021-00-11 


INSTRUCTIONS  TO  STU;jENTS:    Briefly  tell  the  difference  between  structural  and 
decorative  design  lines  and  give  four  examples  of  each  in  the  space  provided 
bel ow. 

Structural  design  lines    

LAamples:  (1) 


(2) 

(3) 

(4) 


Decorative  design  lines 


Examples:  (1) 


(2) 
(3) 
(4) 
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COMPETENCY  022 


I 


COMPETENCY  022: 


identify  basic  textile  fibers  and  weaves  and  describe  wear 
and  special  care  features; 


TEST  ITEM  022-00-11 

INSTRUCTIONS  TO  STUDlNTS:  Redd  each  of  the  following  statenients  about  the  natural 

fibers.    Write  the  correct  rer.pcr -e  (true  or  false)  in  the  blank  to  the  left  of 
each  statement. 


1 . 

2. 

3 

4. 
5. 
6. 

7. 


Wool  is  of  vegetable  v»rigin. 

The  filling  yarn  is  the  lengthwise  yarn  in  a  woven  fabric. 
Cotton  is  static  free. 

Linen  has  little  elasticity  and  therefore  is  resistant  to  wrinkling. 
Silk  is  damaged  by  heat  arid  sunlight. 

Worsted  wool  fibers  go  through  the  extra  processing  step  of  combing. 

Virgin  wool  is  the  strongest  and  most  resilient  of  the  wool  classifica- 
tion. 


TEST  ITEM  022-00-12 

IN  ;r>JCTIONS;ro  STUDENTS:    In  Column  I  the  natural  fibers  are  listed.    In  Column 
II  characteristics  of  natural  fibe.\s  are  listed.    Match  the  characteristics  of 
.latjral  fibers  to  the  most  appropriate  natural  fiber.    Record  the  letter(s)  of  your 
voice  in  the  spac:e  provided  t  >  ti,.^  left: 


1. 

? 

3. 
4. 


Colurm  I 

Cotton 

Linen 

Silk 

Wool 


a  . 

b. 


d. 

G  . 
f . 

h. 
i . 
J. 


ColufTin  '  ^ 

Damaaed  by  acids  and  perspiration. 

Can  have  a  soft  bulky  hand  or  a  ^^mooth,  hard 

hand . 

Wrinkles  easily. 
Dries  slowly. 

Has  great  resistance  t  'at. 
Cool  arid  absorbent  fabric. 
Fibers  will. matt  and  pill. 
Very  Warm  fiber. 
Natural  affirii ty  for  dyes. 
Crisp,  firm  hand. 


ERIC 
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COMPETENCY  Q23 


[ 


COMPETENCY   0?3:    Translate  label  information  irto  selling  points 


TEST  ITEM  6?3-00>n 

I/>i_STRb;(:LlI_QNj- JUi^Ji^  :  Read  the  fo'' lowing  *^acts  presented  on  the  garment  label 
Ml  ^develop  se^  1  ing  points  accordingly. 


ERIC 


85%  cotton  - 
15^  polyester 
Machine  wash 
Tumble  Dry 
Synthetic  Cycle 
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COMPETENCY  024 


COMPETENCY  024:    Inform  customers  of  appropriate  care  of  items  of  apparel  and 
accessories. 


TEST  ITEM  024-00^11 

INSTRUCTIONS  TO  STUDENTS:  Read  the  following  case  study  and  then  instruct  a  cus- 
tdmer  on  how  to  properly  care  for  a  newly  purchased  garment. 

You  are  a  sales  associate  in  the  children *s  departnie;.t  at  Logan's  Department  Store 
A  young  mother  comes  in  to  buy  a  woulen  cap,  mittens,  and  sweater  for  her  one- 
year  old  child.    The  items  she  selects  are  all  75%  wool,  25%  acrylic.    The  label 
in  the  cap  and  sweater  she  selects  reads  "dry  flat"  and  the  mitten  label  reads 
"delicate  cycle".    The  customer  asks  your  advice  about  the  appropriate  care  of 
the  items. 


TEST  ITEM  024-00-12 

INSTRUCTIONS  TO  STUDENTS:  In  Column;  I  I 
II  care  techniques  are  1  is  ted.  Match  th 
instructions.    Record  the  letter  of  your 

Column  I 

  1.    Line  dry  a. 

  2.    Ho  chlorine  bleach  b. 

  3.    Iron  damp 

— — —  4.    Drip  dry  ^" 

 5.    No  spin  ^' 

e. 

f . 

g. 


bel  instructions  are  listed.    In  Column 
I  care  techniques  to  the  appropriate  label 
choice  in  the  space  provided  to  the  left. 

Colunn  II 

Garment  should  be  dryeleaned  only. 

Hang  wet  and  allow  to  dry  with  hand 
shaping  only. 

Use  oxygen  bleach: 

Set  iron  at  hot  setting. 

Rang  damp  and  allow  to  dry. 

Dampen  garment  before  ironing. 

Remove  wash  load  before  final  machine 
spin  cycle. 
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TEST  ITEM  024-00-12 


INSTRUCTIONS  TO  STUDENTS:    In  eolutnn  I  label  instructions  are  listed.    In  eolumh 
II  care  techniques  are  listed.    Match  the  care  techniques  to  the  appropriate  label 
instructions.    Record  the  letter  of  your  choice  in  the  space  provided  to  the  left. 
,  Column  I  Column  II 

  1.    bine  dry  a.    Garment  should  be  drycleaned  only. 

2.    No  chlorine  bleach  b.    Hang  wet  and  allow  to  dry  with  hand 


3.  iron  damp  shaping  only 

4.  Drip  dry  oxygen  bleach. 

5.  No  spin  ^-  ■"'on  3t  hot  setting. 

e.  Hang  damp  and  allow  to  dry. 

f.  dampen  garment  before  ironing, 

g.  Remove  wash  load  before  final  machine 
spin  cycle. 


I 
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COMPETENCY  025 


COMPETENCY  0^5:    Recogrilze  a  complete: fashion  look. that  inclddes  accessories  sach 
as  shbesi  bags,  jewelry^  gloves,  scarves  or  Hats  for  women-,  and 
shoes,  ties,  jewelry,  or  other  accessories  for  men. 


TEST  ITEM  025-00-11 


INSTRUCTIONS  TO  STUDENTS: :  Read  each  of  thefollowing  statements  about  a  complete 
fashion  look.    Uetermihe  if  each,  statement:  isjtroe  or  false.    Write  the  correct 
response  (true  or  false)  in  the  blant:  to  the  left  of  each  statement. 

  1.  Accessories  a^'e  less  important  in  today's  fashion  market  than  20  years 

ago. 

 2.  The:  fashion  market  dictates  the  importance  of  many  fashion  accessories. 

  3.  Accessories  help  to  achieve  a  "total  look"  which  is  important  today. 

  4.  Accessories  provide  a  less  expensive  means  of  '  odating  a  wardrobe. 

 '3.  Today  most  people  purchase  accessories  as  impulse  items. 

  6.  The  m^in  reason  for  using  accessories  is  to  be  fashionable. 


ERIC 
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COMPETtNCY  026 


COMPETENCY  026:    Coinbihe  apparel  and  accessories  to  show  the  latest  fashion 
trends. 


TEST  ITEM  026-00-11 


INSTRUCTIONS  TO  STUDENTS:    Read  each. of  the  following  statements  about  eombining 
apparel  and  accessories  to  showthe  latest  fashion  trends.    Determine  if  each 
statement  is  true  or  false.:  Write  the  correct  response  (true  or  false)  in  the 
blank  to  the  left  of  each  statement; 

 i.    Fashion  trends  often  make  a  fashion  statement  and  accessories  help  to 

di.fine  and  accentuate  a  statement. 


2.    Coinblnihg  apparel  and  accessories  only  depend  a  small  part  on  what  is 
fashionable  at  present;  accessories  stay  consistent  from  year  to  year. 

--3;    It  is  important  to  know  information  such  as  materials,  construction, 
and  care  of  apparel  and  accessory  items. 

Customers  often  need  assistance  in  interpreting  fashion  trends. 

_  _5.    Magazines,  newspapers^  and  trade  publ  ications  wi]l  help  a  salesper  oin 
become  familiar  with  overall  fashion  trends. 

  5.    In  choosing  a  tie,  men  should  harmonize  the  width  of  a  tie  with  the 

width  of  the  suit  lapel. 

EST  ITEM  826-00-12 


iHSIEUflTIONS  TO  STUDENTS:  Write  several  paragraphs  discussing  current  fashion  ; 
trends.  Include,  in  detai 1 ,  accessories  and  hoW; they  are  combined  with  apparel 
items  to  project  a  "total  look".  Be  sure  to  mention  trends  in  color^  line*  de- 
sign, detail  pattern,  fabric  texture.  Remember  that  you  should  cover  both  men's 
and  women's  fashion.  You  will  be  rated  on  how  well  you  cover  each  of  the  areas 
above. 


ji^.yj^ypJ10!^A_' IL^  Use  this  rating  sheet  to  grade  each  student's  work. 


ERIC 


RATING  SHEET 

B 

e 

A* 

C 

E 

1 . 

Detailed  examples  given  on  combining 

apparel  and  accessories  items. 

50 

40 

30 

20 

10 

2. 

Colors  discussed  adequately. 

10 

8 

5 

4 

2 

3. 

Lines  discussed  adequately. 

10 

8 

6 

4 

2 

4. 

Design^  detail  pattern^  and  fabrics 
discussed  in  relation  to  apparel  and 

accessory  items . 

15 

12 

9 

6 

3 

5. 

Men's  and  women's  wear  discussed. 

15 

12 

9 

6 

3 

^(A=  Excellent;  B=Above  Average;  C=Average;  D=Below  Average;  E=Poor) 
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COMPETENCY  027 


[ 


COMPETENCY  027:    Identify  fashion  items  that  a  re  appropriate  for  different 

occasions  such  as  formal  wear,  sports  events,  business  nieetings, 
etc. 


TEST  ITEM  627-68-11 


msTRUCYIQNS  TO  STilDENTS^  -  Based  on  your  knowledge  of  current  fashion  trends  r.nd 
what  is  appropriate  for  different-occasions, -  complete  the  fol lowing  chart.  You 
should  choose  one  of  the  following  occasions:    football  came:  job  interview  at  a 
department  store,  or  formal  reception .    You  may  coordinate  an  outfit  for  oitner* 
„a  mde  or  female.    Describe  each  article  in  detail  (color,  material  ,  patterns, 
etc*}     You  should  complete  only  those  items  beiow  that  apply  to  your  particular 
occasion. 

OCCASION: 


MALE  OR  FEMALE: 


HOW  WOULD  YOU  CLASSIFY  THIS  OCCASION: 

(For'mal/  Dressy/  Business/  Casual/  Sporty) 

ITEMS: 

Hat  or  headpiece  ^ 

Coat  

Dress  

Slacks  

Skirt 


Blouse  or  shirt  

Jacket  or  sweater 

dewelry  

Hosiery_2   

Shoes  ^  ' 
Handbag 


Other  accessories 


TEST  ITEM  027-00-12 

iNSTRBEIlBNS- 16 iiSIB^^  Mr.  and  Mrs:  Hanson  have  walked  into  your  store_to  pur- 

chase  outfits  for  next  weekend.    They  will  be  attending  a  football  game  and  a  cock- 
tail party  at  a  state  university.    They  are  in  their  twentys  and  both  have  good 
jobs.    Coordinate  one  outfit  for  Mr.  Hanson  and  one  outfit  for  Mrs.  Hanson.  You 
may  choose  different  events  or  the  same  event  for  b         Be  sure  to  conipletely 
describe  the  outfit  in  terms  of  silhouette,  colors,  fabrics,  and  design.  Acces- 
sorize completely.    If  you  wish,  you  may  use  sketches,  but  that  is  completely 
optional. 
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TEST  HEM  KEYS 


bi7-bb-ii 

A  

Down 

i.  White 

2: 

Tone  -  - 

3.  Tint. 

3. 

Trl^dic 

4.  Black 

6. 

Tools 

5.  Size 

7^ 

3rown 

7:  Blue 

Pure 

:d  Analogous 

14. 

Hue 

10:  One. 

15. 

Dominant 

]l:  Pihk- 

16. 

Warm 

12.  Wheel 

17. 

Twel ve 

13.  -Shade 

18. 

Blue  

17.  Three 

19. 

Attenti  on 

20.  Complement 

21. 

Most; 

22.  Least 

24. 

Cglor . 

23.  Value 

25. 

Orange 

26.  One  Color 

27. 

Monochromatic 

30.  Green 

28 

Dun 

34.  Yellow 

29. 

Red 

35.  Four 

31. 

Jhtehsi ty 

36.  Shade. 

22. 

Cool 

38.  Red  VTo'iet 

33. 

Red  : 

39.  Secondary 

37. 

Equa  1 

^\ .  Gray 

38. 

Violet 

*2:  Split 

40. 

Rose 

017-00:i2 


beginning  with  the  primary  c pi pr 
yellow»  colors  on  the  col  or  wheel 
should  lie  next  to  each  other  as 


given  below: 

I  . 

Yellow 

2. 

Yel low -Green 

3. 

Green 

4. 

Blue-Green 

5. 

Blue 

6. 

Blue-Violet 

7. 

ffiolet 

8: 

.^ed-wir-iet 

9. 

Bed  - 

10. 

Red-Orange 

n. 

Orange 

12. 

Yel Ibw-Orange 

m  7  -  fin  -  i  1 

Teacher  discretion. 
018-00-11 


1.  B 

2.  A 

3.  D 

4.  B 


019-00-11 

1:    olves  direction  -  leads  the  eye  in  vertical 
horizontal  or  diagonal,  directions  which  can 
create  opticoil  iljusions  and  thus  changing 
apparent  hbdy-s:ze. 

2.  Outlinei  shape  -  gives  shape  to  a  garment  - 
the  SI  Ihojc  Ue 

3.  Divides  suace  -  lines  break  up_a_ garment, 
^"^o_P3'"^^_such  as  coi  jarSj,  bpdjce.  skirt  or 
P^D^s»  s(feves»  etc.:  In  costgmeidesign: 
uneven  spi.cing  fs_desirable  {3:to:5  to  6): 

4.  Connects,  parts. r_a  belt  seems  to  connect  a 
bodice  tojj  skirt. 

5.  Suggests.novement  -  leads  the  eye  through  an 
outf i t--exdmple-.  a  row  of  buttons  causes  one 
to  look  down  the  row. 


02J^OO.JJ. 

Structural  design. lines. are. 1 ines  formed  by.  the  way  the 
garment  is  constructed  (pattern)  and  the  fabric  used. 

(ij_neckline5.:(2)  sleeves  (3)  hem  line  (4)  any  seam 
line    (5)    waist  l^ne 

Decorative  design  lines  are  lines  that  are  fonnod  by 
applying  trim  or  other  decoration  to  the  surfare  of  the 
g  a  rmen  t : 

{  I  }  buttCK(S 

trims 


(2)  loce    (3)  beading    (4)  braid    (5)  other 


022-  OD-ll 

J.  False 

2.  False 

3.  True 

4.  ^alse 

5.  True 

6.  True 

7 .  True 

q22_-GO_-J_2 

1.  e,f 

2:  Cf.j 

3:  a»t 

4.  b.d.g.h 

023-  00-11  - 
Teacher  Di ^cretioh . 

Selling  Points:    Cotton  is  colorfast;  cotton  is  cool;  _; 

cotton  is  static  free;  cotton  is  a.yery 
s  tr on g  d nd  d_u  ra b  1  e  f  i  be r ;  i  c  o 1 1 On : ar  d 
P 0     s  te  r  b  1  e  n ds :: we  1 1  ^  ._  J  n :  t h  1  s  _  c a  s e  _  y  ou 
h^.ve  .the  advantages,  of iboth  cotton. and  _: 
PP_lyester_which_lessers:  the.  disadvantages 
present  In .a.  garroent.  made.of  lOOX  cotton 
Qr_lQO%:_polyester..  Cotton. and  polyester 
can.be  machine  washed,  and  tumble  dried. 
100?;. cotton  wrinkles  badly  but-polyestor 
is  very  wrinkle  resistant:    100%  cotton 
shrinks  when  first  washed,  polyester  does 
not.  shrink:    Cotton  and  polyester  can 
withstand  repeated  washings. 

024-  00-11 

Teacher-  Disc'^etibn . 

Facts:abbut  the  Cap  and  Sweater:  "dry  flat"  and  75X  wool 
and  25%  acrylic 

1    Wash  by  hand  uS-ing  cool  to  1  ukewarm  water. 
^         T'eutral ,  non  alkal  i  soap  or  detergent. 
3.  A'^sbrb  excess  moisture  wi\th  towl»:  _ 
^-  ^9  t^ry  at  room  temperature  lying  flat  on  counter, 

table,  etc. 

Facts  about  the  Mittens:  delicate  cycle  and  75^  wool  and 
25%  acryl ic 

1.  Wash  ln_washing  machine  on  gentle/df»l  ic-ite  cycle  or 
handwash*  

2.  Wash  inicool  to:  lakewarm  water. 

3.  Wash  with  neutral ,  noo^alkali  soap. 

4.  Allow  to  dry  at  room  temperature, 

024-QQ-12 

:l:  e 

2.  c 

3.  f 

4.  b 

5.  g 

1 .  Fal se 

2 .  True 

3.  True 

4.  Jrue 

5.  False 

6.  False 


ins 


ERIC 


Ffercha n d 1 se  In f o rma t i  on 
59 


016  00  n 


1. ;  Trae 

2;  false 

3:  True 

:  Troe 

5;  True 

6:  Troe 

026-  00-12 

TeiacKer  shoiila  riate  each  writtieh  entry  according 
to  the  rating  s^^ect.    There  is  a  possibility  of 
100  points. 

027:00-11 

teacher,  wij  j  . determine: the  eya  jyat ion  based  on.w'hat 
is_curren.t_and  acceptable,  according  to  the  guide- 
lines given  to  the  student. 

027-  00-12 

Teachers  must  use  5wn : :udgment:  Below  are  questions 
to  be  used  as  a  'ijideline: 

1.  Is  outf  i  t;  appropri'":ce  :fOr  the  climate? 

2.  Is  the  outfit  appropriate  for  the  age  group  and 
socioeGbh  >>nic  class  of  the  Hansons? 

3.  Are  colors,  fabrics,  designs,  and  silhouette 
appropriate? 

4.  Are  outfits  accessorized? 

5.  Does  the  overall  outfit  give  a  "total  look" 
according  to  today's  fashion  trends? 


i 
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Overview  of  Sel 1 ing 

A      Importance  of  Selling  to  Merchandising 

B.  Persohdl  Requirements 

028  Convey  a  positive  image  of  self  and  the  firm. 

The  student  will  demonstrate. an  understanaing  of  the  charscter  irdits,  moral 
attitudes,  and  personal  habits  needed  by  salespersons. 

J^^  student  will  explain  the  importance  of  conveying  a  positive  iirvaqe  of  self 
and  the  firm. 

The  student  w^'ll  identify  ways  a  salesperson  can  convey  a  positive  imaoe  nf 
self  and/or  the  firm.    ^   r  ut 

C.  Customer  Types  and  Buying  Motives 

029  Treat  ethers  as  individuals. 

The  student  will  describe  the  general  types  of  customers 

ihe  student  will  provide  descriptive  methods  for  dealing  with  the  various 
custoiiier  moods/personal  i  ties . 

The  student  will  differentiate  between  rational  and  emotional  buying  motives: 

The  student  will  analyze  customer  purchases  to  determine  buying  motive. 

The  student  will  list  theifive  buying  decisions  which  every  prospect  makes 
when  considering  a  purchase; 

The. student  will  demonstrate  his/her.  ability  to  treat  each  castomer  as  an 
individual  by  role-playing  a  sales  situation.    .  _   

Selling  Process 

A.    Approach  the  CoGtomer  arid  Determine  Hls/Her  Neeos 

030  Util ize  appropriate  sales  approaches . 
The  student  will  define  the  term  "approach." 
The  student  will  list  the  three  goals  of  an  approach. 

Given  the  type  of  customer,  the  student  will  identify  at  least  one  suitable 
type  of  approach  to  be  used. 

in  given  situations,  the  student  will  select  the  appropriate  openinq  state.neht 
and  justify  the  selection. 

The  student  ^ill  explain  when  to  approach  the  customer  and  what  approach  to  use._:— 

identify  and  analyze  customer's  needs  relative  to  apparel  and  accessories. 

The  stufient  will  list  and  explain  techniques  to  use  in  identifying  and  analv- 
zin§  a  custcflier's  needs. 

The  student  will  ask  purposeful  and  meaningful  questions  to  determine  a 
customer's  needs.  :i   _____  ._ 


031 


032    Observe  customer's  outward^appearance, lexpression,  and  manner  to  determine 
apprpprii-tte  size,  style,  color,  and  pattern  preferences. 

The  student  will  Identify  observation  techniques  which  could  be  used  durino  a 
sales  presentation. 

The  student  will  discuss  the  importance  of  observing  the  customer's  appearance 
expression  arid  manner.  * 

The: student  will  list  the  factors  that  should  be  considered  in  observing  th.^ 
customer's  appearance,  expression,  and  manner. 

The  student  will  analyze  basic  figure  types. 

The^student  will  detennine  appropriate  and  inappropriate  clotliing  and  accessory 
styles,  .abric  textures,  and  pattern  types  tor  basic  figure  styles. 
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033   Ask  pertinent  questions  to  Identify  more  clearly  customer  needs,  vents.  Inter- 
ests, etc. 

Thestudent  will  Identify  questioning  techniques  which  could  be  used  dur'na  a 
sales  presentation.  ^ 

The  student  will  explain  the : importance  of  getting  merchandise  into  the  custom- 
er's   hands  during  the  questioning  process. 

Usingia  role-playing  situation,  the  student  will  demc.istrate  the  techniques  of 
asking  pertinent  questions  to  identify  more  clearly  customer  needs,  wants,  and 
interests. 


7271 


Present  the  Merchandise 

034   Demonstrate  merchandise  by  getting  It  Into  customer's  hands,  having  them  try  it 
on,  etc.,  to  create  desire  and  attachment  to  the  Item. 

The  student  will  Identify  the  purpose  of  the  presehtatioh. 

The  student  will  discuss  the  features  of  the  presentation. 

The  student  will  give  reasons  for  having  the  customer  participate  in  the 
cJemonstratibh. 

The  student  will  demonstrate  the  techniques  of  invj,\  .nq  the  customer  in  the 
presentation.  —  — 


035 


Compare  prices  and  price  lines  for  customers  for  items  of  apparel  and 
accessories. 

Iheistudent  will  use  proper  terminology  when  referring  to  lower  priced  merchan- 
dise. 

The_stude.;^  will  explain  the  difference  between  similar  items  of  merchandise 
sold  at  difte'-ent  prices  or  pHce  lines. 

justify  prices  to  himself/herself  and  to  the  customer. 


The  student  wi 1 


036    Inform  customers  of  substitute  merchandise  if  requested  items  are  unavailable. 

After  determining  the  customer's  need  for  the  requested  item,  the  student  will 
recofmiend  a  similar  item  that  fits  the  need. 

The  student  will  explain  the  relationship  between  the  desired  item  and  the 
substitute. 

Th3  student  wrlLrank_in  sequential  order  the  steps  Involved  in  informlna 
customers  of  substitute  merchandise.   


Overcome  Objections 

037    dustify  price  of  ah  iteiti  in  terms  of  merchandise  features  and  benefits. 
The  student  will  identify  ways  of  Justifying  price. 

Given  a  specif  ie  item: and:  its  features  and  a  '"-jstomer's  need  for  the  Item  the 

student  will  justify  Its  price  in  terms  of  features  and  benefits.   

Tactfully  handle  difficult  customers. 

The  student  will  identify  characteristic^  of  difficult  customers. 

The  student  will  identify  ways  to  handle  difficult  customers. 

Using  a  role-praying  situation,  the  student  will  demonstrate  the  technioues  of 
Using  tact  and  respect  toward  the  customer. 


038 


CO 


039 


Anticipate  and/or  resolve  customer  objections. 

The  student  will  distinguish  the  difference  between  an  ODjection  and  an  excuse. 

The  student  will  classify  general  types  of  objections  by  category  or  example. 

The  student.will  identify  techniques  for  handling  objections. 

jJsing^a  role-playing  situation,  the  student  will  demonstrate  hli/hir  iblllty  to 
anticipate  and/or  resolve  customer  objections.     _ 


FRir 
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Close  the  Sale 

040   Obtain  agreement  and  cbmrhitment  from  the  customer. 

The  student  will  define  the  close  of  the  sale. 

The  student  will  Identify  ways  to  assist  the  customer  in  making  a  buying 
decision. 

The  student  will  identify  types  of  buying  signals. 

The  student  will  explain  the  procedure  to  use  for  a  trial  close. 

The  student  will  identify  the  basic  closing  techniques. 


7271 


041 


Using  a  -ole-playing  situation,  the  stt'deht  will  use  the  proper  techniques  of 
closing  a  sale.  _     

Thank  customers  to  encourage  repeat  business. 

The  student  will  explain  the  Importance  of  thanking  the  customer. 

Given  specific  sales  situations,  the  student  will  develop  and  use  appropriate 
departure  statement. 


Suggestion  Selling  and  BulVing  Clientele 

042  Suggest  related  items,  accessory  Items,  etc:,  to  obtain  multiple  sales. 
The  student  will  explain  the  importance  of  suggestion  selling. 

The  student  will  define  suggestion"  selling. 

The  student  will  list  techniques  for  making  suggestions. 

Using  a  role-playing  situatibn,  the  stuc'eht  Will  use  suggestion  selling.  _ 

043  "Trade-up"_when  thejopportuni ty  arises,  pointing  out  additional  features  and 
benefits  in  the  better  merchandise. 

The  student  will  define  "tradlng-up," 

The  student  will  identify  the  techniques  Used  When  "tradihg-up.  


044  Maintain  customer  card  file  ov  clientele  book  to  encourage  repeat  business. 

The  student  will  identify  techniques  that  can  be  used  in  building  clientele. 

The  student  will  identify  the  kinds  of  information  which  should  be  recorded  in 
a  customer  card  file  or  clientele  book. 

The  student  will  Identify  proper  uses  of  a  customer  card  file  or  cliente'ie  book. 
HI.    Sales  Related  Activities. 

A.    Cash  and  Charge  Transactions 

045  Process  charge  or  cash  transactions. 

'^^^  student  will  defir^a  terms  related  to  charge  and  cash  transactions. 

The:  student  will  Identify  1n  sequence,  the  procedures  for  recording  charge  or 
cash  transactions. 

Giyen  case  situations,  the  student  will  process  charge  and  cash  transaction 
sales  forms. 


046 


Accurately  calculate  the  exact  amount  of  a  customer's  purchase. 
The  student  will  extend  sales  slip  entries. 

The  student  will  detennine  the  amount  to  be  charged  for  multiple-priced  items 
when  fewer  than  the  multiple-priced  number  are  purchased. 

The  student  will  compute  sales  tax  manually  and  by  using  a  tax  chart. 

The  student  will  subtotal  and  total  the  sales  form. 

Givenacase  situation  Involving  several  purchases*  the  student  will  accurately 
calculate  the  exact  amount  of  the  customer's  purchase.   
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C        S  Ci 

047   Accurately  epmgutejemployee  diVseount     deliyery  eharges,  alteration  charges, 
layaway    charges,  etc;,  when  writing  out  saleschecks; 

The  studerit  will  compute  employee  discounts. 

The  student  will  compute  delivery  charges. 

The  student  will  compute  alteration  charges. 

The  student  will  compute  layaway  charges. 

X 

X 

048   Write  saleschecks  legibly  so  that  error  in  delivery,  quantities  sent,  and 
amourits  charged  can  be  eliminated. 

The  student  will  identify  the  common  mistakes  made  in  writing  saleschecks. 

The  studerit  will  explain  the  importance  of  Writing  saleschecks  legibly  arid 
accurately. 

The  studerit  will  identify  the  techniques  to  Use  1ri  writing  saleschecks  legibly. 

Given  a  case  problem  and  a  blank  sales  check,  the  student  will  be  able  to  write 
e  salescheck  legibly  and  accurately. 

X 

B .  tayaway 

049    Process  layaways. 

The  student  will  identify  the  factors  Involved  in  layaway  sales. 
The  student  will  give  reasons  for  using  layaway. 

The  student  will  explain  the  advantages  of  layaway  for  the  customer  and  the 
store . 

Given  necessary  forms  and  transaction  Information,  the  student  will  process 
layaways. 

X 

X 

1 

C.    Refunds  arid  Exchanges 

050    Make  refunds  or  exchanges  on  return  merchandise  in  accordance  with  company 
policy. 

The  student  will  list  examples  of  company  policies  regarding  refunds  or  ex- 
changes on  return  merchandise. 

The  student  will  identify  possible  reasons  for  adjustments. 

The  studerit  will  ideritlfy  arid  define  the  different  types  of  adjustments  and 
explain  how  to  handle  each. 

Giveri  case  situations,  the  studerit  will  process  refunds  or  exchanges  on  return 
merchandise. 

X 

X 

0.    Gift  Certificates  and  Special  Orders 

051    Write  gift  certificates  and  special  orders. 

The  studerit  will  explairi  the  use  of  a  gift  certificate. 

The  student  will  explain  the  use  of  want  slips  and  special  order  requests. 

Given  necessary  forms  and  a  case  problem^  the  student  will  write  a  gift  certifi- 
cate. 

Given  necessary  Information  and  a  case  problem,  the  student  will  complete  want 
slips  and/or  special  order  requests. 

X 
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E.    Telephone  Sales 

052    Sell  merchandise  oyer  the  telephone. 


X 


X 


The  student  will  Identify  the  typts  of  telephone  selling: 

The  student  will  demonstrate  an  un^ierstahdlng  of  proper  telephone?  personality. 

The  suadent  will  identify  and  explain  the  use  of  telephone  selling  rules. 

Uslng^a^easeiproblem,  the  student  will  record  necessary  Infonmatlon  on  a 
telephone  order  form. 

The  student  will  analyze  a  telephone  sales  conversation  to  point  out  m1"takes 
and  suggest  Improvements, 

Using  a  role-playing  situation,  the  student  will  sell  merchandise  over  the 
telephone.  ^    


F.    Other  Sales  Related  Activities 

053  Sell  to  customers  In  a  self-service  store  While  performing  regular  storekeeplna 

duties.  X  X 

The  student  will  Identify  self-service  techniques. 

"!'be:Student_w111  coiTipare  the  principles  of  sell  Ing  performed  by  a  salespsrson 
in  a  full -service  store  with  those  acconpllshed  by  display  iraterlals  In  a  self- 
service  store. 

The  student  will  identify  regular  and  selling  duties  of  self-service  personnel. 

Usinga  rple-playing  situation,  the  student  will  demonstrate  the  techniques  of 
self-service  selling.   

054  Work  with  more  than  one  customer  simul  :aheously  In  a  courteous  manner.  x  x 


The  student  will  explain  rules  for  working  with  mdriB  than  one  customer 
simultaneously. 


Using  a  role-playing  situation,  the  student  Will  analyze  a  case  problem  and 
apply  techniques  for  effectively  dealing  with  more  thdn  one  custodier.   
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I.    Overview  of  Selling 

A.    Selling  Is  importaht  to  nH?rch«hdis1nq. 

1.  SalesniansMp  js.the  persuading  of  a  prospective  CQStonier  to  bay  a  product. 
Idea,  or  service: 

a.  Personal  selling  Is  when  the  selling  process  takes  place  between  two 
people.    .     _ _  : 

b.  Impersonal  selling  Is  advertising,  displays,  and  other  promotions. 

2.  Selling  Is  providing  service,  persuasion,  cormiunlcatloh,  problem-solving 
and  education. 

3.  Salespeople  are  important. 

a.  Salespeople  sold  American  people  the. idea  of  democracy. 

b.  Salespeople  raised  the  standa*-    ^f  living  by  making  mass  production 
*^V<^^  lo*^r^d  prices  and  enab^^^ 

Salespeople  Helped  create  demand  for  new  inventions,  new  products,  etc. 
Salespeople  built  America  because  they  served  America;  selling  1s 
serving.  _i  _ 

e.    Salespeople  serve  America  today. 

(1)  Salespeople  nwke  jobs  for  others.  _It  is  estimated  that  33  people 
wprkto  produce. the  goods  sold  by. one  salesperson.  - 

(2)  Salespeople  continue  to  improve  the  standard  of  living  in  this 
country.    These  people  offer  us  new  ideas  and  methoc^s  for  doing 
business  better  and  living  better  lives. 

Selling  requires  certain  personal  requirements. 

1.  Personality  is  defined  as  the  sum  total  of  all  mental  and  physical  traits 
that  set  an  individual  apart  from  the  other  people  in  the  world, 

a.  Native  personality  is  the  natural  way  ot  conducting  oneself  among 
fr"'^n^s  and  family. 

b.  Professional  personality  is  a  cultivated  or  developed  manner  to  use 
for  business  purposes. 

2.  Sales_personal ity  is  defined  as  those  characteristirs  or  traits  that  con- 
tribute to  success  in  selling. 

a.  Sales  personality  includes  character  traits: 

(1 )  Self-conf idehce  is^aibel ief  in  g^^ 
and  in  the  business  one  represents; 

(2)  Friendliness  is  greeting  customers  with 
i teres  t_in_  them;  : 

(3)  cheerfulness  includes  a  sense  of  humor; 

(4)  Courtesy  is  showing  respect,  consideration,  and  willingness  to 
cooperate; 

(5)  Tact  is  saying  and  doing  the  right  thing  at  the  right  t1me-- 

(a)  Using  cqnfiden.tiallty;:  ._ ; 
(bj  Avoiding  gossip  anH  rumors; 
(c)    Being  truthful  to  cUstbmtirs  courteously. 

b.  Sales  personality  includes  moral  attitudes: 
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in  the  product  being  sold, 
a  smile  and  a  sincere 


(1) 
(2) 


(3) 


Loyalty  is  faithfulness  to  company,  people,  or  ideas; 
Honesty  is  fairness  and  truthfulness-- 

^vdidihg  wasting  company  tirre;  

W    Avoiding  "stealing"  company  merciiandise; 

(c)    Avoiding  telling  half-truths  about  merchandise,  etc; 

Pependability  is  doing  one's  job  as  it  should  be  done. 


Sales  personality  includes  personal  habits  which  are  behavior  patterns 
acquired  by  repetition: 

(1)  Enthusiasm  is  a  positive  approach  with  genuine  interest; 

(2)  Injtiativeiis  accepting  new  responsibility  on  one's  own  and 
....    carrying  it  through; 

(3)  Alertness  is  awareness; 

(4)  Poise  is  controlling  one's  emotions: 


3.    Human  relations  is  getting  along  with  others. 


(SA-1;  PR^9){H0-2) 
(HO-3,  HO-4) 


(SA-2;  PR-1) 
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4.  Public  relations  is  what  people  think  about  ah  emp]oyee_a 

ness^  what  people  say  about  the  business  because  of  what  the  employees  and 
the  business  have  done  to  or  for  the  people. 

a.  Public  relations  activities  occur  in  such  areas  of  a  store  as: 

(1)  Customer  relations, 

(2)  Stor*?  appearance, 

(3)  Facilities, 

W  Customer  services, 

(5)  Check  cashing, 

(6)  Community  relations, 

(7)  Store  sponsored  activities,  or 

(8)  Employee  relations. 

b.  Each    salesperson  has  personal  toois  for  public  relations: 

(1)  A  head^ 

(2)  A  smile, 

(3)  A  voice, _ 

(4)  A  pair  of  hands, 
[S]  A  telephone^ 

(6)  A  feeling  for  people, 

(7)  A  feeling  for  merchandise. 

5.  A  successful  salesperson  must  use  his/her  public  relations  tools  to  convey 
a  positive  image  of  self  and  the  firm. 

C.    Customer  types  and  buying  motives  mu^'  be  considered. 
1  .    Customer  types. 

a.  The  decided  customer. 

(1 )  Characteristics: 

(a5    Knows:what:he/she  wants  to  buy; 

(b)  is  positive  in  his/her  movements; 

(c)  Is  well  Ihfonned  upon  arrival. 

(2)  How  to  handle: 

(§)    ^iveilnrnediate  and  friendly  assistance;, 
(b)    bo  not  rush,  this  customer  wants  to  make  the  decision  after 
considering  al  1  facti 

b.  The  andecided  customer, 

(1)  Characteristics: 

(aj  Does  not  know  what  to  buy;- 

(b)  Needs  the  salesperson's  help  In  making  up  his/her  mind. 

(2)  How  to  handle: 

(3)  Do  not  con fuse- -show  only  a  few^l terns; 

(b)  Qaestion  aboot  needs ,  likes^  dislikes,  and  use  of  the  Item; 

(c)  Select  one  or  two  products  he/she  ^Ikes; 

(d)  Make  positive  statements  about  the  producti 

(e)  Offer  one  course  of  action  and  assume  he/she  has  made  a 
decision. 

c.  The  "just-looking"  customer. 
(1 )  Characteristics: 

(a)  Is  the  most  difficult  to  sell; 

(b)  May_be  a  casual  looker  who  really  has  nothing  particular  In 
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(2) 


mind; 
How  to  handle: 
(a) 
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Question  to  bring  dUt  desire  for  a  particular  product  or 
service;    ___  _     __    ^ 

(b)  Let. the  customer  look  but  do  not  forget  him/her; 

(c)  Walt  to  approach  again  Until  customer  indicates  interest  In 
an  Item  and  looks  around  for  a  salesperson. 

Customer  Moods/Personalities. 

a.    The  talkative  customer. 

(1)  Allow  him/her  to  talk  while  you  listen  with  Interest; 

(2)  Keep  conversation  centered  on  merchandise. 
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The  silent  customer. 


!1! 


Demonstrate  nietxhandls  :  :  _ 

Ask  questions  about  merchandise  which  require  more  than  a  yes  or 
no  answer. 


c.    the  customer  In  a  hurry. 
(1 )    Serve  quickly; 


(25 

(3) 
(4) 


Demonstrate  briefly; 
Ask  few  questlois; 
Be  considerate  of  customer's  time. 


3. 


d.  The  tired  customer. 

(1)  Be  calm  and  sympathetic; 

(2)  Use  courtesy  and  tact. 

e.  The  suspicious  customer. 

(1)  Use  patience  and  frankness; 

(2)  Explain  merchandise  selling. points  carefully; 

(3)  Avoid  a  defensive  approach  bat  offer  proof  of  reliability  of  firm 
or  merchalidise  If  necessary. 

f.  The  leave-me-alone  customer: 

0  )    Let  the  custdiner  browse  alone; 
(2)    Attempt  to  build  goodwill. 

g.  The  friendly  customer. 

(ij    61ve  needed  Information; 

(2)    Talk  with,  hot  at,  the  customer. 

h.  The  disagreeable  or  argumentative  customer. 

Do  riot  argue;   -_ 

(2)  Agree  with  minor  points; 

(3)  Base  presentation  on  agreement. 

1.    The  foreign  language  customer: 

iV    Do  "P^  pap call  for  assistance; 

(2)  Use  hand  movements  if  necessary;. 

(3)  Be  friendly,  considerate,  and  polite. 

(4)  Everyone  understands  a  friendly  smile  and  pleasant  facial  expres- 
sion: 

Buying  motives . 

a.  All  Items  are  bought  because  of  a  need  or  want  (desire), 

OJ    A  need  Is  something  a  person  requires  to_ survive. 
(2)    A  want  fulfills  a  function  other  than  a  need. 

b.  Decisions  to  buy  are  Influenced  by  reason  and  emotion. 

(l)    Rational  (reason)  motives  are  involved  when  the  advantages  of 
buying  a  product  appeals  to  a  person's  reason  or  judgment. 

(a) 


(2) 


Efficiency 

Econorny  

Good  workmanship 
Durabl 1 Ity 
Pependabjllty: 
Saving  of  time 
Adaptability  to  many  uses 
Saying  of  space 
iftutomatic  operation 
Ease  of  repair 
Ease  of  Installation 
Increased  production 

EiDotlonal  motiyes  are  involved  when  the  Item  Is  purchased  because 
of  the  appeal  to  an  emotion. 

(a)  Love 
(bj  Fear 

(c)  Pride 

(d)  •  Prestige  : 

(e)  Better  health 

(f)  Poise 

(g)  Social  approval  < 


(cj 
(d) 
(e) 
(f) 

(g) 

(j^ 
(1) 
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(h)  Popularity 

(13  Comf  01 1 

(j)  Bomance 

f'Ompan  Ion  ship 

(1)  protection  of  family  or  loved  ones 

(m)  Pleasure 

(^)  Amusement 

(o)  Security 

(p)  A^vf'^tyrei   :i 

(q)  Pride  of  ownership 


c.  Reason  and  emotion  may  conflict  In  the  customer's  mtnd; 

d.  Every  prospect  makes  five  buying  decisions  when  considering  a  purchase: 
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(1) 
(2) 

■3) 
(4) 
(5) 


Whi^_  should,  I  buy?    Injorder  to  answer  this  question,  the  customer 
must  be  convinced  that  he/she  has  a  need  for  some  item. 
What  type,  brand,  or  style_shguld:!  buy?    The  customer  will  gather 
facts  about  the  product  from  sources  such  as  newspapers,  friends, 
magazines^  or  salespersbhr:  to  help  make  decisions  about  the  fea- 
tures of  each  type,  brand,  or  style  he/she  plans  to  purchase. 
W^e*^  should  i  buy?    Patronage  buytiig  motives  deal  with  the  selec- 
tion of  one  business  firm  over  another  {assortment  offered,  pr^ce, 
convenience,  'ieller's  reputation , -service  offered). 
How  much  should  I  pay?    (mce)    The  customer  will  decide  how  much 
he/she  can  afford  to  -pend  on  this  purchase  and  allocate  it  for 
that  purpose. 

When  should  I  buy?    The  customer  decides  whether  to  purchase  now 
orTTater,  or  determines  the  best  terms  on  which  to  purchase  the 
merchandise: 


(TM-1) 


In  general,  there  are  ^ive  major  buying  motives: 

(1)  Health  and  safety 

(2)  Comfort  iand  convenience 

(3)  Affection 

(4)  Pride 

(5)  Ecbrion^y 

f .  Buying  motives  associated  with  fashion  apparel  are: 

(1)  Spe la  1  approval 

(2)  Distinctiveness 

(3)  Coriformity 
(4j  Variety 

(5)  Practicality 

g.  The  salesperson  can  learn  about  customer  buying  motives  by: 


(1) 

(2) 
(3) 

(4) 


Observing  all  his/her  customers  and  the  types  of  merchandise  they 
purchase; 

Listening  to  the  comments  of  each  customer; 

Leading  thecustomer  tc  talk  about  the  use  of  the  merchandise  he/ 
she  is  buying; 

Learning  not  to  think  in  terms  of  his/her  own  likes  and  dislikes 
or  budget. 

Customers  as  Individuals. 

a.  Be  able  to  identify  ccstomer  types,  moods  and  personalities  arid  the 
ways  to  deal  effectively  with  each.  i  ^ 

b.  Be  able  to  detect :Customer_buying  TO  appeal    to  that  motive; 

c.  Thinkof  each  customer  from  his/her  point  of  view;  develop  empathy  (the 
ability  to  put  yourself  iri  the  other  person's  place). 

d.  Realize  that  each  customer: 


(2) 
(3) 

(4) 


Occupies  several  roles  throughbut  life; 
Is  partof  adistlnct  social  setting; 

Is  affected  by  social  forces  that  may  make  his/her  behavior 
acceptable  orunaGGeptable; 

Stores  attitudes  and  knowledge  gained  from  the  viarious  roles  he/ 
she  has  performed. 

Learn  to  formulate  responses  consistent  with  the  customer's  attitudes, 
roles,  knowledge,  and  the  social  forces  affecting  him/her. 


(TM-2)(TM-3) 
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II.    The  Selling  Process  (AIDA--Attention,  interest,  Desire.  Action) 

A.    Approach  the  customer  and  determine  his/her  needs. 
1.    Utilize  appropriate  sales  approaches. 

a.  The. approach  is  the  opening  of  the  sale  and  the  prelude  to  the  presen- 

tati  oh . 

b.  The  purpose. of  the  approach  js: to  cain  the  customer's  aLtehtion  and  to 
jnte rest  the  castomer  Immediately  in  the  product  or  service. 

c.  The  goals  of  the  approach  are: 

(1)  To  show  Interest  in  the  castomer; 

(2)  To  q^'ve  prbn^thess  in  serving  the  customer; 

(3)  To  develop  self-confidence  In  the  salesperson's  ability. 

d.  The  salesperson  should  display  a  positive  attitude  arid  a  smile  whtri  the 
approach  is  made  in  order  to: 

(1)  Gain  the  customer's  attention  and  let  him/her  know  you  are  aware 
of:the1r  presence; 

(2)  Create  a  favorable  impression  toward  himself/herself  and  the 
business; 

(3)  Put  the  customer  at  ease  and  make  him/her_ feel  welcome; 

(4)  Put  emphasis  on  the  Importance  of  the-custoner; 
{ 5 )    Pe ye  1  op  _  cu  s  t omer  c on f  i de n  ce  _  1  n  the  s  a  le  s P'^  rs  on ; 

(6)  Direct  customer  attention  to  the  merchandise; 

(7)  Set  the  stage  for  the  presentation; 

(8)  Give  the  salesperson  an  opportunity  to  start  analyzing  the  type  of 
castomer  and  his/her  motives. 


EKLC 
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e.    Factors  in  developing  a  good  approach  include: 


store 


(2) 


(3) 


(4) 


Promptness  which  gains  attention  and  develops  favorable 
image: 

(a)  Smile;: 

i^)    ?cknowledp  presence  of  custbTO 

(c)    Never  finish  stock  work  or  personal  chores  f1rst--the  custom- 
er   feels  ignored  after  the  first  ten  seconds. 

Addressing  the  customer: 

(a)    Use  a  pleasant  voice; 
Use  clarity  of  voice; 
Use  eye  contact; 
Use  correct  grammar; 
Avoid  slang  words; 

Use  descriptive  language  to  make  merchandise  appealing. 
Appearance: 

(a)  Wear  apprbpriate  attire; 

(b)  Wear  name  badge  if .required; 

(c)  Be  clean  and  well  groomed: 

Attitude: 

(a)  Have  a  positive  attitude; 

(b)  Exhib1t_a_feel ing  of  pride  in  the  job,  the  merchandise,  and 
the  company. 


(b) 
(c) 
14] 
(e) 
(f) 


f . 


(5)  Posture: 

(a)  Starid  and  walk  erect; 

(b)  Show  self-confidence  through  posture. 

(6)  Facial  expressions: 

(a)  Smile;  _ 

(b)  Show  enthusiasm  toward  customer. 

Types  of  approaches  Include: 

(1)    The  merchandise  approach-- 

Example:    {To  a  customer  locking  at  turtleneck  sweaters) 
"Turtlenecks  are  very  fashionable  this  year;" 

{a)    Is  con  si    red  most  .effect  lye  In  tem^      sales;,  :_ 

(b)  Can  be  used  when  the  customer  Is  already  looking  at  the  mer- 
chandise; 

(c)  Directs  oriiiitensif ies  the  customer's  attention  and  interest 
in  the  merchandise; 

(d)  Requires  the  salespersw  to  b^  of  merchandise  features 
and  their  benefits  to  the  customer.  . 
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(2)  The  service  approach-- 

ExarT<5]e:    "May  I  assist  you  with  a  ciBrtaih  sizie?" 

U)    Is  n^st_used:but  probably  least  effective; 

(b)    Is  least  effecttve  because  It  encourages  negative  responses; 

{c)    Offers  assistance  tp_ the  custom^ 

(d)  Is  most. effective  when  salesperson  avoids  "May  I  help  you?" 
or  similar  questions  which  can  be  answered  with  hb; 

(e)  IS:best  for  customers  In  a  hurry  who  obviously  need 
assistance. 

(3)  The  personal  approach-- 

Example:    "Good  morning,  Mr.  Williams.    I  heard  your  daugnter  will 
soon  graduate,  and  we  have  ^ome  great  graduation  gift 
ideas." 

(a)  Usas  the  customer's  name;_ 

(b)  Mayjuse_  *;sjr,"  "madam,"  or.  "miss";  .  _         .  . 

(c)  Refers  to  a  specific  recent  event  if  one  is  known; 

(d)  Is  sincere;  creates  a  friendly  atmosphere  and  builds  good- 
will. 

(4)  The  welcome,  acknowledgement,  or  greeting  approach-- 

Example:    "6ood  morning,  I'll  be  with  ydU  in  a  minute."  -or- 
"Good  morning,  welcome  to  Logan's." 

(a)  Js  an  Informal  way  to  let  the  customer  know  you  are  aware 
he/she  is  there; 

(b)  Is  used  tp:acknowledge_arrival  of  customer  when  you  are 
already  busy  with  another  customer; 

(c)  Creates  a  friendly,  positive  atmosphere. 

(5)  The  question  approach- 
Example:    "Good  morning,  Mr.  Jones.    Would  you  like  to  try  the 

new  collar  style?" 

(a)    Gains  prosfjects  attention; 

fb)    May  imply  a  challenge  through  the  question. 

(6)  The  curiosity  approach-- 

Example:    "Did  you  know  that  this  new  hemline  1s  in  this  y^ar?" 
(a)    Is  excellent, for  unused  product; 

fb)    Holds  attention  long  enough  to  get  into  presentation. 

(7)  The  special  interest  opprbach-- 

Example:    "Mrs^  Kirby,  I  noticed  that  ydU  go  to  all  the  football 
games  and  thought  you  might  be  Interested  in  a  short 
jacket. " 

(a)  Establishes  comnon  ground  with  customer; 

(b)  Gains  favorable  attention. 

(8)  The  gift  apprbach-- 

Example:    "Good  afternoon Hrs.  Gray.    I'm  Sam  Rodgers  with 
Lo93"'s  and  I 'd  li^e  to  give  you  this  personalized 
pad  with  our  compliments  and  show  you  our  new  loca- 
tion." 

(a)  Makesjcustomer  feel  obligated  at  least  to  listen; 

(b)  Is  best  when  gift  is  Inexpensive,  not  a  bribe. 

(9)  The  referred  lead  approach-- 

Example:    "Mr.  Jacksbh,  I'm  Jane  Tbdd.    Mrs.  Patrick  from  your 
parent  company  suggested  I  call  you." 

(a)  is  one  of  the  most  effective  openings; 

(b)  Gets  attention  quickly. 

(iO)    The  exhibit  approach-- 

Example:    "Mr.  WllljamSi  the  shoe  exhibit  yoa're  looking  at  shows 
the  excellent  arch  construction  of  Logan's  Sofstep 
shoe. " 

(a)  Uses  charts,  models  to  get  attention; 

(b)  Encourages  participation  quickly. 
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Avoid  negative  approaches  such  as: 

(ij    Questions  which  can  be  ahswerrJ  with  no 

(2)  .implications  of  wbrktng.  rn  conmission 
--    (fxample:    "Is  sdrfiedhe  ht?lpthg  yoU?"); 

(3)  Te™  of. endearment  or  insincerity 

_     iExample:    "Good  morning,  dear^'e."); 

(4)  Reference  to  price  _ 

.{Example:    "This  robe. is  $29.95."); 

(5)  Refereace  to  larger  sizes 

(^xaiTiple:_  ^'The  larger  sizes  are  on  this  rack."); 
it)    Personal  preferences 

(Example:    "This  is  the  best  looking  suit  in  the  stors."). 

Approaches  for  types  of  customers  include: 

(1)  Just-lodkihg  customer--rT)erchandisei  :  greeting,  personal ; 

(2)  Talkative  customer'-greeting,  merchandise,  personal; 

(3)  Silent  customers-merchandise,  greeting; 

(4)  Undecided  customer— greeting,  personal,  merchandise; 
IS)  Derided  customer--service,  greeting; 

(6)  Hurried  customer--service. 


PLANNING  NOTES 


Identify  and  analyze  customer  needs. 

a.  Observe  the  customer  accurately. 

(1)  Notice  size— small  J  medium,  large. 

(2)  Notice  appearances-Insight  1nto_sty1e  preference. 

(3)  Notice  mannerisms  (hurried  or  relaxedj--tane  into  customer  mood. 

b.  Listen  to  the  customer. 

(1)  Listen  to  determine  quality,  quantity,  color,  size,  price. 

(2)  Hear  What  the  customer  says--may  offer  information  without  being 
asked. 

c.  Ask  questions. 

(1)  If  information  is  not  voluntee.^ed,  ask  questions  to  determine: 

(a)  Size; 

(b)  Price; 

(c)  Style; 
14)  Co'ipr;_ 
(e)  quantity. 

(2)  .Get  a  epmplete:picture:of  customer  wants, 

(3)  Courteous  questions  show  motives  for  buying. 

d.  Choose  the  selling  point  that  best  fits  the  customer's  motives-observe 
facial  expressions. 

(1)  Talk  about  custpmer^s_pleasure,  comfort,  profit,  pride. 

(2)  Show  you  are  Interested. 


Observe  customer's  outward  appearance, expression^  and  manner  to  determine 
appropriate  size,  style,  color,  and  oattem  preferences. 

a.  Use  proper  observation  techhiquis: 

M)    Watch  for  what  the  customer  is  looking  at;: 

(2)  Observe  what  merchandise  the  cu|tomer  handles; 

(3)  Studyithe  customer;  gather  Information  which  n»ight  help  bring  the 
sale  to  a  close; 

^ojiot  appear  tpbesnopping^ 
(5)    know  when  the  customer  appears  to  be  looking  for  more  specific 
articles. 

b.  Properly  use  appearance  observations: 

^0        PT^ju^ge  ^^y  pytward  appe^  may  be  able  to 

afford  more  than  appearance  Indicates  or  may  select  lower  priced 
item  because  1t  1s  suitable  for  occasion. 
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(2)    Determine  basic  figure  types: 

(a)  Short  u.  ..ravy; 

(b)  Shcrt  and  th1n; 

(c)  Tall  arid  heavy; 

(d)  Tall  and  thin. 


(3)    Determine  size  range  that  matches  customer  figure  type: 


(a) 
(b) 
(c) 
fd) 
(e) 
(f) 
(g) 

(h) 

(i) 


d. 


Misses  sizes; 
donior  sizes; 
Women's  sizes; 
Women 's  half  sizes; 
Misses  petfte  sizes; : 

fe's  Suits,  sport  Jackets,  cdats--shbrt.  regular  or  long; 
Men  s  slacks--waist  arid  iriseam  sizes; 
^*^ss  Shi rts--neck  measurement  and  sleeve  length; 
Sport  shirts--smdll ,  medium,  large. 

Determine  style  to  match  figjre  type: 

{a)    Design; . 

(b)  Proporti')ri; 

(c)  Line. 

Select  color  to  match  skin  and  hair  coloring. 
Select  pattern  and  texture  to  match  figure  type  and  style. 
Observe  customer's  expression  to  see  if  he/she: 

(1)  Shows  satis 'Tiction; 

(2)  Shows  disapproval; 

(3)  Shows  dpubtij 

(4)  Shows  interest  in  merchandise; 

(5)  Mairitairis  good  eye  contact. 

Observe  customer's  mannerisms  to  determine: 

(1) 
(2) 
(3) 


(4) 


(5) 
(6) 


^he  customer  js  hurried; 
If  the  cQStomer  is  relaxed; 
The  customer's  mood. 


Ask  pertinent  questions  to  identify  more  clearly  needs,  wants,  interests. 


Use  proper  questioning  techniques; 

(J) 
{?) 


(3) 
(45 
(5) 
(6) 


^^^^  <l"^stibris  short; 

MaKe_qyestions  easy  to  answer— open-ended  so  they  cannot  be 
answered  by  yes  or  rio; 
M^ike  questions, impersonal; 
Ask  questions  freely--but  not  too  many; 
Make  use  of  evasive  answers; 

Ask  questions  which  call  for  a  positive  response. 

Develop  questions  around  the  product  or  service  (who,  what,  when, 
where,  why,  and  how): 

i\)    Who  is  the  item  for? 

(2)  What  color,  fabric^  and  sty.e  are  preferred? 

(3)  What:s1ze  Is  needed? 

(4)  Where  will  the  item  be  worn? 

Get  the  mercharidjse  into  the  customer's  hands  as  yv^  question 

Don  t  cross-exatiifie  the  customer. 

Save  questions  until  needed. 

Present  questions  at  the  proper  time. 

Properly  word  the  questions. 


Present  the  merchandise. 

^ .    Purpose^of  presentatiori  Is  to  malnta Irithe  interest  aroused  during  the 
approach  and  to  build  desire  for  the  Item:   

2.    Specialized  knowledge  Is  needed  for  the  sales  presentation: 

^-  Background, Information  of  the  merchandise; 

b.  Uses  of  the  merchandise; 

c.  How  to  use  the  item; 

d.  Th3  construction  and/or  content  of  the  item; 
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e.  How  to  care  for  the  item; 

f.  How  the  item  performs; 

y-  jt^ryjrp^  Ui.i  l  orcpmpony  t  hp  ll  cm; 

h:  Competitive  items; 

1-  PurP'^se  of  the  item; 

y.  Appearance  of  the  item; 

k.  Giiisirahtees  or  warranties. 

3.    Develop  the  features  of  the  pjresentation: 


EKLC 


f . 


(2) 


Select  the  merchandise  to  be  shown. 

Determine  the  customer 's  wants .or  needs, 

If  ho  specific  item,  style,  color,  or  size  is  stated,  select  what 
you  think  will  fit  the  needs. 

Determine  how  much  merchandise  to  show. 

the  type  of  merchandise  determines_how_mucH  toshgw. 
Too  much  may  confuse;  toolittle  may  not  be  sufftcient  to  allow 
customer  to  reach  a  decision. 

Several  accessories  may  beshownjat  the  same  time. 
Limit  clothing  to  two  or  three  itPms.  . 
Eliminate  items  the  customer  does  not  like. 


(1) 
it) 

U) 

(4) 
(5) 

Point  OQt  obvious  features  first. 

nj  Mention  eglpr; 

(2)  Discuss  style;  _ 

(3)  Point  out  special  detail; 

(4)  Reinforce  what  the  customer  already  knows. 

Point  out  benefits. 

(1)  Concentrate  on  the  benefit  that  has  particular  appeal  to  the 
customer. 

(2)  Let  the  customer  know  what  the  item  will  do  for  him/her. 

(3)  Explain  the  benefits  of  the  product  features. 
l^i    Relate  benefitstgcustpmerneed^ 

(5)  eastooiers  dc  not  bay  merchandise — they  buy  benefits. 

Handle  the  merchariiiise  carefully  and  respectfully. 

(1)  The  customer  will  observe  you.  . 

(2)  Careless  handling  impl"5es  that  the  product  is  hot  valuable. 

(3)  Handle, the .product  so  cusLomer  can  see  the  product  and  feature 
be  ing  pointed  oat. 

Encourage  customer  participation. 

(1)    AppC^l  to  the  five  senses  touch 


(SA-20;  PR-7) 
(SA-21) 


(SA-22) 


(2) 
(3) 


(4) 


(5) 


smell ,  sight,  taste,  and 

hear"ir;o^   :  :_      : :    __    :  : 

Prove  Iht  product  will  do  what  you  said  it  will. 

Use  proper  techniques  of  getting  the  merchandise  into  the 

cust:>mi*'' ' s  hands; 

(a)  Handing  it  to  the  customer; 

(b)  Letting  the  customer  operate. the  merchandise; 

(c)  Letting  the  customer  try  on  the  merchandise. 

Ask  questiofis  that  result  in  positive  responses  to: 

(a)  Build  an  atmosphere  of  agreement; 

(b)  Help  obtain  commitments  from  the  customer. 

Customer  participation: 

(a)  Is  Important  becausei^people  retain  5-lOX  of  what  they  see, 
30-50%  ofwhat  they  see  and  hear,  50-70^  of  what  they  say, 
and  70-90%  of  what  they  do  and  say. 

(b)  Increases  customer  interest  and  buiJds  desire  in  the 
merchandise . 

(c)  Develops  a  feeling  of  ownership  within  the  customer. 


Appeal  to  the  customer's  reason. 

Use  facts  and  figures  whan  available. 


(1) 
(2' 
(3 
(4) 
15) 


Note  guarantee  or: warranty . 
Present  testlmonlaU. 

Cite  reports  jn  magazines etc.  

Keep  selling  points  In  logical  order. 
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Point  oat  hidden  features: 
(1) 
(2) 


(3; 


^"^pw. features  not  readily  seen  by  rustofDers,  such  as  quilitv 
''abric  blends.. 

These  may  not  be  noticed  during  customer  partlcpation  phase 
the  demgristratipn 

Use  hidden  features  to  justify  the  customer's  spending  money  on 
*he  merchandise. 


Present  medium- pri  red  It  err  first; 

(1)  Use  medium-priced  firsc  J  r_custc^r  doesn't  request  di'ferently; 

(2)  Listen  and  watch  customer's  expressiot/  to  determine      ycj  r.hould 
go  lower  or  h igher. 

(3)  Don't  ask  how  much  they  want  to  spend. 

Dramatize  the  merchandise--find  unusual  ways  to  do  or  use  jsual  things. 


iU 
12) 
(3) 
(4) 
(5) 

(6) 


Use  your: voice  to  c'ramatize; 

Use  Imaginative  or  descriptive  words  and  gestures. 
Be  enthusiastic. 

Dramatize  the  merchandi5e--1ts  beauty>  construction >  etc. 

Use  visual  aids--anythfng  that  causes  the  customer  to  use  his/her 

sense  of  sjght^  _  : 

Use  words  and  phrases  that  help  the  customer  visualize  the  use  of 
the  merchandise. 


ia) 
(b) 
(c) 
(d) 


Avoid  generalities. 

Avoid  words  which  devalue  the  merchandise,  such  as  "cheap. 
Avoid  overused  id jectives.  such  as ."nice."    .  . 
Avoid  technical  words  without  explanation  with  general 
customeri . 


Tactfully  handle  interruptions  during  tYie  sales  p,"esentation . 

(1)  Return  tg_  the  customer  a soon  as  possible. 

(2)  Review  some  of  the  selling  points  you  have  already  made>  then 
continue . 

Compare  prices  and  price  lines. 

(1)  Categories  of  prices  and  price  lines  usually  fall  into  low>  medium, 
. .  .    and  high .      .  _  _         . .  " 

(2)  Merchandise  is  usually  available  within  a  store  at  3  familiar  or 
customary  price  line: 

(a)    Distinct  prices--hats  at  $5,  and  $7.50,_and  $10. 

(bj    Price_Fanges--wa11ets  at  $6  to  $8,  $10  to  il2,  and  $14  to  $16 

(c)    All  hats  and  wallets  fit  into  one  of  these  prices  or  lines. 

(3)  Customers  become  used  to  price  lines  which  apply  to  their  economic 
status . 

(4)  Justify  price  to  yourself  arid  to  the  customer: 

(a)  Study  features  and  benefits  of  each  price  or  price  line; 

(b)  Prepare  explanatioh  of  difference  in  features  bet'^een  lines. 

(5)  Show:medium-priced  merchandise  first— this  allows  an  opportunity 
to  move  downward  or  upward. 

(6)  Avoid  refe:rence  tg_'_'cheaper"  or  "cheapest"  merchandise— use  "more 
economical"  or  "most  economical"  to  eliminate  the  possibility  of 
devaluing  the  merchandise. 

inform. costumers  of  substitute  merchandise  if  requested  items  are 
unavii lable . 

(1)  Deiermine  customer's  need  and  recommend  another  similar  item  that 
fits  :he  heed. 

(2)  Exglavn  the  relationship  or  similarity  between  the  desired  item 
and  the  substitute: 

(a)  Color; 

(b)  Use; 

(c)  Features; 

(d)  Price;  ■  :   : 

(c)    Guarantee,  warranty,  etc. 

Know  your  cbmpetit or 's  merchandise  50  well  you  can  compare  your  own 
with  theirs,  feature  for  feature. 

Point  out  buyer  benefits  of  the  substitute  merchandise. 
Ppn't  run  down  or  criticize  the  requested  merchandise. 
Don't  blame  someone  else  because  you  don't  have  the  merchandise. 


(3) 

(4) 
(5) 
(6) 


Personal  Selling 
15 


PLANNING  NOTES 


(HO-10) 


(SA-24)  [CTIB  035-00-nl 
(HO-11) 


21t 


(7) 
(8) 


Never  use  the  Wbrd  "substitute.'' 

Do  not  apologize  for  your  merchandise. 


Overconie  objections; 

1.  Determine  objection  or  excuse. 

a.  A:i  objection  is  a  genuine  concern  or  hesitation. 

b.  An  excuse  is  c^n  Insincere  reason  to  delay  action: 

(ij  To  d&al  with  an  excuse,  questibh  to  determiTie  the  real  objection. 
(2)    Treat  excuse  as  a  real  objection  anb  refer  directly  to  it. 

2.  Recognize  types  of  objections: 
a.    Objections  to  price-- 

(1)    Example:    "It's  nice,  but  I  hadn't  planned  to  pay  that  much 


(2) 


Solution: 
bencfi  ts . 


Justify  price  in  terms  of  merchandise  features  and 


(3)    Ppn't  apblogizeLfor  price. 

(b)  People  bay  value  andbenefit. 

(c)  Build  up  value  by  pointing  out  the  benefits  of  certain 
"features ,   :    .  . 

(dj    Point  out  hidden  features. 

(e)    If.ci^stbmer  obviously  ca_nng^,_afford  the  prfco,  show  a  less 
expensive  item  avoiding  negative  words  such  as  "chea^ier." 

b.  Objections  to  need— 

U)  Example:  "i  don't  think  I'll  get  enough  wear  out  of  a  long  dress, 
^oli^tion  :  _  Pi^sent  the  merchandise,  in  relation  to  a  buying  motive 
and  point  out  Its  benefits  and  uses. 

c.  Objectidns  to  product  (color,  comfort,  design,  size,  style,  suitabili- 
ty, type)  — 

(ij    Example:    "This  Isn't  exactly  what  I  had  in  mind." 
(2)    Splutign:_  Show  other  merchandise  or  point  out  features  to  offset 
the  objection. 

d.  Objections  to  source-- 

(1)  Example:    "I'm  just  not  sure;  the  last  time  I  bought  shoes  on  a 
sale  here,  I  found  the  same  shoe  at  a  lower  price  just  ud  the 
street." 

(2)  Solution:    Assure  the  customer  of  your  des1re_to  serve  him/her 
and  point  out  positive  aspects  of  the  business. 

e.  Objections  to  time  (buying  now)-- 

(1)  Example:    "I  think  I'll  wait  a  while." 

(2)  Solution:    Suggest  advantages  of  buying  right  away,  such  as  price 
increases,  ilrinedlate  wearing  satisfaction. 

f.  Objections  to  quantlty-- 

(^.}    Example;    "One  pair  of  hose,  that's  all." 

(2j    Solution:    Point  out  benefits  of  buying  more  than  one  pair. 

g.  Objections  to  service-- 

(1)  Example:    "I  have  to  wear  my  watch  to  work.    It  would  probably 
.       talce  a  long  time  to  Haye:1t_  cleaned  or  repaired." 

(2)  Solution:    Explain  your  service  situation  and  reassure  the  custc^- 
er   of  your  service  department's  dependability. 

h.  Objections  to  store  policy-- 

(1)  Example:    "The  coat  is  nice  but  I  could  never  do  the  alterations 
.       niyself  .and  ypyieharge  more  for  alterations  to  sale  Items." 

(2)  Solution:    Reassure  the  customer;  justify  your  store  policy  by 
pointing  but  the  positive  aspects,  such  as  lower  sale  prices. 

Use  proper  procedure  for  handling  objections. 

a.  Listen  very  carefully  to  the  objection. 

b.  Restate  the  objection. 

nj    Use  the  prospect's  wordSi  or_  ___ 
(2)    Change  the  objection  into  a  question  when  possible. 


PLANNING  MOTES 

(SA.25j 

ECTib  036-00-11] 
[CTIB  036-00-12] 
[CTIB  036-00-13] 


(HO-12) 


(SA-26) 

(SA-27)  [CTIB  037-00-11] 


(SA-28) 
(HO-13) 


Personal  Selling 

218 


6. 


ERIC 


d. 
e. 


Cdhcede  before  answering. 

(1)  Let  the  castoraer  know  his/her  point  is  Important. 

(2)  Show  respect  for  the  customer's  point  of  view. 

Answer  objection  briefly: 
Ask  for  customer's  order. 


4.    Use  proper  techniques  for  handling  objections, 
a:    Yes,  but  irethod: 

(1) 
(2) 
(3) 
(4) 


Is  most  widely  used-method;  - 

^^•^"owledges  objection  pgsUively,  then  answers  objection. 
Calmscustomer's  emotions. 

May  be  used  when  customer  misunderstands  merchandise. 
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b.  Direct-denial  method: 
(ij    Is  poorest  method. 

(2)  Is  3  cjireet  attack:  on  the  customer's  opinion: 

(3)  May  be  used  when  objection  is  based  on  false  information  or  mis- 
understahdihg, 

i^)    ]_s  best_u5ed  when  the  salesperson  has  prepared  the  customer  for 
the  response  by  using  empathy. 

c.  super ior-point  method: 

(ij    Admits  the  truth  of  the  objection. 

(2)    Gives  a  superior  selling  point  that  outweighs  the  objection. 

d.  Boomerang  method! 

(1)  Isusedwhen  the  objection  is  based  on  a:selling  point  and  sales- 
person can  turn  the  objection  into  a  selling  pointy 

(2)  T'osses  the  objection  back  to  the  customer  as  a  reason  to  buy. 

e.  Question  method: 

(1)  Asks  questionsito  explore  objection. 

(2)  helps  salesperson  determine  what  features  and  benefits  are  impor- 
tant to  the  customer.  

(3)  Allows  extra  time  to  think  as  you  deal  with  the  Objection. 

f.  Demonstration  method: 

(1)  Uses  a  test  situation  to  show  the  customer  the  objection  is  wrong 
without  having  to  say  so. 

(2)  AllpWs_salesperson  to  make  the  demonstration,  then  make  a  positive 
sales  statement  and  continue  presentation. 

g.  Third-party  method: 

(1)  Refers  to  testimonial  of  a  neutral  third  party. 

(2)  Avoids  offending  the  customer. 

h.  Close-on-an-objection  method: 
(1)    Involves  an_objictj?n  which  may  be  a  buying  signal. 


Is  used  when  objection  deals  with  ownership. 
Requires  salesperson  to  answer  objection,  then  attempt  to  close. 


(2) 
(3) 

i .    Explanation  method: 

(1)  May  bcjused  when  you  feel  the  customer  has  inaccurate  facts  or  a 
fal se  bel ief . 

(2)  Requ-ires  salesperson  to  ask  customer  to  explain  the  objection. 

(3)  Requires  salesperson  to  be  tactful  to  avoid  making  the  customer 
look  ignorant. 

Deal  vnth  objections  imriediately . 

a:  Jn^m?di^=itely  ac knowledge  the  objection. 

b.  Pause  briefly  to  give  thought  to  the  objection: 

e.  Proceed  to  answer  the  objection. 

d:  Never  ignore  or  postpone  ah  objection. 

Tactfully  handle  difficult  customers. 

a.    Recognize  characteristics  of  difficult  customers: 

(1)  They  gripe  and  complain  about  products  and  services  without 
jUstIf icatibh.  i  :i  :  __ 

(2)  They  make  unreasonable  demands. 

(3)  They  do  not  maintain  objective  viewpoints. 
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{4)  They  fee]_that  all  business  people  are  greedy,  unfair,  and  selfish 

(5)  they  desire  to  get  something  for  nothinn..    _  _  _    _ 

)  They  feel  that  they  are  superior  human  delngs  and  that  all  others 

are  inferior.  :    :__ 

(2)  They  do  not. know  what  they  want. 

(8)  They  have  difficulty  maRirig  buying  decisions. 

(9)  They  have  their  minds  set  on . one  product,  one_price,  one  brand, 
---  etc;,  and  are  unwilling  tocousider  other  equal  alternatives. 

(10)  They  voice  their  opinions  in  loud,  boisterous  voices. 

Use  proper  ways  of  handling  difficult  customers: 

(15  Renain  calm^  ii  .   

(2)  Show  an  Interest  In  and  concern  for  the  customer;  listen  intently. 

(3)  Use  tact  In  all  conversations. 

{4)  Be  courteous,  __   _  :   :  :._  _  :: 

(5)  Maintain  positive  attitude  and  belief  that  thecustomer  Is  king. 

(6)  Demonstrate  your  knowledge  and  uhderstahdihg  of  products,  proce- 
dures, policies,  and  "human  behavior." 

(7)  Maintain  objective  viewpoint: 

(8)  f^lntain  self-egntrgl  at_all  times;  never  argue  or  try  to  prove 
-  you  are  right  and  the  customer- is  wrong. 

(9)  Ask  questions;  obtain  as  much  Information  as  you  can  to  better 
satisfy  customer  needs ,    

(10)  Go  out  of  your  way  to  make  the  customer  feel  important  and  special 


7.    Anticipate  objections. 


a.  Study  the  merchandise. 

(1)  c'^l^aDs  and  features. 

(2)  Learn  benefits  of  each  feature. 

b.  Expect  objections  to  the  product  or  specific  features  of  the  product. 

c.  Be  prepared  with  product  knowledge  and  the  ability  to  point  out 
superior  points. 

your  sales  presentation  to  include  all  information  the  customers 
will  need. 

(1)  Make  a  list  of  common  objections  or  questions  and  features  they 
apply  to:  -  - 

(2)  List  positive  sales  statemint  for  each. 

(3)  Consider  the  customer's  position;  tell  "why"  in  his/her  viewpoint. 

(4)  Use  pos1tiv3  rather  than  negative  approach. 

(5)  Incorporate  these  points  into  sales  presentation. 


Close  the  sale. 

1.  The  purpose  of  the  close  Is  to  lead  the  customer  to  action  upon  the 
presentation  you  have  given. 

2.  Obtain  agreement  and  commitment  from  the  customer, 

a.  MiEike  the  buying  decision  easy. 

(1)  Do  not  show  additional  merchandise  when  you  are  ready  to  close. 

(2)  Narrow  selection  by  removing  all  but  two  of  three  items: 

(3)  Help :  customers  jvi  sua  1  izeowne^  "yours 

(4)  Ask  customers  to  buy--g1ve -the  opportunity  to  purchase  the  mer- 
chandise you  just  presented. 

(5)  Be  confident--belieye_in_your  merchandis  Its  buyer  benefits 
and  Its  ability  to  meet  the  customer's  needs. 

b.  Overcome  buying  resistance. 

(1 j   Ask  a  "why"  question. 

(2)  Deal  with_the  objection.  _: 

(3)  Move  toward  a  natural  close. 

c.  Take  advantage  of  buying  signals  or  signs  of  approval  which  Include: 

(ij  Facial  expressions; 

(?)  Certain  types  of  objections; 

(3)  Agreement  with  sales  statements;.:, 

(4)  Actions  or  movements  indicating  interest; 

(5)  Questions  or  comnients  about  merchandise. 
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d. 


Attempt  a  trial  close  when  ybii  receive  a  buying  signal. 

(1)  A  trial  close  tiSuslly  takes  -the  form  of  a  question,  siich  as,  "I'r 
Jiirt  you  will  liRe  Ji,  <iori^t_you  agreed" 

(2)  !f  unsuccessful;  ccntinae  natarally  with  the  sales  presentation. 
Use  proper  basic  clbsirig  technique: 


(1) 


(2) 


(3) 


w 


(5) 


(6) 


(7) 


or 

"Which 


(a) 
{b} 
(c) 

(d) 


Ask-your-cu5tomers-to-buy  close-- 

Example:    "Jhe  dressjs  50?  polyester.  50X  dacron  and  permanent 
press;  jast  wash. and  wear:    It  is  the  ideal  dress  to 
take  on  your  business  trip  to  Atlanta.    Don't  you 
agree?" 

(a)  Review  nwjb-  selling  features  and  benefits. 

(b)  Summarire  reasons  customer  should  buy. 

(c)  Ask  customer  to  buy. 

Choice  or  minor-point  close-- 

Example:  "Do  you  prefer  the  cardigan  or  the  V-neck  style' 
the  Gustpn«r  mayaskthe  salesperson's  opinion: 
do  you  think  fits  better?" 

"''^is  IS  probably  _the_ most  widely  used  and  best  close  method. 
Selection  should  be  narrowed  totwo  items. 
Offer  a  choice  between  the  two  items  using  color,  style, 
size,  mater  12], _ or. other  features.. 
Give  honest  opinion  if  customer  asks  you  for  a  choice. 

Assumption  close-- 

Exaniple:    "Would  you  like  this  gift  wrapped?" 

(1)    Customer  agrees  on  minor  points  during  the  presentation. 

(b)  you  assume  customer  will  buy. 

(c)  Ask  question  or imake  statement. deal ing. with  delivery,  service 
care  of  merchandise,  methods  of  payment,  or  other  item  of 
business . 

Advantages -disadvantages  close-- 

Example:    "The  heed  tg_ remove  the  pin  before  laundering  is  an 

Inconvenience,  bat  the  beauty  it  adds  really  gives  the 
jscket  a  look  of  sophistication.    It  can  also  be  re- 
placed with  your  own  favorite  pin  to  givo  variety." 

Sumnarize  the  custoher's  reasons  to  buy. 
Appf<?'l  to  ratipndl  motives.  _ 
Turn  d:sadvantages  into  selling  points. 
If  customer  is  satisfied,  continue  to  close. 
If  CLitomer  i<  dissatisfied,  select  another  item. 

Premium  close- 
Example:    "With  your  purchase  of  the  boots  during  October,  Loqan'i 

gives  you  a  bottle  of  our  special  weatherproof ing  to 

protect  your  investment." 

(a)  Offer  something  extra  in  addition  to  the  purchase 

(b)  Attempt  to  make  the  customer  buy  now. 

Last-chance-to-buy  close-- 

Example:    "Our  discount  days  end  tomorrow  and  this  is  the  last 

bridal  gown  we  have  in  your  size.    I'm  sure  you  would 
Pr^^er  to  saye  money  and  a  trip  out  of  town  to  find 
another.    Shall  i  lay  it  away  for  you?" 


PLANNING  NOTES 


(a) 
(b) 
(c) 
W 
(e) 


(a) 

(bj 
(c) 


^^se  your  statement  oh  the  custorTier's  desire  for  gain  or  for 
fear  of _ losing  the  opportunity  to  buy  later, 
ttse  honesty: 

Stress  customer  need  and  benefit  of  buying  now. 


Standing-room-only  closD-- 

Exanjple:    "This  shoe  has  been  our  best  seller  this  fall;  we  ju^t 
received  our  last  shipment  for  the  season." 

{^)    Use  hohesty. 

(b)    Appeal  to  the  custo(f)er's  emotional  fear  of  losing  ownership 
opportunity. 


(TM-^3) 
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(8)  Narrative  or  testinibnial  close-- 

Example:    "David  Johnson,  a  local :  bosinessnian  and  a  . national 

f^i.vitfin  officer,  t?t^»^9h'^  l^st  spring, 

lie  does  a  great . deal . of  trave  ling  and  told. me. he  has 
never  had  a  suit  that  is  as  wrinkle-free  for  travel 
wear  and  packing  convenience." 

(a)  Bse  honesty.  _  .  . 

(b)  RiBlate  another  person's  successful  experiience  or  remarks  to 
the  customer's  need  for  the  item. 

(9)  Objection  closiB— 
Example: 


A  customer  has  objected  to  the  weight  of  a  coat  and  hes 
answeriBd  that  this  is  his  only  reason  for  not  buying. 
-'The  coat  IS  heavyweight,,  but  that  can  easily  be 
remedied  by  zipping  out  the  wool  liner,  thus  giving  you 
3_l_i9htwei§ht_ coat  for  cpgl  days,  both  witH  prgtectipn 
from  weather  elements:    Wouldyou  like  me  to  remove  the 
lining  so  you  can  feel  the  difference  before  I  wrap  it 
for  you?" 

(a)  Ask  if  the  expressed  objection  is  the  only  reason  for  not 
buying^  i_       _:_  :i 

(b)  Overcome  the  objection  as  you  close. 

(10)    Suggest-related-merchahdise  close-- 

Example:    "The  dress  can  be  given  an  entirely  different  look  by 
wearing  a  scarf  and  matching  belt." 

(aj    Ijse  relatec.  erchandise  to  help  care  for  or  enhance  value  of 

the  original  item, 
(b)    Show  new  ideas. 

f.    Avoid  errors  in  closing. 

(1)  Avoid  negative  statements  such  as,  "You  wouldn't  want  this,  would 
you?" 

(2)  Avoid  offering  substitute  items  that  art  not  satisfactory  for 
-  customer  needs.  _  _ 

(3)  Avoid  scare  tactics  such  as,  "There  won't  be  any  oats  left  by 
:  Friday." 

(4)  Avoid  dishonesty  just  to  make  a  sale. 

(5)  Avoid  rushing  or  pushing  the  customer  into  a  hasty  decision. 


3.    Thank  customers  to  encouraqe  ropeot  business. 

a.  Say  "thank  you"  to: 

(1)  Make  customer  aware  that  the  score  appreciates  his/her  business. 

(2)  Maintain  custonier  goodwill. 

(3)  Make  future  sales  easier. 

b.  Give  a  final  word  of  assurance. 

(IJ    Make  a: compliment  on  the  purchase. 

(2)    This  helps  the  customer  to  feel  he/she  has  made  a  wise  choice. 

c.  Ask  customer  to  come  back  again  soor. 


Use  suggestion  selling  and  build  clientele. 
1.    Use  suggestion  selling. 

a.  Suggestion  selling  is  a  selling  technique  which  allows  the  salesperson 
to  give  the  customer  a  buying  idea  leading  to  the  purchase  of  addition- 
al merchandise. 

b.  The  purpose  of  suggestion  selling  is: 

(1)  To  make  more  profit  for  the  store; 

(2)  To  |nake  more  coininissfon  to  the  salesperson,  and  it  makes  the 
salesperson  more  valuable  to  the  Store; 

(3)  To  provide  se^'vice  to  the  customer  in  helping  him/her  better 
satisfy  needs  anc;  wants. 


PI  ANN  I NG  NOTFS 


(H0-17)(SA-39) 


{SA-40;  PR-9j 
[eilB  040-00-113 
[CTIB  040-00-12] 
fSA-41; _PR-12j 
ECTI8  030-00-14] 
ECTIB  030-00-15] 


{SA-42) 

ECTiB  041-00-11] 
ECTIB  04l«nO-12j 
EeiiB  030-00-15] 

(H0-18)(TM-14){SA-43) 


(HO-19) 


Pcrsoniil  Sell  inn 


Use  proper  tfjchniqnns  ror  mnklnq  Sij(|fjes I  ionii : 

(1)  Bemember  that  goods       V_sel  l.  tHemsely^  displayed. 

(2)  Supgest  goods  that  will  real  ly_benef it  the  ctjstomer. 

(3)  Be  specific— do  riot  suggest  a  long  list  of  articles. 

lA)    DQ_nQt  make  suggestions:ir.d  jscrimjnately  to  1*1.1  customers . 

(5)  Demonstrate  the  suggested  goods  whenever  pos..ible. 

(6)  Avoid  riegati ye_su§gest ions  suc^^^        'Is  there  anything  else?" 

(7)  Listen  to  determine. what,  to  suggest.  . 

(8)  Make  suggest ions  after  the  customer  has  made  the  buying  decision 
but  before  the  sale  is  written  up  or  rung  on  the  register. 

Types  of  suggestions  include: 

(1)    New  merchandise-- 

Example:    "Our  new  fall  blazers  jUst  arrived  this  week.    I  think 
you  will  be  just  as  excited  about  them  as  I  am." 

Larger  quantities- 
Example:    "Two  pair  of  hose  would  give  you  an  extra  for  an  emer- 
gency." 

Merchandise  specials-- 

Exanvle:    "We  are  closing  oUt  our  summer-weight  knit  shirts  at 
half-price. " 

Special  occasions  or  seasonal  items-- 

Example:    "Martha,  Father's  Day  is  just  around  the  corner.  :  You 
might  Want  to  look  at  bur  gift  ideas  display  before 
you  leave." 

New  or  different  uses  for  inerchandise-- 

Example:    "This  hostess  apron  can  be  folded  ind  buttoned  to  form 
a  sun  bonnet." 

Related  or  accessory  items-- 

Example:    "This  tie  emphasizes  the  green  you  like  so  well  in  the 


(2) 


(3) 


(4) 


(5) 


(6) 


pattern  of  the  shirt." 

(a)  This  if  the  most  cbimibn  method  of  suggestion  selling. 

(b)  Usually  suggest  items  lower  in  price  and  accessories  for  the 
original  item:  :  _  _  :  : 

(c)  peyel bp  knowledge  of  all  items  in  your  department  and  in 
other  departments  that  relate  tc  yours. 

(d)  Use  coordinated  displays  as  a  suggestion  aid. 

(e*)    00  not  assume  the  customer  already  has  accessories  to  accom- 
pany the  purchase.:  _  . 
(f)    Remember  that  one  item  always  relates  to  another  in  some  way. 


(7)    Better  qual ity/higher-priced  merchandise  ( "trading-up" )— 

(a)  Use  when  you  are  sUre  the  customer  WbUld  benefit  from  better 
:i:    qual ity--detenTi]ne  customer's  jntended  use. 

(b)  Point  out  similar  features  in  both  items: 

(c)  Point  out  additional  features  and  benefits  to  justify  extra 
cost. 

(d)  Do  not  belittle  lower  priced  merchandise  by  inferrinq  it  is 
1     poor  gual  1  ty,  cheap^  or  inferior, _ 

(e)  Do  not  insist  or  pressure  the  customer  to  buy  the  better 
article. 


2.    Build  clientele. 

a-    CVl^nt^l^  is  a  group  of  regular  customers  who  ask  for  the  same  sales- 
person .  _ 
b.    Use  proper  techniques  for  biiiUJing  clientele. 

(1)  know  your  customers  and  your  merchandise  so  as  to  offer  hefpfiil 
suggestions. 

(2)  Remember  customer* s  name  and  call  him/her  by  name. 
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(a)    Show  interest. 


EKLC 


Personal  Selling 
21 


{SA-44;  PR-9) 


(SA-45;  Pk-9] 


(SA-46;  PR-9)  br  (SA-47;  PR-9) 
ECTIB  042-00-11] 
[CUB  042-00-12] 
LCTIB  030-00-15] 


{5A-49) 

[CTIR  043-00111 
rCTlB  043-00-1?] 
rCTIb  043.00-13 

(SA-50;  PR-5) 


(HO-20) 


PLANNING  NOTES 


(bj  Beally  observe. the  face: 

(9)  *^^)^  n^me  right  arid  repeat  it. 

(d)  Find  an  association.  .  . 

(e)  Review  the  name,  visualize  the  face, 


write  the  riartie  dowri. 


(3)  Present  business  cards  with  your  name  on  them  to  customers  you 
want  to  continue  to  serve. 

(4)  Maintain  customer  book  or  card  file  with  customer  infonnati on: 

(aj  CustOfner's  name; 

(b)  Address;  

(c)  Telephone  number; 

(d)  Size; 

(e)  Other  members  of  lithe  f  ami  ly--name,  age,  sex; 

(f)  Color,  quality,  desiqn  preferences^ 

(g)  Special  interests; 

( b )  Occup a 1 3  on ;     :      :  : 

(ij  Any  other  information  to  help  you  bette*^  serve  the  customer. 

(5)  Use  customer  book  or  card  file  to  talk  with  or  call  the  customer: 

(a)  Wheri  ydU  jUst  received  merchandise  in  his/her  size  that  will 
be  of  interest  tP  him/her; 

(b)  When  you  think  the  customer  might  be  running  low  on  a 
r^SM^^rly  purchased  item; 

(c)  When  d  requested  item  arrives; 

(d)  When  you  can  supply  merchandise  for  a  specific  occasion; 

(e)  When  a  desired  item  is  reduced. 

III.    Sales  Related  Activities 

A.    Sales  related  activities  iriclude  charge  and  cash  transactions. 

1.    Charge,  transact  ions  involve  the  customer  charging  pjerchandise  to  a  charge 
account  in  order  to  pay  later. 

a.    Charge-take  is  when  the  customer  charges  items  and  takes  them  with 
him/her. 

^.    Charge-send  is  when: the  customer. charges  items  and  has  then  delivered. 

c.  The  two  basic  charge  account  systems  include: 

(1)  The  store's  awn  charge  account  system; 

(2)  Charge  accounts  through  a  bank  or  independent  credit  card  plan. 

d.  To  process  a  charge  transaction,  the  salesperson  should: 

(1)  Obtain  customer's  charge  card  (or  verify  identif icatiori ) ; 

(2)  Check  card  against  invalid  list; 

(3)  Record  transaction  on  a  sales  form  (receipt  or  purchase)  or  bank 
credit  card  fcrm-- 

(a)  Date; 

(b)  Customer's  name  and  complete  address; 

(c)  Salesperson's, identification; 

(d)  Charge  sale  indication  (if  general  sales  form); 

(e)  Merchandise  description,  quantity,  price,  etc.; 

Obtain  costomer's  signature; 

(5)  Compare  sigriature  to  credit  card; 

(6)  Return  card  to  custoiner; 

(7)  Obtain  approval  (credit  riuthfjrization) ; 

(i)    Check  credit  1 imit  if  store  account; 

(b)    Observe  credit  card  limit  pol1cy--such  as  calling  a  specified 
number  for  authorization  on  purchases  over  $50,  etc.; 

(8)  Give  customer  his/her  copy  of  sales  slip; 

(9)  Bag  merchandise; 
(10)    Thank  the  customer. 

2.    Cash  transactions  involve  the  customer  immediately  payiricj  for  the  merchan- 
dise with  cash  or  check. 

a.    Cash-send  is  when  the  customer  pays  and  items  are  delivered. 

(1)  Record  name  and  address; 

(2)  Indicate  "delivery." 
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b.  Cash- take  is  when  the  customer  pays  and  takes  items  with  him/her. 

c.  RecDrd  transaction  on  a  s«ile<  form: 

Date:  .  .. 

(2)  Customer  name  and  address  (bjptional); 

(3)  Salesperson's  identification; 

(4)  indicate. cash  sale;  . 

(5)  Merchandise  description,  quantity,  price,  etc., 
(^)  cxteMdeach  lins; 

(2)  Subtotal ; 

(8)  Figure  sales  tax; 

(9)  Total. 


Accurately  calculate  the  exact  amount  of  a  customer's  purchase, 
a.    Extend  the  sales  slip  entries. 


(1) 
(2) 


single  items,  extension  wi11  be  "the  sanie  as  the  unit  price. 
For  multiple  items  priced  Individually: 

(^)    Multiply  quantityby  unit  price, 
(b)    Answer  will  be  extension. 

For  fewer  items  than  that  originally  multiple-priced  (3  for 
$4,395: 

(a) 


3  = 


Divide  multiple  price  by  nunbsr  of  units  ($4.39 
$1,46  1/3). 

(b)    Any  fraction  of  a  cent  Is  counted  as  a  whole  cent 

($1.46  1/3  =  $1.47)  (One  item  -  $1.47;  two  items  -  $2.94). 

b.  Subtotal-radd  all  extensions. 

c.  Figure  sales  tax. 

(1)  Manually  compute  tax: 

(a)  Convert  the  tax  percentage  to  a  decimal  fraction  (3^^  =  .03; 
4%  =^.04;  3  l/2_=_.035). 

(b)  Mul tiply  decimal  fraction  by  the  merchandise  total . 

(c)  Round  answer  to  the  nearest  cent. 

(2)  Use  tax  schedule  flg-jred  to  $1.00. 

(a)  tor  sales  anderSl,  use  this  schedule  to  find  the  tax. 

(b)  For  sales  over  $1 ,  sefsarate;  the  subtotal  Into  dollars  and 
cents;  use  tax  schedule  for  cents;  figure  tax  on  dollars  by 
multiplying  dollar  amount  by  tax  rate,  add  the  two  afnounts 
together  to  get  tax  total. 

(3)  Use  tax  chart. 

(a)  Lpeate  the  rangeion  the  chart  in  which  the  subtotal  falls; 

(b)  The  tax  li5.ter!  to  the  side  of  this  range  is  the  tax  for  that 
sal  e . 

U)    Subtotal  ^_  _ 

(d)  Votal--add  subtotal  and  tax. 


Accurately  cgnipute__employee.  discounts,  del  i very  charges^  alteration 
charges,  layaway  charges,  etc.;  when  writing  cut  saleschecks. 

a.  Compute  employee  discounts. 

(1)  Discounts  range  fron  10  to  25  percent  usually. __ 

(2)  Multiply  the  mercHandi se  total  by  the  percentage  rate  to  get 
discount  amoant. 

(3)  Subtract  the  discount  amount;  then  compute  tax  and  total. 

b.  Compute  delivery  charges. 

[o'^^^^^very  beyond  free  del  ivery  points,  stores  may  use  the  U.S. 
Postal  Service,  UPS,  or  other  transportation  or  delivery  com- 
panies^ 
(2)    Cost  depends  on: 

(a)    The  class  of  mail; 

lb)    Weight  of  merchandise; 

(c)    Distance  merchandise  is  being  sent. 
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[CTIB  045-00-12] 
[CTIB  045-00-13] 


(TM'17) 


(TM-18) 


(SA^SS) 

[eiiB  046-30-11 
[CTIB  046-00-12 
[CTIB  046-00-13 

(SA-56;  PR-4) 


(SA.57) 


..  Persnnal . Selling 
23 


(3)  rigiJr^_.charge  by  using  a  chart  for  appropriate  weight,  type  of 
delivery,  and  zone  locatlcn  of. delivery  point.. 

(4)  Add  delivery  charge  to  sales  slip  total  after  tax  has  been  com- 
puted.^      _       _  ^  :  : 

(5)  Note  delivery  instructions  if  necessary 

(6)  With  COD,  the  riisthmor  may  order  by  telephone  or  anH  pay  for 
ni<^rf;h.ind1  sp  .whnn  .i  l  is. (Jelly ered  plus:<in_flddi  tional  del  i  very  nr 
handling  charge  based  on  the  amoant  to  be  collected. 

c.    Ccftipute  alteration  charges . 

(ij    Alteration  fees  may  be  set  by  stcrt  or  by  tailor  or  seamstress. 
(?)  usually  varies  fof  type  of  alteration. 

(3)  Complete  al  ^ration  instruction  tag  or  form  if  appl  icable . 

(4)  List  alteration  charge  on  sales  for*m  before  subtotal  ing  merchan- 
dise^ _       _  ■  

(5)  State  tax  is  charged  on  alterations: 


d. 


Compute  laya way  charges. 

(ij    The  cos tomer  pays  deposit  (usually  10  to  25  percent)  to  have 
"^^rchan-iise  held  until  later. 

(2)  Sometimes  a  small  service  charge  may  be  added  to  hold  the  mer- 
chandise, 

(3)  Layaway  a  1  lows  a  certain  tiTC  to  payjcpst  of  .merchandise  plus  tax. 

(4)  Customer  receives  merchandise  .vhen  it  is  paid  for; 

(5)  No  finance  charge  is  collected. 

(6)  Salesperson  computesidepos] t  percentage  of  merchandise  total  and 
subtracts  it  to  get  balance  doe. 

(7)  A  sales  form  is  written  for  the  deposit. 


PLANNING  NOTES 


(SA-58) 


(5A-59) 


5. 


Write  saleschecks  legibly  so  that  err 
amounts  charged  can  be  eliminated. 


delivery,  quantities  sent,  and 


a.  Co^nmon  mistakes  1n  writing  sales  checks  include: 

(1)  Pcor  handwriting; 

(2)  Poor  arithmetic; 

(3)  Omission  of  required  irformatio.n . 

b.  Legibility  and  accuracy  is  important  because: 

(1)  Custocners  refer  tc  th(.^  Sfi  1  eschecks  . 

(2)  Delivery  departiiient.  use<;  them  to  teVi  what  noods  (o  ship  and 
where. 

(3)  Credit  department  uses  them  to  totol  amounts  owed  on  charge 
: :  accounts . 

(.4)  Buyers  use  therii  to  decide  what  items  and  quantities  to  order 

(5)  Management  uses  them  to  determine  sales  volume  and  to  plan  for  the 
.  .  future.  .... 

(6)  Accountants  use  them  to  keep  inventory  records. 

c.  Write  saleschecks  legibly. 

(1)  Printing  in  all  capitals  is  desirable. 

(2)  Be  careful  that  all  figures  and  letters  are  legible  and  are  not 
likely  to  be  confused  with  similar  figures  or  letters. 

d.  Be  accurate. 

(1)  Check  ell  IrTo rma t ion  you  are  not  su  of. 

(2)  Use  accuracy  i;i  all  mathematical  functicns-.-3adition,  subtraction, 
multiplication,  division,  fractions,  percentages*  decimals. 

lyi    ^.voic^_trarispos  i'lg  f  igjrel  j  . 

(4)  Be  sure  decimals  are  in  the  right  position. 

B.    Sales  related  activities  include  layaway. 

1.    Several  factors  are  included  in  layaway  sales; 

a.    T'^ie.custwper  make^  selected  mere  Han  diir.e. 


(SA-60) 

[CliB  94Z-0e-ll] 
[CTIB  047-00-12] 
[CTIB  046-00-13] 


b: 


d. 


Merchandise. is  withdrawn  from  stock  but  retained  by  the  store  until 
is  completely  paid  for. 

.Saleseheek  is  made  put  for  amount  collected  (down-p^^yment,  deposit) 
tayaway  or  will-call  tag  is  attached  to  merchandise  that  is  placed 
-^^  il^y^way  department .  ; 

A  time  limit  is  let,  after  which  merchandise  is  returned  to  stock  if 
the  customer  has  not  made  the  payment  agreed  upon. 


It 


In 


<SA-61 j_ 

[CTIB  048-00-11] 
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b. 

c . 
d. 
e . 


4. 


Customers  use  layeway  because  thr:y  rnay: 

Purchase  mere  hand!  se^  be  fore  it  i5_  in  season; 

Obtain  an  Item  hard  to  find  or  replace  to  avoid  its  being  out  cf  stock 
when  needed; 

Be  able  to  purchase. more  expensive  merchandise; 

Be. able  to  take  advantage  of  sales  special s._   _^ 

^^^^^.^^dvantage  of  convenience  in  paying  rcr  merchandise  over  a  period 
of  time  without  finance  charges. 

Layaway  has  advantages  to  the  customer  and  the  store; 

a.  Customers  obtain  mecchandi si?  and  pay  l3ter  without  finance  charge. 

b.  It  builds  goodwill  for  the  sto^e. 

The  salesperson  must  process  the  layaway, 
a.    Types  of  layaway  forms  include: 

(1)    General  or  charge  sales  form  with  additional  layaway  information. 


Planning 


12) 
(3) 


(a)    Check  or  indicate  "Layaway." 
lb]    Check  "Charge:" 

(c)    tist  any  special  instructions--how  long  to  hold,  etc. 

General  or  charge  salc-s  fc^m  plus  special  layaway  t-'cket. 
Specially  designed  iaydway  saies  fnrm. 


b.    To  jecord  layaways: 


(1) 
(2) 
(3) 
(4) 

(5) 
v'6) 


(2) 


List  merchandise  and  extend  prices; 
SubtDtdl;  ._ 
Compote  sales  tax; 

Add  service  charge,  if jappl icable  (small  fee  charged  by  some  stores 
tojnold  the  merchandise); 
Total  the  sale;  _  : 

Compute  and  subtract  deposit  or  down  payment; 

(a)  A  percentage  of  the  total  sale; 

(b)  Usually  10  to  25  percent; 

(7)    Balance  is  called  layaway  balance; 

.'^^ve  custorr^er  read,  agree  to,  and  siqn  layaway  agreement. 

To  receive  payments  on  layaways: 

A  l'3yawciy_accour.t  is  najnt':iined  for  each  layaway  customer. 
Paynient  is  recorded  ori  a  sales  form: 

(d)  Indicate  received  on  account; 
(b)  List  amount  received; 

v^)  ^"^^^J^^-^  "t-^y^way  deposjt"  under Item",  or  "Description"; 

14]  Indicate  means  of  payment--cash  or  check; 

(e)  Record  the  total  payment. 

(3)    The:payment  is. then  posted  (by  salesperson  or  in  office)  to  the 
layaway  account  record. 

ales  related  activities  include  refunds  and  exchanges. 

.    Stores  usually  establish  policies  regarding  refunds  and  exchanges,  '-.uch  as: 
a.    Setting  a  time,  limit  when  merchandise  my  be  returned; 
^-  ^  sales  receipt  or  cash  register  tape; 

c.  Refusing  to  accept  merchandise  that  cannot  be  resold  after  use  or  wear; 

d.  Allowing  exchanges  only  rather  than  cash  re.unds. 

Types  of  adjustments  include: 
a.    Cash  refunds: 

^'    ^'^di.'t.  refunds/charge  credits, 

c.  Exchanges;. 

d.  Partial  allowances. 

.    Reasons  for  adjustinonts  include: 

a.  Store  policies  which  may  result  in  returns: 
(1)  COD's; 

(?)    Sales  on  Approval. 

b.  Store*  pcrsonr<M  who: 

fl)    May  misrepresent  or  not  fully  explain  merchandise; 


(TM-19) 


{TM«21) 


(SA-62; 


(TM-22) 
{TM«23) 


[CTIB  Q49-QQ-11] 
[CTIR  046-00-13] 


(HO-?i?) 
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iZ)    May  pressure,  custorners  -  tc  Ny  .  iomethinq  they  really  don'  t  want; 

(3)  May  select  the  Wrong  s1ze»  color,  etc.,  or  make  mistake?  on  sales^ 
checks; 

(4)  May  make  errors  in  Wrappihc).  accounting,  or  delivery  wtltch  '.lay 
cause  complaints. 

Mrilnteiin  positive  atmbspheriB  during  the  refund  or  exchange  transaction. 

a.  Follow,  store. policies  end  recommended  procedures, 

b:  Help  the  custdmer  achieve  a  good  frame  of  mind. 

c .  pp_  n  ot  a  rgue  ._  y_    - 

d.  Keep  the  customer's  feelings  in  mind. 

Procedure  ror-  a  cash  refund  includes: 


PLANNING  NOTES 


a . 
b. 
c. 
d. 


Cu stonier  receives  money- equal  to  that  drigiiif.lly  paid. 
Cash  refund  is  given  only  if  orig^nal_gur^:'']9se:was  cash.   ._  ::_ 
Customer  usually  must  present  sales  receipt  before  being  refunded. 
The  transaction  is  filleo  1r  on  sales  form  indicating  "paid  out" 
rather  than  "cash"  or  use  a  special  cash  refund  form: 


(PR-6,  pp.  100-108) 


c . 


H)  Date; 

.(?)  Customer ' ^_name  and  address; 

(3)  Employee. Identification ; 

(4)  "Paid  out"; 

(5)  f^rehandisedescrigtinn,_ Price,  extension,  etc.; 

(6)  Special  nutations  such  as_"cash  re^^und"; 

(7)  Subtotal,  sales  tax,  total; 

(8)  Custof..er  signature. 

Procedure  for  credit  refJrjds  (cnarqe  credit)  includes: 

a.  Charge  credit  is  given  for  original  cash  or  charge  sales. 

b.  If  customer  does  not  have  a  charge  account,  a  due  bill  or  merchandise 
certificate  may _be  given  to  be  used  instead  of  cash  to  purchase  other 
merchandise  from_ the  store. 

The  transaction  is  recorded  as  "receded  on  account"  and  credited  ^.o 
customer's  charge  account: 

(1)  Date; 

(2 )  Customer ' s  name  and _ address ; 

(3)  Employee  identification; 
(?)  "^^ce iyedbri  account"; 

{5)  Merchandise  description,  quantity,  price,  extension,  etc; 

(6)  Special  notations  such  as  ''charge  credit"; 

(7)  Subtotal,  sales  tax,  total; 

(8)  Customer  signature- 

Procedure  for  even  exchanges  includes: 

a.  The  item  is  exchanged  for  siniilar  item  of  same  price, 

b.  No  money  is  exchanged.  _ 

c.  If  Item  mformation  is  not  the  same,  complete  a  new  sales  form  and 
special  exchange  form  if  applicable: 

(n    Date;       _:.  __ 

Employee  Identification; 

:Cash";-__  -    __________      ■__  __ 

Merchandise  description,  quantity,  price,  extension,  etc.,  of  re- 
turned item; 

Merchandise  description,  quantity,  price,  extension,  etc.,  of  re- 
placement; - 

Special  notation  such  as  "even  exchange"; 
Customer  signature. 

Procracre  for  uneven  exchanges  Includes: 

a.  item  is  exchanged  for  item  of  rjif ferent:  pri ce.^ 

b.  Cij s tome r  pays  more  or  business  »^furids  the  difference. 

c.  There  are  two  methods  of  recording  the  transaction: 

(1)  Write  cash  refund,  then  new  cash  sales  form. 

iij    if  the  new  item  is  more,  cus toner  pays  the  difference, 
(b)    if  new  item  is  less,  store  refunds  the  difference. 

(2)  Che  sales  form  Is  written. 


fTM-24) 


(PR-2,  pp.  287-2^?8)(SA-fi3) 


(TM-25) 


(2) 
(3) 
(4) 

(5) 

(6) 
(7) 


(PR-2,  pp.  289-290) (SA-64) 


(TM-26) 


(a) 


If  new  item  is 
difference. 


more,  write  cash  sales  form--customer  pays  the 


(5A-64;  PR-12) 


(TM  27) 


(TM-28) 
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(e) 
(f) 

(g) 

(H) 


if :new JtefTi.is  less*  write  paid  out  or  refund--store  refunds 

the  difference.  . 

Ltst  rribst  expensive  Ueni  first. 

indicate  which  fs : the  returned  item.  .. 

List -the  difference  In  the  Drice  of  the  twc  items  as  the  sub- 
total .  .  :  ■ 
Compute  sales  tax  and  total. 
Obtain  customer  signature. 
Obtain  approval  if  neces.^ary. 


Procedure  for  partial  alldwances  include?: 

a.    A  partial  allbwance  may  be: offered  for  used. itemSi  ttemc  returned  a 
long  time  after  parchasi*  date,  or  tf  a  manufacturing  fault  is  Involved. 
T^^e  amount  of  the  allowance  Is  determined  by  the  time  the  item  was 
used  or  the  extent  of  usage. 

c.    The  date  of  purchase  must  be  determined, 

4-    Process  as  a  refund, If  no  other  Item  is  selected. 

e.    Process  as  an  exchange  tf  a  new  Item  Is  selected. 


Sales  related  activities  Include  gift  certificates  and  special  orders. 
1;    Gift  certificates  are  written  by  salespersons. 

a.  Customer  purchases  a  gift  ce^  that  states  a  specific  person  ha; 
a  specific  money  amount  to  spend  with  the  Issuing  store. 

b.  Salesperson  cdmplntes  sales  form  and  fills  In  the  gift  certificate. 


PLANNING  NOTES 


(1)    Sales  form  information  incljoes: 


(a) 

m 
it) 

(ei 
(f) 

(9) 


Date; 

Recipient.'s  name: an'i  address; 
Employee  identifies ^ton; 
''ReceWed  oh  account"; 

Under  "Item'^  writr."G1ft  Certificate  #   

Name  and  address  of  customer  who  is  ph^senttng  the 
cert  if  lea  te;  _  -_  _  :  :_ 

Certificate  amount  which  is  also  the  sales  form  total. 


(2)    Gift  certificate  information  includes: 


2. 


The  same  Information  on  the  certificate  and  stub; 
Date  issued;  : 

Recipient's  name  (ask  for  correct  spelling); 
Address  oh  stub  only; 

Amount— spell  out  ohicertiflcate; _  __  _:_  ::::: 
Nanje  of  person  or  group  presenting  certificate; 
Address  of  presenting  person  or  group  on  5tub. 

The  salesperson  also  handles  special  orders. 


it) 
(c) 
(o) 
(e) 


Fill  in  want  slip  for  any  itein  called  for  that  1s  not  In  stock  (whether 
carried  regularly  or  not): 


b. 


0) 

(2) 
(3) 
(4) 
(5) 
(6) 

Fill  in  special  order  request  if  customer  wants  to  order  an  item  that 
is  not  in  stock: 


Oate; 

Dept:  No.; 

Employee  identif icatlon; 

Name; of  litem  called  for;_ 

Style,  color,  size,  price;     .  .  . 

Indicate  whether  order  Was  taken,  substitute  sold,  or  sale  lost. 


(3) 

(2 

(3) 

ill 

(6) 
(7) 
(8 
(9 


bate; 

Dept.  No.; 

Employee  identification; 

Customer's  name,  address,  and  telephone  number; 

Name  of  item; 

Quantity;  _  _ 

Style,  color,  size,  price; 

Subtotal,  total,  tax; 

Customer's  signature. 


{TM-29) 


{SA-66) 


(SA^67j  - 
FCTIB  050-00-11] 
[CTIB  050  00-12] 
[C^IB  OGO-00-13] 


(TM-30) 


(TM-31) 


(SA-68) 
(TM-32) 


(TM-33) 


{SA-691 

[CTIB  051-00-11 
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Sa1er>  related  activities  include  tslephdhe  sales; 

1.    Types  of  telephone  selling  include . co1 1 ing  the  custoner: 

a.    To  tell  about  special  merchandise-- 

(1.)    Merchahdise  of  Interest  to  customers; 
^2)    Arrival  of  requested  merchandise; 

^-         take  ordersi : : 

c.    To  renew  old  accounts  — 

(1) 
(2) 


Ihylte  customers  back  for  special  event;.. 
Inform  costoners  of  nrw  line  of  merchandise; 


9'        fpllowiupi on  recent  purchases; 

e.  To  $ell.to  new. customers; 

f.  To  handle  conplatnts; 

9-  To  te]l  abputspeclal  events; 

h.  To  close  sales; 

i.  To  acknowledge  orlers; 
j.  To  make lappointments; . 
k.  To  build  prospect  list; 

1.-  To  build  customer  goodwill. 

2.    Use  personality  In  telephone  selling, 
a.    Be  courteous. 

(1)  Identify  yourself,  department,  and  store. 

(2)  Acknowledge  greetings  and  answer  questions: 

(a)    Have  someone  else  answer  the  question _1f  you  c?.nnot. 
(bj    Ask  for  customer's  name  and  number  and  call  back  If  extra 
time  is  needed. 

(3)  Use  empathy  or  sympathy. wherenecessary. 

(4)  Use  friendly  closing  statement. 


(H0-23j 


b. 


(2. 
(3) 
(4) 
(5) 
(6) 
(7) 


Display  interest  and  attention. 

tl )  Listen  attentively. 

(2)  Appreciate  custbiner's  point  of  view. 

(3)  Show: interest  in  conversation. 

(4)  Do  not  interrupt  the  customer. 

Show  sincerity  and  helpfulness; 

(1)    Provide  information, 
^^f'^nt  requests,  : 
Check  out  customer  problems. 
Suggest  substitutes  or  alternativ3S. 
Be: aware  pf  unusual  circumstances. 
Explainwhy  arequest  might  be  refused. 
Keep  all  promises. 

Observe  telephone  selling  rules. 

a.    Select  good  gualltyi  fairly  priced  merchandise  which  should  be  of 
interest  to  the  customer. 

Carefully  select,  review,  and  update  prospects. 
Carefully  plan  sales  talk  ahead  of  time. 
Know  merchandise  and  store  policies, 
i'^ve  a  purpose  fprical ling. 
Select  convenient  time  for  customer. 
Do  not  make  impossible  promi ses. 
Use  pleasant  voice. 

Plan  the  sales  talk. 

a.    Obtain  attention  and  Interest. 

(1)  Use  customer's  name  In  greeting^, 

(2)  Intrpduee_yourse}f  and  the  business: 

(3)  Use  attention-getting  approach: 

(o)    After-mailing  approach--the  customer  has  just  received  mall 

about. an  item  or  service. 
;h)    Bargain  approach-^yoc  have  a  special  bargain  such  as  a  close- 

QUt. 

(c)    Demonstration  approi ;h--your  store  will  ce  providing  a  special 
demonstration .  r  ^  r 


(TM.33) 


iPR-8.  pp. 
(Hb-2a) 
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(d)  IhaGtlye  aceouht: approach— yoa  are  checking  to  see  why  the 
castomer  hsisn't  been  In  liately. 

(e)  Service. approach— let  the  customer  know  of  servtces  your 
store  offers: .  . 
Special -bccas1(w  apprpach--'r^      to  an  event  In  the  custom. 
;_:__:11fe:or  a  seasonal  event: 

Special  sale  or  bargafh  approach— new  shipment  or  spec-lal 
prices  of  interest  to  customer; 

Thank-you  approach— you  thank  the  customer  for  a  recent 
order  and  follow  up;  oh  It. 


(f) 


b.    Create  desire. 


(1) 
(2) 
(3) 


Ask  positive  questions  to  he] p  customer  establish  a  need. 
Make  feature-benefit. statements  throughout  the  conversation 
Show  enthusiasm  about  merCiiancJise  by  using  vocabulary  to  heio 
customer  visualize  merchandise: 


(a) 
(b) 
(c) 


Expressive  adjecti ves— economical ,  stybsh. 
Forceful  words—quality,  guaranteed. 
Personal  words— you,  your. 


c. 


(4^    Describe  me-cNandlse  In  terms  customer  understands, 
(b)    Provide  ?11  necessary  facts. 

Overcome  objections : 

{1)    PGrsonal  objection  to  salesperson  or  storey 

(2)  Postpbnertteht  objection— waiting  untiMater; 

(3)  Prlce  objectlon— point  out  extra  benefltr; 

(4)  Product  or  service  objection. 

Close  the  sale. 

(^)    tisten  for  buying  signals. 

(2)  As; k  the  customer  to  purchase  with  an  appropriate  closins  tech- 
nique: ^ 

(a)  Assumedclose; 
fb)    Choice  close; 
(c)    Sunwary  close. 

(3)  Obtain  and  record  necessary  Information  on  telephone  order  form 
or  note  pad: 

(a)  Customer's  name; 

(b)  H^me  to  whom  rerchandlse  Is  to  be  charged  and/or  sent; 
ic)    Address  wher;i  merchandise  Is  to  be  charged  and/or  sent; 

Customer's. telephone*  number; 

Type  of  sale  (Cpp, -revolving  charge,  bank  card,  cash,  etc.); 
Delivery  Instructions; 

Complete  description  of  merchandise  (article  number,  quantity 
size,  weight,  unit  price,  etc.). 


(e) 
If) 

(g) 


Other  sales  related  activities  Include  self-service  du-^ies  and  worklr.cj  with 
more  than  one  customer. 


1, 


a. 


Sen  to  customers  in  a  self-service  store  while  perfonnlng  regular  store- 
keep  Thg  duties.  ^ 

Self-service  user  special  techniques. 

(1)    Custorwrs  salect  actual  or  sample  merchandise  that  is  on  display. 

(a)  hferchandise  is  displayed  within  convenient  reach  of 
customers. 

(b)  Display  signs,  tags,  or  labels  give  merchandise  information. 

Custpirer  needs  and  wants  are  considered  when  merchandise  is  dis- 
played.. 

Principles  of  sel ling  are  used  in  preparing  display  materials  such 
as  labels,  tags,  and  signs. 

Duties  of  self-service  personnel  may  include: 

(1)  Stocking  shelves  and  racks;, 

(2)  Operating  the  cash  register; 


(2) 

(3) 


b. 
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PLANNING  NOTES 


(PR-8,  pp.  383-388) (SA-70)-  . 
/Sft_-n;_PR.ll)  or  (SA-72;PR-9 
fCTIB  052-00-11] 
[CTIB  052-00-12] 
[CTIB  052-00-13] 


(SA-73;  PR-8) 


i  PLMNNiHb  NUlEi 

(3)  Wrapping  merchandise; 

(?)  Marking  hjerchandise; 

{5}  Inventorying;  . 

(6)  Preparing  displays; 

(7)  Housekeeping;.   

(8)  Being  alert  for  shoplifting. 

c.  Selling  duties  of  self-service  personnel  may  ^"nclude: 

(1)  Recording  selected  rtierchandise  information  on  a  f orir.. which  custom- 
er _  thsn_presents_  at  checkout  desk  if  using  sample-item  displays; 

(2)  Explaining  merchandise; 

(3)  Answering  cijstonier  questions"; 

(45    pi rec ting  customers  to  j^gu^  merchandise; 

(5)  Giving  advice  on  purchases; 

(6)  Convincing  customers  to  buy; 

{/)    Making  sales  presentation  when  necessary. 

d.  Techniques  for  perfdrmihg  self-service  selling  include! 

(ij    Greeting  customers  w!ien  possible; 

(2)  Promptly  approaching  when  assistance  is  needed-- 

(a)  Be  friendly;  .     :  : 

(b)  Do  not  become  upset  over  having  to  stop  what  you  were  doing; 

(c)  AsLthe  customer.if  he/she  js  finding  what  he/she  wants 
rather  than  asking  if  yov  can  help; 

(3)  Offering  ajsalesicart  or  basket, when. the _customcrn 

0')    Directing  the  customer  to  merchandise  and/or  checkout  counter 

rather  than  going  with  him/her; 
{5)    Suggesting  related  merchandise  or  inviilpg.thecustomer  to  visit 

_     other  departments  after  he/she  finds  wanted  item; 
(6)    Accepting  payment  only  at  a  checkout  station.  {SA-74) 

[CTIB  053-00-11] 

2.    Work  with  more  than  one  customer  simultaneously  in  a  courteous  manner. 

a.  If  busy  with  another  customer,  acknowledge  the  precenre  of  the  second 
custoner. 

(1)  When  the  first  customer  requires  full  attention: 

(a)  Acknowledge  second  customer  by  a  smile  and  a  nod  of  the  head; 

(b]  'hen,  continue  the  first  sale. 

(2)  when  the  first  customer  needs  attention  but  is  not  ready  to  buy: 

(d)  Speak  to  second  customer  saying  you  or  someone  else  will  be 
with  him/her  in  a  minute; 

(b)    Maintain  eye  contact  so  customer  will  not  think  you  have  for- 
gotten. 

(3)  When_the  f irst_ customer  is_in:eirly_ stages  of  the  buying  decision 
and  does  not  require  fall  attention: 

(a)  Excuse lygurselfmoTOhtarily  from  the  first  customer; 

(b)  Greet  the  second  customer;. 

(c)  Determine  what  you  can  do  for  the  second; 

(dj    Direct  his/herjattentipn  to  merchandise  if  possible; 

(e)  Return  to  first  customer. 

b.  Observe  these  rules  for  working  with  more  than  one  customer  at  a  time: 

(])  Greet  all  customers;.  .    .  _ 

(?)  First  customer  has  first  priori ty  for  your  assistance; 

(3)  Start  serving. only  the  number  of  customers  you  can  handle  at  once; 

(4)  Do  not  abruptly  leave  one  cJstdmer  to  help  another. 

c.  If  the  sale  involves  trying  on  clothes  or  slow  and  careful  considera-        .  : 

tion,  a  second' sales  presentation  could  be  started.  (SA--75)  - 

[CTIB  054-00-11] 
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STUIBfr  ACTIVITIES 


f^LRSONAL  SELLINb 


Have  students  complete  the  Pretest  for  mrcc  Selling  LAP  3,  938.  5^.] 

Have  the  students  read  Ret^^vl-  S^i  1  in^.  2nri  rd..  Ch..8;  "Deyeioping  Your:  Sales.  Pprschcn  i  ty. "  ip:  91-101  ComDlete  SA^^ 
activities  "Selling  ^eriJii^  ancT^TiTall  Review."  p.  101.  and  "Hi.ci^n  Relationr.."  r>    ]02 :  lompieie       bA  . 

Show  the  slide^tape  presentation..  "P  .U.D. -Fear .  Uncertainty,  Dotht".  Session  »]\  ''Introduction."    This  is  3va^]a'-  SA-1 
ble  through  the  D.  E.  Suppl ier..C.ompu.y,  P.  0.  Box  214,  1380  South  Pennsylvania  Avenue,  Morrisviile    PA  19067 
(Cost:    ^?19.00  set  and  12^  shipping).  '  •^'uu/. 

See  page   35  for  Student  Activity  ^A: 

Have  students  complete  Handout  ffA;  IDLCC  Selling  LAP  43.  918D.  '^j^.^ 

Show  the  slide-tape  presentation  F...D..  Session  i2.  "Approach  and  Grectinn."  (Refer  tc  SA-3  for  -»ourct>);  SA-6 

Have  the  students  read  RcU ij,  SeJ 2nd  nd..  Ch.  20.  "Opening  the  Sa^?,  '  pp.  240-246.  SA>7 

This  activity  ib  intended  to  emphas  i/e  the  importance  of  a  good  approach  in  pldce  of  rhe  overused  "May  I  tielp  ymr"  SA-:^ 
Before  class  make  a  minute-and-a-half  tape  rpcording.  pf  the.vyords. "May  I.help  you?"    Hurinq  class  discussion 
the^inportance  of  the  approach    introduce  this. . tape  hy  saying.,  "We. have  a  tape  recording  of  the  approaches  used  by 
fh  Ur^hf  ^  to.play.it  to  you  and  ask  ycu  tb  evaluat.  the  approach  and 

to^tell  the  class  how  It  affects  you',"_  _. When  thc_ recording :  is  played  and  all  they  hear  is  "Mey  I  help  you'"  you  then 
introduce  some  other  acceptable  approachjs_SJCh_as_the  merchandise  approach  o-  the  service  approach.    The  recordinn 
will  be  stanped  in  the  minds  of  the  stude.its.  and  they  may  Iosp  the  habit  and  replace  it  with  nood  sales  approaches. 

Have  students  conplete  Handout  #4.  IDECC  Selling  LAP  31  .  869(5. 

Have  the  students  complete  Je^J^re^l^Dep^^  Mini^Simulation  2.  Incident  5.  SA-10 

Have  students  complete  Handout         IDECC  Selling  LAP  40»  830B.  .11 

Have  students  complete  Kihdouts  #1  and  i^2.  IDECC  Selling  lAP  40.  870A.  S;^_12 

This  is  a  class  activity  designed  to  help  the  students_develgp_and:.a     purposeful  and  meaningful  questions  to  SA-H 

K^TTn''  needs      (1)    Divide,  the  cl.as_s_ into  two. groups,  with  one  student  representing  each  group 

nf^;; -  B)-  .  (2)    Hi^ve  student.  A_select_an_apparel  or  accessory  it-m  and  develop  a  reason  for 

needing  thi^  ,on,.    The  student  shou.id  list  the  -eason(5}  on  paper  and  tell  ooly  the  name  of  the  item  to  Student  B 

lil  no  li  -     .^  "''■l^-  "^11^  the  .prpdu_ct,_wl]l.have  5.to:10  minutes  to  formulate  and  ask  questions  to  determine 

^^^nn  nnlcM^i^c      1c\  '    ^Hce  _  the.  p.roces  s_  i  s  _  compl  eted .  reverse  the  braer  with  B  selecting  the  item  and  A 

ask.pg  questions.    (5)  Keep  a  point  system  if  desired  for  ^^ch  correct  customer  need  that  is  determined. 

^%^rHnn"uf  ^"t"^^"^^  °'  "Techniques  of  Selling  Women's  Apparel,"  pp.  52-68.  5A-14 
art^  Section  VI.    Techniques  of  Selling  Men^s  Apparel."  pp.  69-87. 

Have  the;  stud|n_ts_complete  Selling  Fashion^AppareK  Section  V.  Project  34.  "Selection  of  Women's  Apparel  SA-15 
According  tp^Figure  Type."  pp~  lb3-166.    All  students  (male  and  female)  should  use  female  figure  types  for 
pages  Iod-Idd. 

(Maleh^pp?''?93-^^              ^yJlT^.^Ahif^A  Ap^aj^^    SP'-tlon  Vi.  Project  46.  "Solving  Customer's  Figure  Problems"  SA-16 

Have  students  complete  Form  #12.  IDEt  :  Selling  lAP  51.  884C .  5^:17 

See  page  36  fcr  Student  Activity  #18.  id 

Have  the  students  complete  vLelfreyJj^epartne^^                                                   Min  i -Simulat  ion  2.  Incident  6.  SA-19 

Have  the  students  read  Fashion  Jjarketih;.  f  Merc                 "Know  Your  Merchandise."  pp.  40-41.  SA-20 

Show  the  slide-tape  presentation  F.U.D..  Sesi;ion  //3.  "Selling  Feature,  .nri  Benefit.  ..nd  Handlim  Obioction.  "  ^^.^l 
^Kefer  to  SA-3  for  source). 

Have  students  corrpletc  Form  #2.  IDECC  Selling  LAP  45.  807.  i^^_22 

Have  the  students  complete  Jeffrey's  [Jepartment  St-ore--j--Rjk^j4-ina  Sini^^^^^  Mini -S  imu^ation  2.  Incident  7.  SA-23 
See  page  30  for  Student  Activity  #24. 

Hdve  students  con|>lete  Worksheet  #2,  IDFCC  Selling  LAP  5H.  H71H; 

Have  students  con^)lete  Form  #1,  IDECC  Selling  LAP  34.  827;  ^^_2^ 

See  page  39  for  Student  Activity  #27.  ^.^  ..^ 

Have  students  complete  Posttest,  IDECC  Selling  LAP  49.  874A  and  8/4R.  ^A.^r 

From  the  reg.ord_accompanying_Basic  Seillng.  have  the  students  listen  to  Record  1.  Side  2.  Band  2.  "Selling  Is  Not  SA-29 
fr^oH"?-^f^r''f-'^''*^-°?-^?r''^^^^^  P^^e  84  and  ask  the  students  to  list  on  paper  these  steps:    (1)    I  is- 

tened  carefully  to^ the  objection;  (2)    Restated  the  objection;  (3)    Conceded  before  answering;  (4)  .\nswered 

sa  P  Ini  ir  fP^Pv  J°Hc''^^'r-H.'^'^^^^  Students  to  check, the  appropriate  step  or  steps  as  they  liste,.  to  the  second 
sale  and  write  key  words  to  Indicate  where  the  step  or  steps  took  place  in  the  sale.  ~  

Have  the  stodents  read  Selllng^-Helplng- C^em^r^-Bu^.  "Techniques  for  Answering  Objections."  pp.  203-209.  SA-3D 
See  page  4o  for  Student  Activity  #31.  ^^-^^ 
Have  the  students  complete  JeJfrey^»^s^Dep_a^^^^  Mini -Simulat ion  2,  Incident  8 


SA-r* 
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Have  students  conplete  Posttest,  IDECC  Selling  LAP  28.  280.  5A-33 
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See  page  41  for  Student  Activity  #34;  SA-34 

Have  the  Students  complete  Selliri^  F^My^pa4^V,  Section  V, -Project  35,  "Dealing  witb  Customers'  Objections,"  SA-35 
pp.  167-1(58,  or;  Section  Vi,  Project  48,  "Hand!  ing  "Objections  of  Male  Customers,"  pp.  197-198. 

Show  the  slide-tape  presehtation  F.U.D.,  Session  #5,  "Closing  and  Tustoner  Service."    (Refer  to  SA-3  for  source).  SA-36 

Have  the  students  read  5c1 1 1n9-^1^p4n§^yte-&uit^f^-6iiy,  Ch.  U.    closing  thie  Sale,"  pp.  213-235.  SA-37 

From  the  record  accompanying  Basic  Selline,  have  the  students  listen  to  Record  2,  Side  1,  Band  1,  "Selling  Makes  SA-38 
It  Easy_for  the. Customer, toBuy. .After  listening  to  the  recording,  as  suggested  or,  p.  98  of  the  text,  ask  the 
students  in  class  discussion  to  rebuild  the  first  two  unsuccessful  sales  into  successful  sales. 


See  page  42  for  Student  Activity  #39.  SA-33 

Have  students  COihplete  Handout  iS'l ,  IDECC  Seliiuy  LAP  52,  895A.  5A-40 

Have  the  students  complete  Jeffrey's  DepartnK:nt--A  Retailing  Simulation,  Mini -Simulation  2,  Incident  9.  SA-4i 

See  page  44  for  student  Activity  #42.  SA-42 

Show  the  slide-tape  presentation  F.U.D. ,  Session  #4,  "Suggestive  &  Altemati?  Selling."    (Refer  to  SA-3  for  source).  SA-43 

Have  students  complete  Pretest,  IDECC  Selling  LAP  59,  809.  5A-44 

Have  students  complete  Posttest,  IDECC  Selling  LAP  56,  929A.  SA-45 

Ha,e  students  complete  Posttest,  IDECC  Selling  UP  57,  882A.  5A-46 

Have  students  complete  Form  #2,  IDECC  Selling  LAP  57,  882A.  SA-47 

Have  the  students  complete  Jeffrey's  Department  Store--A  Re  ta  i  1 1  nj_S_i  mu  Utjon .  Mini -Simulation  2,  Incident  10.  SA-48 

See  page    45  for  Student  Activity  #49.  SA-49 

Have  the  student  read  Selling  Fashion  Apparel,  "Building  a  Clientele,"  pp.  6 7-68 »  87.  SA-50 

See  page  46  for  Student  Activity  #51.  SA-51 

Have  the  students  read  Sell ing--Helpihg  the  Customer  Buy,  Ch.  14,  "Sales  Forms  and  Transactions,"  pp.  261-294.  SA-52 

Have  the  students  complete  Jeffrey's  Department  Store--A  Retailing}  Simulation,  Mini-Simulation  1,  Incident  15.  SA-53 

See  page  47  for  Student  Activity  #54.  5A-54 

See  page  48  for  Student  Activity  #55.  SA-55 

Have  the  students  read  Apparel ^nd  Accessories,  pp.  45-48.  SA-56 

See  page  SI  for  Student  Activity  #57.  SA-57 

See  page  53  for  Student  Activity  #58:  SA-58 

See  page  56  for  Student  Activity  #59.  SA-59 

See  page  59  for  Student  Activity  #60.  SA-60 

See  page  61  for  student  Activity  ^6i.  SA-61 

See  page  152  for  Student  Activity  #62.  SA-62 

See  page  66  for  Student  Activity  #63.  SA-63 

See  page  68  for  Student  Activity  #64.  5A-64 

Have  the  students  complete  Jeffrey's  Department  Store--A  Retailing  Simih^ation,  Mini-Simulation  1,  Incident  17.  5A-65 

See  page  70  for  Student  Activity  #66.  5A-66 

Have  students  conplete  Pretest  anC  Posttest.  IDECC  Selling  LAP  19,  879A.  SA-67 

See  page  72  for  Student  Activity  #68.  SA-68 

See  page  76  for  Student  Activity  #69.  SA-69 

See  page  8)  for  Student  Activity  #70.  SA-70 

Obtain  a  tele trainer  and  handbook.  Tele training  for  Business,  from  the  educational  representative  for  your  local  SA-71 

Southern  Bell  Telephone  Business  Office."  Ha've  students  complete  "Selling  by  Telephone"  practice  calls,  pp.  106- 

117. 

Have  students  complete  Pretest,  IDECC  Cowfunications  LAP  8,  156.  SA-72 

Have  the  students  road  fundanr^nuj  s_of_^^^^          "Solf-Service  Merchandising,"  pp.  466-471,  5A-73 

See  page  83  fcr  Student  Activity  #74.  SA-74 

Have  students  complete  Handout  #4,  IDECC  Selling  LAP  31,  869B.  SA-75 
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PUBbie  RELATIONS  WORKSHEET 

List  the  hanie  of  a  store  in  which  you  enjoy  buying  the  following 
items  and  the  name  of  a  store  in  which  you  least  enjoy  shopping 
for  the  item. 

Store  Where  You  Would      Store  Where  You  Would 
Product  Purchase  Product         Not  Purchase  Product 

a .  Dress  or  girl '  s 
clothes 


b.  Men ' s  si acks 


c.  Perfume  or  men  *s 
cologne 


d.  Jewelry 


e.  Shoes 

f.  Panty  hose  or 
socks 

g.  Underwear  or 
1 ingerie 


List  five  stores  you  enjoy  shopping  in. 


List  five  stores  you  don't  enjoy  shopping  in. 


Explain  in  writing  why  you  listed  each  store  in  Questions  2  and  3. 
Consider  whether  or  not  the  salespeople  convey  a  positive  image  of 
themselves  and  the  store. 


For  the  five  stores  you  said  you  didn't  enjoy  shopping  in,  give 
five  public  relations  activities  which  might  improve  their  image. 


2.16 
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WeRKSHEETi    WHAT  COULD  I  ASK? 


SA-18 


Directions:    Listed  below  are  four  prbduets  associated  with  fashion  mer- 
chandising.   For  each  product  ^ou  are  to  write  three  ques- 
tions that  could  be  used  to  better  determine  the  customer's 
wants,  desires,  interests,  etc,  in  a  sales  situation  In 
each  question,  pleas.i  attempt  to  refer  to  the  product  vou 
are  working  with.  '  ^ 

PRODUCT  #1:    A  bath  robe 
Question  #1: 


Question  #2: 
Question  #3: 

PRODUCT  #2:    A  toddler's  coat 
Question  #1: 

Question  #2: 

Question  #3: 
PRODUCT  #3:    Diapers  for  an  infant 

Question  #1: 

Question  #2: 

Question  #3: 
PRODUCT  #4:    A  pair  of  slacks 

Question  #1: 

Question  #2: 

Question  #3: 


ERIC 
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KEY:     (Possible  Questions) 

A  bath  robe:    1.    *^Do  ^ou  prefer  a  knee  length  or  full  length  robe?" 

2.  "Is  the  robe  for  you  or  someone  else?" 

3,  "What  size  robe  do  you  need?" 

A  toddler's  coat:    1.    "Do  you  prefer  a  heavy  coat  ora  lightweight  eoat?" 

2.  "What  size  does  the  child  wear?" 

3.  "Will  your  child  wear  one  of  these  coats  wvth  the 

hood  attached?" 

Diapers  for  an  infant:    1.    "Do  you  prefer  cloth  diapers  or  disposable 

diapers?" 

2.  "How  much  does  the  baby  weigh?" 

3.  "Dbyoo  prefer  the  regular  diaper  or  the  pre- 

folded  style?" 

A  pair  of  slacks:    1,    "Do  you  prefer  the  elastic  waistline  or  the  fitted 

waistband?" 

2.  "What  size  slacks  do  you  wear?" 

3.  "Are  you  interested  in  a  solid  color  or  pattern?" 
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PRICES  AND  PRICE  LINES 


SA-24 


Directions:    Answer  the  following  questions  about  the  comparison  of 
prices  and  price  lines. 


1.    Into  what  three  categories  do  prices  and  price  lines  usually  fall? 


2.    Give  an  example  of  distinct  pricing. 


3.    Give  an  exampir  of  price  ranges. 


4.    In  what  way  can  the  salesperson  be  prepared  to  justify  prices  to  the 
customers? 


5.    What  price  line  should  be  shown  first?  Why? 


KEY: 

1.  LGw,_rnedium,  and  high 

2.  Example:    Hats  at  $5,  $7.50,  and  $10  with  all  hats  being  one  of 
these  prices 

3.  Example:    Wallets  at  $6  to  $8,  $10  to  $12,  and  $14  to  $16  with 
all  wallets  falling  into  one  of  these  price  ranges 

4.  By  studying  features  and  benefits  of  each  price  or  line  and 
preparing  an  explanation  of  differences  in  features  between  lines 

5.  Medium:  allows  opportunity  to  move  upward  or  downward 
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OBJECTIONS  TO  PRICE 


SA-27 


Directions:  FriDtn  the  fblliDwIng  list,  indicate  these  items  which  are  waj^s 
of  dealing  with  objections  to  price  by  placing  an  "X"  in  the 
blank  to  the  left. 

 1.    Immediately  show  lower-price;)  merchandise. 

 2.    Point  out  hidden  features. 

  3.    Tell  the  customer  the  cheapei^  merchandise  is  in  the  budget  de- 
partment. 

  4.    Emphasize  the  quality  of  the  merchandise. 

 5.    Apologize  for  the  high  price 

KEY: 

  1. 

X  2. 
 3. 

X  4. 
5. 


2J0 
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HANDLING  OBJ FCT IONS 


Directions:    Read  the  objection  stateuients  below.    Detehnihe  the  type  of 
obj,=?ct:icn.edch.  is  expressing^  and  provide  a  technique  for 
handling  the  objection. 


Objection  Statement 


1.  "I  really  haven't  time 

to  look  at  it  now. " 

2.  "I  don't  think  I'm 

interested. " 

3.  "I'm  well  supplied  now." 

4.  "I'll  drop  in  and  look 

at  them  tomorrow. " 

5.  "I  can ' t  decide  now. " 

6.  "I  must  talk  it  over 

with  my  husband  first." 

7.  "It  isn ' t  quite  what  I 

was  looking  for." 

8.  "I  really  don't  need  it 

yet." 

9.  "It  doesn't  took  like 

Tt  should  cost  that  much. 

10.  "I  don't  have  the  money 
right  now,  I  don ' t  get 
paid  unti 1  Friday . " 


Type  of  Objection 
Being  Displayed 


Technique  of 
Hand! ing 


KEY:    (Suggested  Answers) 


Type  of  Objection 

Technique  of  Handling 

1. 

Time 

Elose  on  an  objection 

2. 

Excuse  or  product 

Question  or  explanation 

3. 

Need 

Yes,  but  or  close  on  an  objection 

4. 

Time 

Close  on  an  objection 

5. 

Time 

Question 

6. 

Time 

Question 

7. 

Product 

Question 

8. 

Tirne  or  need 

Question 

9. 

Price  or  quality 

Superior  point  or  yes,  but 

10. 

Time,  convenience 

Close  on  an  objection 
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OBJECTION  ANALYSIS 


SA^34 


Directions:    To  assist  in  anticipating  objectidhs.ahd  dealihq  with  them 
before  they  are  expressed,  salespeople. sometimes  do  an  ob- 
jection analysis.    In  this  activity,  the  salesperson  would 
study  an  item  of  merchandise  tO: learn  its  features  and 
benefits^  then  make  a  list  of  all  possible  objections  he/she 
can  think  of  that  might  be  expressed:    For  each  possible 
objection,  he/she  would  then  plan  the  sales  presentation  to 
include  positive  sales  statements  for  each.    Using  the  format 
belowi  complete  an  objection  analysis  for  this  item  of  mer- 
chandise, giving  the  possible  types  of  objections,  a  possi- 
ble objection  statement  for  each  iyp^,  and  a  suggested 
answer  for  each. 

ITEM:    Misses  dress,  sleeveless  shift,  65%  dacron/35%  cotton,  brightly 
colored  print,  neatly  tailored,  back  zipper,  two  side  pcckets, 
100%  polyester  trim.  $19.99. 


TYPE  OF  OBJECTION 

Example: 
Price 


POSSIBLE  OBJECTION  STATEMENT 


"The  price  is  rather  low.  Is 
it  a  lower  quality  dress?" 


SUGGESTED  ANSWER 


"It  is  ah  excel- 
lent value  because 
we  bought  a  large 
quantity,  but  it 
has  the  same  high 
quality  workman- 
ship_as  our  more 
expensive  shift 
dresses . " 


242 
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Directions:    Statements  made. by  customers  may  be  clues  for  tne  salesperson 
to  attempt  to.  close  the  sale.    Using  the  form  belbW,  write, 
out  which  method  of  closing  you  would  use  and  an  example  of 
what  you  would  say. 

1.    Customer:     "I  like  this  suit,  but  I  want  my  wife  to  see  it  before  I 
make  a  final  oecision." 

Method  you  would  t  e  to  close:     

Example  of  your  cldsie:  


2.    Customer:     "These  are  all  pretty,  but  I  still  like  the  first  one  I 
tried  on . " 

Method  you  would  use  to  close:  

Example  of  you^  close:  _  


3.    Customer:     "00  you  think  this  color  will  look  okay  on  me?" 

Method  you  would  use  to  cldsie:  

Example  of  your  close:  


4.    Customer:     "I'm  buying  this  bracelet  as  a  gift  for  my  neice.    Do  you 
think  she  will  like  white  gold?" 

Method  you  would  use  to  close:  

Example  of  your  close:    -     — 


5.    Customer:     "I  like  this  dress,  but  the  price  is  more  than  I  can  afford. 

(The  customer  looks  at  a  similar  style  that  is  less  expen- 
sive.) 

Method  you  would  use  to  elose:_--  --    

Example  of  your  close:   ^   


KEY:     (Suggested  answers) 

1.  Last-charice-to-buy  close:    "The  color  and  style  are  really  very  flatter 
ihg  to  you,  Mr.    Brdvm,  and  !  am  Sure  Mrs.  Brown  would  be  quite  pleased 
It  is  the  last  suit  in  thi s  Cdl or  and  style  in  your  size,  and  Tin  sure 
you  would  be  disappointed  if  it  is  sold  before  your  wife  could  come  1h 
with  you.    Shall  J  gd  ahead  and  write  it  up  for  ydu?" 

2.  SUggest-rel ated-nierchandi se  close:  "You  are  absolutely  right,  Mrs.  Lowe 
This  scarf  will  accent  the  sweater  and  add  even  more  beauty  to  the  hand 
carved  buttons." 
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KEY:  (Gontinued) 

3.  Chbice  close;    "The  green_does  looi:_nice  on  you  and  brings  out  the 
color  of  your  eyes.    Bo  you  like  the  green  better  than  the  blue?" 

4.  Minor  point  close:    "I'm  sure  your  neice  will  like  the  white  gold. 
Many  items  of  fine  jewelry  combine  white  and  yellow  gold.  Would 
you  like  to  have  the  bracelet  gift  wrapped?" 

5.  Choice  close:    "This  dress  is  the  5ame  color  and  follows  the  same 
style.    It  is  $8  less  than  the  other.    Mould  you  like  to  try  it  on?" 


2ii 
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DEPAFaUPE  STATEMENTS 


Directions:    For  each  of  the  followihg  ourchases,  write  an  appropriata 
departure  stateinent,    using  the  principles  of  thanking  the 
customer,  reassur-ing  the  customer,  and  asking  him/her  to 
return : 

1.    Mrs.  Jones  purchased  a  mint  green  blouse  to  wear  with  a  suit  she  re- 
ceived for  her  birthday; 


2.    Mr.  Taylor  (a  young  bachelor)  purchased  a  new  saede-trimmed  suit  to 
wear  on  a  business  trip  to  Chicago. 


3.    Jeffrey  purchased  a  wallet  for  his  father  fi-r  Father's  Day. 


4.  Mrs.  Howard  purchased  a  layette  for  a  baby  shower  gift  for  her 
daughter-in-law. 

5.  Mrs.  Thompson  purchased  a  pair  of  joans  for  Timmy  to  wear  to  kinder- 
garten . 


KEY:    {Suggested  Answers) 

1.  "I'm  sure  your  new  blouse  wil 1  make  your  birthday  present  even  more 

special.    Thank  you  for  shopping  at  Logan's.    Come  back. again  soon." 

2.  ''I  hope  you  will  enjoy  your  new  suit  and  your  trip  to  Chicago.  Thank 

you."  - 

3.  "Your  father  will  be  very  pleased  with  this  gift.    Thank  you,  Jeffrey, 

and  I  look  forward  to  helping  you  again  soon." 

4.  "I'm  sure  your  daughter-in-1 aw_wi 1 1  be  pleased  with  the  layette.  Thank 

you  for  shopping  Logan 's._  Come  in  again  soon." 

5.  "I'm  sure  you  will  be  pleased  with  the  way  these  jeans  wear.  Bring 

Timmy  in  again  soon.    Thank  you." 
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Directions:    Answer  the  following  questions  regarding  trading^up. 

1 .  Define  "tradinq-up. " 

2.  List  the  techniques  to  be  used  when  trading-up. 

3.  Why  is  it  important  to  focus  the  customer's  attention  on  the  addi- 
tional features    of  the  better  item? 

^.    What  is  the  most  important  factor  the  salesperson  should  consider 
before  attempting  to  trade-up? 

).    Why  should  the  salesperson  point  out  similar  features  in  both  items? 


1.  The  process  of  attempting  to  interest  the  customer  in  better  quality 
higher  priced  inerchandise^ 

2.  (a)    Use  when  you  determine  the  customer  would  benefit  from  the 

better  merchahdise. 

(b)  Point  out  similar  features  in  th^  two  items. 

(c)  Point  out  additional  features  and  benefits  to  justify  extra  cost. 

(d)  Do  hot  belittle  lower-priced  merchandise. 

(e|    Do  not  pressure  the  castoner  into  buying  the  better  article. 

3.  The  additional  features  help  convince  the  customer  to  buy  and  justify 
the  higher  price. 

4.  The  customer's  intended  use  of  the  merchandise. 

5-    The. similar  features  help  the  customer  to  feel  you  are  not  trying  to 
Ss^ll  something  he/she  did  not  request--the  similar  features  show  that 
this  item  relates  to  or  is  comparable  to  the  first. 


KEY: 
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Directions:    Answer  the  following  questions  about  building  clientele. 


1.  List  at  least  two  techniques  to  use  fn  building  clientele. 

2.  Lisc  at  least  five  kinds  c    information  which  should  be  recorded  in 
you."  customer  card  file  or  oook. 

3.  List  at  least  three  uses  of  a  customer  card  file  or  book. 


KEY: 

1 .  (Two  of  these) 

(a)  Present  business  cards  with  your  name  oh  them  to  customers  you 
hope  to  serve  again 

(b)  Maintain  customer  card  file  or  book 

(c)  Know  your  custofners  arid  your  wrchandise 

(d)  Gall  customers  by  name 

(e)  Use  card  file  or  book  to  call  customers    bout  specific  items,  etc. 

2.  (Five  of  these) 

(a)  Customer's  name 

(b)  Address 

(c)  Telephone  number 

(d)  Size 

(e)  Other  members  of  fami ly--riamei  age,  sex 

(f)  Golor^  quality,  design  preferences 

(g)  Special  interests 

(h)  Occupation 

3.  (Three  of  these) 

(a)  To  inform  customer  of  merchandise  of  interest  to  him/her 

(b)  To  s;ee  if  customer  is  running  low  on  a  particular  item 

(c)  To  tell  customer  a  requested  item  has  arrived 

(d)  To  offer  merchandise  for  a  special  occasion 

(e)  To  tell  customer  a  desired  item  is  reduced 


EKLC 
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I.    Define  the  following  terms: 

1.  Cash-send 

2 .  Cash-take 

3 .  Charge-send 

4.  Charge-take 

5.  Credit  limit 

6.  Receipt  of  purchase 

IL    List  the  procedures  for  processing  a  charge  sale: 

III.    What  information  is  optional  on  a  cash  sales  form  but  is  required  on 
a  charge  sales  form? 


KEY: 
I. 


Cash-send--custbmer  pays  for  items  and  has  them  del ivered 
Cash-take--eListomer  pays  for  items  and  takes  them  with  him/her 
Charge-send--eustoiner  charges  items  and  has  them  delivered^ 
Eharge-take--customer  charges  items  and  takes  them  with  him/her 
Credit  limit--the  maxi!Tiu:i:  amount  of  credit  allowed  on  an  account 
Receipt  of  purchase--c3sh  register  tape  or  sales  form 


ii. 

1 . 

Obtain  credit  card 

2. 

Check  inyal id  1 ist 

3: 

Ring  purchase--subtota  I ,  tax,  total 

4. 

Fill  in  charge  sales  slip 

5. 

Stamp  charge  form  with  credit  card 

6. 

Obtain  customer  signature 

7. 

Compare  signature  to  credit  card 

8. 

Return  card  to  customer 

9. 

Obtain  credit  approval 

10. 

Give  customer  copy  of  sales  slip 

11. 

Bag  merchandise 

12. 

Thank  customer 

III. 

1  . 

Customer  name 

2. 

Address 

ERIC 
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eALCULATiNG  SALES 
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I.    Find  the  amount  to  be  charged  for  these  items: 

1.  3  shirts  ?  $12.98  each  =   

2.  2  blouses  0  $8.95  each  =   

3.  2  ties  @  $5.99  each  = 

4.  4  scarves  (?  $3.49  each  =  

5.  3  p     -  of  gloves  $  $4.75  each  ^  

II.    Find  the  amount  which  should  be  charged  for  one,  two,  and  three  of  the 
following  items  that  are  multiple-priced: 

One  Two  Three 

1.  3/$15.98    

2.  6/$24.99    

3.  5/$12.49  , 

4.  3/$19.95  

5.  $25/dozen    

I? I.    Manually  compute  tax  on  the  following  amount  using  a  4%  tax  rate: 

1.  $4.27  = 

2.  $13.63  -   

3.  $47.63  -   ^  

4.  $27.00  =   

5.  $33.33  =  

IV.  Using  the  tax  chart,  find  tax  on  the  following: 

1.  $5.17  =   

2.  $49.31  =  

3.  $25.84  =   

4.  $40.99  =   

5.  $1  .61    =   - 

V.  Extend,  subtotal,  find  tax  (4%),  and  total  the  follow'ng  orders: 

1 .     1  shirt  J  3/$l8.95 
1  pair  pants  0  $21 .00 
3  pair  socks  0  3/$4.79 

1  wallet  0  $18.50 

2  ties  0  $4.99 
1  belt  P  $5.95 

Subtotal 
4%  Tax 
Total 
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2.  1  blouse  I''  2/S25.95 

1  skirt  (d  $23.00: 

2  pair  hose  P  2/$2.Se 

1  belt  ?  $4.75 

2  pins  0  $7.99 

Subtotal 

4?  Tax 
Total 


4"..  COMBINED  Si  ATR  AND  LOCAL  iAl  I  S  ^  USE  TAX  CHART 


TAX 

!  00 
01 
02 
03 
04 
05 


;      s  A  I.  f  s 

1?  ns-ij  12' 

11)3-  13  37, 
13  38  -13.62, 
13.63-13  87^ 

13  88-14 

14  13-U.37j 
Q6  f|l4  3S--U  62. 

.07lil4_63-U  8?; 
.081jl4  88--I5  \2l 
.09jil5  13-15  37' 
.10  ;15  38-15  62^ 
.n  lis  63-15  87j 
.12]  15  88-16  l2( 
)3jj1<$  13-1^.37* 
unii  38-16  62. 

y6\\6  88-4?  12) 
.I.7L17  13-17  37; 
ifl"l7  38-17  62; 
19;;17  63-  17  B7 
?nl  17  88-18  12 

21  jit8  13 

22  1'18  J8 
18  63 

18  88 
[19  13 

19  38 
ll9$3 

19  m 

70  13 

20  38 


.W2 


'25  8H-26 
!26  13  -?6 


1?'  1  04 


.5li  ?6  3R  -26 
sr.  I  26  63-26 
56  ;r26  88--27 

^7  1127  13-27 
58ir27.3i:-27 
5?|I27  63-27 
60  ^27  38-28 


37;  1  05 
62,  1  06 


!!38  88-  39  T2i  I  56 


9  38-  9  62  3§ 

9  88-10:t2 
ie_i3-10J71.^41 


-18  37 

18  62i 
-18  87j 

19  12: 
-  19  37' 
■19  62! 

"19  8?; 

ro  i? 

-'20  J/*l 
-20  62 


To  38-fD  62 

[10  88-1  1.12 
1 1  13-11  37 
jll  38-11  62 
111  63  11  87 
jji  1.88-12  12 
[12  13-12  37' 
|12  38-12  62* 
l!l2-63-12  §7, 


.42 


20  63-  20  87 
20  88-21  12 
I2I  13-21.37 
,21  38-21  62 

|21  88-22.12 

22  38-22  62 

,  ^OliZ 

,12188-23  12 
23.13-.23  37 
23.38-23.62 


6) 
62 
63 
64 

66 

.68 

.70 
71 
72 

71 
74 
75 
76 
.11 
78 
.79, 
80 
81 
82 
SI 
.84 
53 
.86 

88 


128  13-28 
r28  38-2'8 
28. 63-28 
28  88-29 

2?  38-29 
|29  63-29 
T29  88-30 
130.13^30 
130  3fi-3b 
30.63-30 
"30  88'-:  3  ^ 
31  13-31 
'31  38^-31 
31  63-31 

31  88-32 

32  13-32 
32  38-32 

32  ^3-3J 
|32  8B_-33 
:3  13-33 
133  38"-33 
S3  $3-33 

33  88-34 

34  n-34 
34.38-34 
,34_61-34 
34  88-35 

,  ^-3i_ 

35.38-35. 


8/.  1  07 
12;  1  08 

37  vm 

6?!  1.10 
87]  1  11 

.12:  i  ;i"2 

yj-'.  1  13 
62!  }  Vi 
87;  4  15 
12!  1  )6 
37,  1  17. 
62;  1  IS 
.87  f  1:12 

1.20 
V\L21 
6?f  1  22 


19. 13-  39  37 
39.38-39.62 
39  63-39  87 

39  88-40.12 
40.13-40.37 

40  38-40.62 
40  63-- 40. 87 

40  16-41.12 

41  n-4i._37 

41  38-41  62 
41  63-4J  87 
4t  88-42.52 

42.38-42  62 
^2^63-42.87 


B/\  1  2 
24 


42.88-43.12 


.43.13^  37  J. 


1  58 
1  60 
1  62  ^ 
1.64 


i.66 
ILL 

i  U 
ijii 


1  721 


■  Vr  1  2S 
3/}  ).2V 
6^1  1  30 
8/}  IJl 
1?  1  3> 


43.38-43.62 

43  63-43217; 
!j43  88-44.12 
IU4  13-44  37 
144  38  -44  62 
l44,$3-4jL§7 

44  88-45  12 

45  13-45  37 
i  45  38-45. 62 
i45.i^_5-8Z..lJli 
i  4S  8.1-46  12^1 


1  74 

\.u 

I  /6 
J  77 

i  n 

\  m 
1.^1 

1  82 


[23  88-24  12 
,;24  13-24  37 
;!24  38^24  62 

24  r>3-?.l  8?! 

24  88-25  12j 

25  13-25  37 
25  38-25  621 
25  63-25  87l 


•  90 

..91  ^ 

.9T735  88-36 

-94^6.38-36 

96T36  88-37 
[37  13- 


h43 


1  44 

62 


92 


98  |37  38l37 

IOOH37: 88-38 
Lfll.il  31 12^38 
1.02  ]38. 38-38 
l_Glj[38  <^3^^e 


1  46 

.12(1  48 
371  119 
.6211  5(» 

:i2fl,52 
3/[L53. 

621  1  54 

J[7iLls, 


46  ij^ 
46  38. 
i46i3. 

46  85 

47  38- 
47  63- 


48.88-49.12  1  96 
49:13-49  3^  19  7 


46:37 
-46.62 

46  87 
:47 
■^7.37 

47  62 
47  87 


-48.62 
-48.87 


49.6?]T98 

-50  37 
-jO  62 
-50  87 
-51  12 


49.63 

49  8£ 

50  13 
50  38- 
50  63 

50  88   

51.13-51  37 

51  38  ■ 
51  63 


-5162' 
-51  87 
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KEY: 


II. 


1 

4*  ^  (J  • 

2 
r-.  • 

$1  7  90 

3 
•J  • 

$1 1 .98 

4. 

$13.96 

5. 

$14.25 

One 

Two 

1 . 

$5".  Si 

$1D."66 

$T5".58 

2. 

4.17 

8.34 

1 2 . 51 

3 . 

2.50 

5.00 

7.50 

4 

6  65 

13  ■^0 

19.95 

5. 

2.09 

4.18 

6.27 

1  . 

$  .17 

2. 

.55 

3. 

1  .91 

4 

1 .08 

5. 

1  .33 

1 . 

$  .21 

2. 

1  .97 

3. 

1  .03 

4. 

1 .64 

5; 

.06 

_ 

1  . 

$  5.32 

2. 

_     _  1     I  ] 

1  12.98 

21 .00 

23.00 

4.79 

2.50 

18.50 

4.75 

9.98 

15.98 

5;95 

59.21 

66.54 

2:37 

2^6 

$  61 .58 

$  69.20 
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Directions:  Fill  in  arid  compcite  the  total  on  the_ Employee  Sales  Form 
asing  the  following  information:  Dept,  5.,  Store  No.  U 
Cash  Sale. 

The  employeeis  Susan  dones,  12Q4  Westwood  bane,  Wilkes- 
boro,  NC  28697.    Her  account  no.  is  851595.    Her  purchases 
arc : 

1  pair  Logan's  jeans i  size  9^  $19.95i_Dept.  5  i 

1  western  plaid  shirt,  size  medium^  $15.98,  Dept.  5 

2  pair  knee  socks,  $2.19  each.  Dept.  6 

The  sales  tax  rate  is  4%.  She  will  receive  a  20%  discount 
on  the  jeans  and  shirt  and  a  15%  discount  on  the  socks. 


0588601     EMPLOYEE  SALE 

DATE  '         SOLD  UY  t)LPl.        ^ruMh  NO 


CASM 


ACCOUNT  NO 


NAMF 


rH  V  ANn  SI  A!  {. 


sc  RIP r  f(  JN 


.  AI'l'lMj  vf  I)  H  V 


I  Jl  Jl 


CRE(jlT  OEPT:  copy 


er|c  ocst  copy  avaIUIle 
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KEY: 


0588601     EMPLOYEE  SALE 


CASH 


^(  u  r»  B  V 

CmAKC.  I. 


ACCi  \  NO 


■  SUSr\N  ,j:QJ>Lg,S  


1^0  4  Wii.^TWiXjn  ivai4£  


mi 


!  AMMHOVf  D  BY 


2.11 

3d 

3i 

CREDIT  DEPT;  COPY 
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DELIVERY  CHARGES 


SA-58 


Directions:    Fill  in  the  sales  form  for  the  following  charge  purchase. 

The  order  is  to  be  shipped  tbiMr.  &  Mrs.  Roland  Canter,  109 
Highland  Street,  Boone,  NC  286B7.    Using  the  parcel  post 
chart,  compute  the  delivery  charge  and  add  to  the  sales  to- 
tal. 

2  one-piece  sleepers  @  $7*29 
1  infant  bunting  bag  @  $24.98 
1  infant  layette  &  $29.95 

Sales  tax  rate  is  4%.    Total  weight  of  prepared  package  is 
6  1/3  lbs.    Boone  is  in  Zone  1. 


PARCEL  POST  ZONE  RATES- 


Weight--hot 

exceeding  (lbs.)  Local 


1  &  2 


2 

.75 

.88 

.  91 

1 

.02 

1 

.13 

3 

.80 

.95 

1.00 

1 

.13 

1 

.27 

4 

.84 

.02 

1.08 

1 

.23 

1 

.40 

5 

.89 

.09 

1.17 

1 

.34 

1 

.54 

6 

.93 

.16 

1.25 

1 

.44 

1 

.67 

7 

.98 

.23 

1.34 

1 

.55 

1 

.81 

8 

1 

.02 

1 

.30 

1 .42 

1 

.65 

1 

.94 

9 

1 

.07 

1 

.37 

1.51 

1 

.76 

2 

.08 

10 

1 

.12 

1 

.44 

1.60 

1 

.87 

2 

22 
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ERIC 


SA-58 


I 


NO  EXCHANGE  OR  REFUND  ^FTER  30  DAYS 


o 


o 


CASH         COD        CKAACC    ON  ACCT 


^AiD  OUT 


DCftCfs-I^TlON 


f  > 


Ti 
TeUl 


SLCOW'**<  to        THIS  B 


rj3215 


ERIC 
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255 


KEY: 


O 


NO  EXCHANGE  OR  REFUND  AFTER  30  DAYS 


OATI 


<>UCIII^TlON 


2«b9S 


PAID  OUT 


ii 


z 


it 


3J_ 


5J_ 


256 
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ALTERATION  CHARGES 


SA-59 


Directions:    eomplete  the  following  charge. sale  form  ihcludihg  the  altera- 
tion charges.    Fill  in  the  alteration  ticket. 

Account  Nq,:  541-15 
Jeremiah  Taylor 
Route  5,  Box  92 
Wilkesboro,  NG  28697 
Telephone:  838-2000 

Dept.  5,  Store  No.  1,  Tax  Rate  4% 

]  shirt,  It.  blue,  style  501,  size  16-32,  $16.98 
1  pair  pants,  med.  blue,  style  925,  size  34»  $20.00 

The  shirt  sleeve  cuffs  are  to  be  loosened  by  setting  the  button  over 
!/2  inch  to  the  outside— al teration  fee  $1.00.    The  pants  are  to  be 
heimed  to  an  jnseam  length  of  3l  inches— al  teration  fee  $1  SO  Mr 
Taylor  would  like  to  pick  up  these  items  at  4  p-m.  on  the  day'follow- 
ing  the  purchase. 
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USE  BALL  POINT  PEN 
PRESS  HARD  w 


ftarge 

1  ACCOUNT  NO 

CRtOIT 
AUTH 

NAME 

SififEET 

ClT>  AND  STATE 

DATE 


_DEF1_PHL 


SOtDBV 


DEPT 


STORE  NO 


_i?;s;miption 


TYPE  SALE 


WKI  AMOUNT 


CilSTOMER  SIGNATURE 


"'^^      CREDIT  DEPT. COPY 


r 


0  0  Ourv^ 


Adotm 


cfTt,s:Ari  li 


Nu^d  mas 


CCXOI 


SEWU 


GARMENT 


[]C0Af 

G 

[]  fOttW 

[]  lACtn 
p  mm 

I J  5m:iT 


INSTRUCTIONS 


MIUAnOHfU 


LOGW'S  "^^'^ 
CHECl 


Ct?I. 


1 


ilCOPYAyAILAeLl 


USE  BAtL  POINT  PEN 
.  PRESS' HAilD  w_ 


ACCOUNT « 


NAME 


stRin: 

Cin  AND  STATE 


CtATf  / 


DATE 


[6?7  , 

SOIOBY 

STORE  NO 

1  : 

CREDIT 
AOTH 


SAU 


DCSCRiTON 

woe 

AMOUNT 

1 

1 

1 

1 

TANTS  flLlEtfitlOM 

w   

CuSTQMtBSKWTUPt   1  '' 


Oi*i| 


6Q1 


>!rs 


PAC 

1 

1  L. 

CHAlCt 

C.O.O. 

E 
Q 

MAI 

JfiiMjijOiiiajL 


.  -       i  ill  f  •  ' 


?38-ZOQQ 


mm. 


n 

hco^r 
[]  *au 

^  Wit 

n  ^ 


INSTRUCTIONS 


Cuffs  is  setting  T^rnrn^ 
'        )iiWtHT0  outfit)? 


0^  ^>  iNdti^-^ 


Ldp's  claim 

CHECK 

642601 

BEST  COPY  AVAILABLE 


SA-6d 

LAYAWAY  CHARGES 


Directions:    Csmpute  the  layaway  charge  and  balance  due  on  the  following 
transaction.    Record  the  information  on  the  layaway  sales 


Dept.  6,  Store^No.  1 

Custoiner:  Ms  Jerri  Royal,  3204  Melrose  Circle,  North  Wilkesboro,  NC 
cobby 

Dept.  6,  1  all-weather  coat,  beige,  size  6  petite,  $89.90 
4%  sales  tax,  $1.00  service  rharge,  20%  deposit  required 


1  Wj  I  ■  i... 


-  )    FILL  IN  CUMPLETELY  AND  •.tGIBLY.  WRITE  FinMLY.     ,o*u*p«  «.,<ji«.c^j  ,ohm» 

^    ?   MAVh  CUSTOMER  READ,  AGMEfc  TO.  AND  SIGN  I  AY  AWAY  AQREEMEN\ 
*'M  I  ■    ■    ''''t  r     )   1  stP^MATE  COPIhC.  THE  N  I  r  TACH  RO  rTOM  OF  PAMT  7  AND  GIVE  TO  CUSTOVF  R 

I  ^  J__^26. 


■ItLUlMLt 


4 


CAYAWAYACCOONT 
SUMBER 

391851 


^ale;»  tax 


SCnviCK  CHAHi.f. 


TO  T  A  L.  L  A  y  .  A  W  A  y  SAH 


Op  WN  _P  A  y  MC  NT  


LAr-AWAy  BALANCE 


OFF  IClE  COPY 


.  y  Ar.nc-  FMF  NT 


.' .1'  ^» 


'»  >Hi      I'dVinfl    111       /M  i)V 

 ,  »he  vJall  '  ii  n.»t»? 


Cu^tO'ni''  '.K^n  »  .'fO 


Cuitoaior  Mhone  No 


h  offp  9  jyo  (n  10  78? 
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KEY: 


SA-ed 


i 


lO 


L  ...  CCVPLtTELY  AND  LEGlOLY.  VVMlTt  T  IRMLY      ^^.^^^  .u-J.stss  ro-M. 
^  C  U'.  tOMI:  M        AD.  AGREE  TO.  AND  S»GN  LAY  AWAY  AGREEMENT. 

T  t  Cl^Pii      tHf:  N  bETACH  ROT  TOM  OF  PART  2  AND  GIVE  TO  CUSTOMER. 


I-  - 


'  .ms.  te^^i  RoviR^^  

^5f)RfS5r  32.Q4  rn£i^feQi^  e\(tti^^ 


OFFICE  COPY 


A    TICLE  »'.D  DFSCRIPTIOH 

 A_^L:^i 

J_N_T_  __ 

f 

/ 

90 

"1  1  S  TAX 

3 

fee 

,.  .  -  . 

/ 

I  A  Y  AWAY 

Account                uAv:AWAy  sal. 

NiUMPER.                                   DOWN  PArMTNT  

391851                          LAV  iwAVBALANCK 

/I 

75- 

I  AY  AWAY  AGREEMtNT 


Form  9390  (R  10  7S) 
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LEgiBitlTY  OF  SALESCHECKS 


SA-61 


Directions:    Answer  the  following  questions  about  legibility  of  sales  checks. 

1.  What  are  the  three  most  common  mistakes  in  writing  saleschecks? 
1 

2. 
3. 

2.  List  three  reasons  legibility  ard  accuracy  are  so  important  in  writing 
sales  checks. 

1 . 

2. 

3. 

3.  What  is  the  desirable  form  of  writing  which  helps  in  eliminating  con- 
fusion of  letters,  figures,  etc.? 

4.  "      could  be  read  as  the  ""ir^ure   or  . 

5.  could  be  read  as  the  rigure    or  the  letter  . 


KEY: 


1.  1.    Poor  handwriting 

2.  Poor  arithmetic 

3.  Omission  of  required  information 

2.  (Three  of  these). 

1.  Customers  refer  to  sales  checks.  _ 

2.  Delivery  department  uses  them  to  tell  what  goods  to  ship. 

3.  Credit  department  uses  them  to  total  amounts  owed  oh  charge 
accounts. 

4.  Buyers  use  them  to  decide  what  items  and  quantities  to  order 

5.  Management  uses  them  to  determine  sales  volume  and  plan  for  the 
future.    ^     _  _^ 

5.    Accountants  use  them  to  keep  inventory  records. 

3.  Printing  In  all  capitals. 

4.  One  (1)    or  seven  (7) 

5.  Figure  5  or  letter  S 
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LAYAWAY  TRANSAGTIGNS 


SA-62 


Oirectic..is:    Jo  complete  a  layaway  trahsactibn .,  iha  salesperson  must  use 
both  a  sales  check  and  a  layaway  tkket;  Using  the  following 
salescheck  and  layaway  ticket,  record  the  layaway  transaction 
given  below: 

On  June  9j  19—,  Kathy  Smith  of  909  11  ii;  Street,  Wilkesboro,  NE  28697,  phone 
808-12343  puts  a  dress  priced  at  S-li.SB  and  a. coat  priced  at  $59,95  on  lay- 
away at  Logan's.  Clerk  #15  accepts  her  deposit  of  $25,06  on  the  items 
(both  from  Depart,  48J)  and  informs  the  customer  of  the  store's  policy  re- 
garding layaway  items;  items  must  be  paid  for  and  picked  up  within  a  period 
of  90  cays  from  date  of  layaway;  no  refunds  or  exchanges  will  be  made  after 
tfi;it  time.    State  sales  tax,  4%. 


DATE  I 


NAME: 


ADDRESS t 


CLERK  I 


CASH 


COD 


CURG.  DEPT 


J4165 


Quandcy 


D  E  S  C 


R  I  P  T  I  0  J« 


Price 


XutnicttoQat 


Subtetil 


Tftx 
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2S5 


DATEl  iS 


CLERK  l/jf 


CASH 


COD 


CHRG. 


DEPT. 


J4165 


Quancicy 


DESCRIPtilON 


InatructioDflt 


Prtc* 

25.00 


SuBtotal 


Tax 


Total 
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SA-62 

1 


Cl«rk  # 

DATB  ^^^^ 

TOTAL 
SALE 

J9S67  32-8 

OUANTITY 

FRICZ 

Sub-T. 

  - 

SOLD  mniLt 

SAles 

Total 

Less 
Sepoait 

HAMEt 


ADDRESS  t 


Phone! 


Held  Until I 


J9467-5l-_a 


Asotmt  Due 


NAME 


ADDRESS 


PHONE: 


Attach  this  Stub  to  Merchandise 


Clerk  Wo. 
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SA-62 


Cl«rk  I 

DATE                            /  / 

V  ^ 

TOTAL 

J /VI  ill 

J9.46  7-52-8 

ARTICU: 

/ 
/ 

2>/C£55 

C<D/?r 

Sub-T. 

///,  ^'i 

SAles 

Total 

Less 
3epo8it 

)ai«nc« 

NAME*              kftTHf  ^miTM 

Phone t 


Borchaset-g  Signature 


Hold  Until I 


ADDRESS  ^  y /)0  <ST/££ET  .    UJ i iJt£sEG7e^.  m.  <ir, 


^AttjLch^hAe^Stqb  to  MarehandHc 


Clerk  Mo. 
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CASH  REFUND 


SA.63 


uu;'   *ons:    Use  Logan ' s  .special  cash  refund  form  to  process  the  follow- 
ing crsh  refund  situation. 

Sd  -r^y  Vinlth  purchased  a  brown  terry  bath  robe  three  days  ago  for  His  grand- 
fd^-h^r  on  approval .    Sd.:tny  is  returning  the  robe  because  it  did  not  fit 
prdper'^y  through  the  shoulders.    The  rbbe.was  a  medium,  and  Sammy  is  : 
cerr  .  h  that  neither  a  small  or  large  would  be  suitable^    He  has  his  sales 
check  cind  the  robe  shows  ho. sigh  of  having  been  worn.    The  robe  came  from 
DepL  5  'in  which  you  ara_stationed  and  cost  $24.95  plus_4%_sales  tax. 
Sammy's  address  is  123  Fourth  Street,  Wilkesboro,  NC  28697.    You  refund 
Sammy's  money. 


OFFICE  COPY 


GASH  REFUND 
EXCHANGE 


SOLD  BY 


2q> 


-A  I  f 

r  *  • 


TOTAL 


EKLC 
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BEST  COPY  AVAILABLE 
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KEY: 
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ERIC 


OFFlCf  COPY 


N  S  GASH  REFUND 

EXCHANGE  O 


Ont 


5B6GD1 


OArc  sj  0 

SCLO  IV 

OEPT 

SrODE  MO 

/  :/  - 

5" 

/ 

THIS  TICKET  lOQEO  IV  ClEMK  KO 


CA.ilKCiSTlR  lEC  MO 


\Z\M  A»«o  STATE 


\ 


jL 


REASON  FOR  REFdNO  :>R  EXCHANGE 

A'or  /^/r 


Personal  Selling 

67      ■  270 


eHARGE  CREDIT 


SA-64 


Directions;    Using  Logan *s_speciul  charge  return  form,  record  the  follow- 
ing charge  return. 

Customer:    Mrs.iBeth  McNeil,  194  Lawndale  Street,  North  Wilkesboro  NC 
28659 

Account  No.:  24471  Original  Sales  Slip  No.:  586024 

Your  ID  No.  is  26^  Dept.  6^  and  you  origihally  soT.i  Mrs.  McNeil  the  mer- 
chandise she  is  now  returning  for  credit: 

1  blouse,  pinfc,  size  34,  Dept.  6,  $28  plus  4%  tax 

The  blouse  does  not  match  the  suit  she  intended  to  wear  with  it. 


r 


LoqAN^s 


CHAkGE  l.:''TURN 

i  ' "  ■ 

i     i  / 


I  1  ;ciii  I  I  It  n  r  i  cjr'y 
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27i       BEST  COPY  AVAlLABLi 


• 


KEY: 


SA-64 


LoqAN^s 


L-/  -  /  -  J 

f "  '  "  "  my  11 

\  ;    ',(    .  M<  I,M  n 

/  \'&LOdiE^  P/fvK,  Sz.  34  iijac, 


1^ 


irfAM.  ^sXhir}c1'^   Til 


272 
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T  COPY  AVAILABLE 


EXCHANGES 


SA-66 


Directions:    CQmplete  the  following  salescheck  for  the  items  being  ex- 
changed as  described  below: 

Item  returned : 

1  suit,  size  40  reg.,  $109.95 

New  item: .  :  : .  : 

1  ?t:it,  size  40  reg.,  $119.95 

Sales  tax  rate  4% 


r 


NO  EXCHANC5E  OR  REFUND  AR-ER  30  DAYS 


o 


•  1 


/tUSTOMUrS  OMOCR  Na 


BAT! 


^OrsOskVstxn^  flyers 


0 
0 


Tit 


T*H 


liIKE  AMOtjNt 


— I 


6321 J 


•i  rc  ; 
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NO  EXCHANSg  OR  REFUND  AFTER  30  DAYS 


E»  — "  ^ 

.iU^  

 —  

c^H  1          1  chaum 

ON  ACCT. 

MO.  MT. 

fAIOOUT 

OUAN. 

OUCMnHON 

AIMX 

MT 

/ 

"1 

r 

/ 

m 

 C^  MS  A>.3-W  v^sC^  GOODS  MuST  «C  A< 

:COMI»ANM 

[0  tV  THIS 

iiLi. 
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SA-68 


GIFT  CERTIFJOATES 


Cirections:    Using  the  fotlpwing  forms,  write  a  sales  check  and  gift  cer- 
tificate for  this  sales  situati(5r. 

Alleri  Shumate,  treasurer  of  Blue  Ridge  DECA  Chapter,  has  been  asked  by 
the  members  to  purchase  a  $29  gift  certificate  for  their  advisor,  Jane 
Brown  for  ehristmas.    Ms,  Brown's  address  if  Route  3,  Box  525^  WilkesborOj 
HE  28697.    Blue  Ridge  DECA  is  located  in  Wilkesboro  also. 


NO  EXCHANGE  OR  REPJND  AFTER  30  DAYS 


o 
o 

o 

C) 

o 

G 

o 


DATt 


COD 

CMAMOI 

pmci 


Tu 


-^5-  ^^D_ftX*jU?»'.L>^  GCOCS  MjSt  Bt  ACCOMi»AN  CD  IT  Tf-  S  J) 


BUlt 
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NO  EXCHANGE  OR  RtFUND  APTER  M  DAYS 


83^15 


<?<t 


K*.  TV  tr  VT  '.r  C?  n  c. 
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HANDLING  SPECIAL  ORDERS 


SA-69 


Directions:    Using  the  following  information,  fill  in  the  want  s"'',  ^nd 
special  order  request  forms. 

WANT  SLIP: 

A<sume  that  you  are  a  salesperson  in  the  men's  department  of  Logan's.  The 
Want  slip  is  to  be_handwri tten. in  ink.    A  customer  asks  you  fo*    n  auto- 
maticpush-button  Tote's  umbrella;    Logan's  does  not  c^rry  the  automatic 
urrtDrellas.    He  v.;ants  it  in  dark  brown,  standard  size,  and  will  not  accept 
a  substitute,    "^'he  price  is  $25.00.    He  asks  you  to  order  the  umbrella 
for  him. 

1 .  Use  today ' s  date  . 

2.  Dept.  1490,  Employee  No.  200. 

3.  Leave. 


SPECIAL  ORDER  REQUEST: 

Assume  that  you  are  a  salesperson  in  the  nien '  s  department  of  Logan's. 
Your  customer  wants  you  to  order  the  umbrella  described  in  the  Want  Slip 
section  of  this  activity. 


1 . 

Use  today's  date 

2. 

Department  No.  I-'C'C 

3. 

Employee  No.  200 
Customer's  name,  address, 

4. 

and  phone:    Mr.  Jack  L.  Johnson,  574  East 

Street,  Lenoir,  NC  28645, 

(704)  845-3003 

5. 

Style  No.  456 

6. 

Color:    Dark  Brown 

7. 

Size:  Std. 

P. 

Price:  $25.00 

9. 

Sales  tax  rat'  • 

ERIC 
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WANT  SLIP 

Dept.  No«  

Et^loyee  No. 

Keep  this  slip  in  youor  salesbook.   Whmwver  an  it««  is  ^lled  for  that 
isindt  in  stocky  wnether  carried  regudarly  or  not,  recort  that^fact  at 
once,   isfike  certain  tl»t  you  record  every  call.    If  the  custowr  requested 
a  special  order,  fill  out  the  "Si)ecxal  Order  Request". 


XI fin  i^iJfill  nJtK 

♦ 

BSNTFFI  

Order 
Taken 

Sid>st. 
Sold 

Sale 
Lost 

&5er's 
Disposition 

Style 

CQlor 

size 

price 

no  THE  SALESPERSON.'    Write  plaiiay,  put  ois  copy  in  the  index  and  give  ciie  copy  to  your 

Depaxtaem  ffihager. 


282 


ERIC 


WANT  SLIP 


Dept.  No>--/^^t^ 
i/^lc^w  No, 


V^p  this  slip  in  mir  salesbqok.  Nhenevc' 
s.mot  in  stockj  wiether  carried  re^iiir] 
once.   Khke  coruin  tii^t  you  record  eye' 
R  special  order,  fill  oat  the  **S|>ecial  )rder 


en  is  called  for  that 
record  that  fact  at 
I  f  the  custdwer  requested 


nOI  CALLED  FOR 

mmm   

Stdl)st. 
Sold 

Sale 
tost 

Buyer's 
Disposition 

style 

color 

size 

price 



- 

5  IHE  SALESPEJeOi:    Write  plainly,  fsut  f  a  copy  in  t  index 

Departnoit  HuiajRer. 


one  copy  to  your 


ERIC 


nate 


Special 


er  Requesf 


Qgpt>  Ho.  

ia^^loyee  Wq,  

Your  Custaocr  will  be  notified  hf  pho^c  for  a  confirmtion  or  cmcollatiOi:  of  this  brcfer 
Custpoer's  hfeysifi  -  -  -     


Qistaoer^s  Phriie  


nB4 

STYLE 

COLOR 

SIZE 

PRICE 

1 

■ 

r-      -    - 

For  Buyer's  Use  Only 

Sub-total 

►  — 

ate  ordered 

tax 

eilveiy  Date 

Total 

ustcibbr  CflJlled 
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E»t«  


if  Requ^f 

Dept ;  No  , 

Your  Cust<k>er  will  be  notified  ^  phoie  for  a  eonfiriation  or  cancellation  oF  tliif  order. 
Custooer's  -^M^^  -  ^-  .-ff^^^^rm/^--  — — 


Cu3 toner's  Address  57V  S^sf  .^fr^g^-r:  -  7fegV\^^^^^ 
^jstooer's  Phone 


SIZE 


PRia 


2? 


For  Bayer's  Use  Only 


Sub-Total 


tzx 


a  Ordered 


TottT 


ivery  Date 


2S- 


oo 


00 


oo 


CO 


toDcr  Called 


TELEPHONt  SFLLING 


SA-78 


Directions:    Usirig  the  following  case  problem,  fill  in  the  telephone 
order  form; 


Mrs.  Robert  Johnson  *  314  Elm  Street,  Boone,  Ne  28607,  phoned  from 
264-3434  the  fell  owing  order: 

Article  #1:    1  dress,  c'der  no.  2407Q0F,  size  8,  $27.98,  shipping 
weight  1  Ibi  2  02. 

Article  #2:    1  sw(-=i tor,  order  no.  2408976F,  size  36,  $15.99,  shipping 
weight  1  lb.  6  oz. 

This  wi11  be  a  COD  order.    Clerk  No.  754.    Total  shipping  charges  are 
S! .65  and  sales  tax  is  4%. 


Tslsphoos  Ordsm 


StQra  h«isa 


Store  Nunfcer 


SAtf! 


CCD 


Hoiaty  r" 


'rcc>t  Approval 


City 

SCAt« 

\ 

\  Account  Nucbir 

Carh  I 


Subtctil 


Chlpplne 
Chirga 


Subtotal 
Sole* 
tax 


TtTTAL 


Price 


-4W     4  «i. 


-S?fclal  Inntructlcns 
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Personal  Selling 
82 

287 


SEbF-SERVICE  SELLING 


SA-74 


Directions:    Answer  the  following  questions  about  self-service  selling; 

1.    Since,  salfspeople  do  not  greet  all  customers  in  a  self-service 

situation,  now  is  the  customer's  attention  attracted  to  merchandise? 


2.    List  at  least  three  duties  (in  addition  to  selling  duties)  performed 
by  self-service  personnel. 


3.  List  at  least  three  selling  duties  of  self-service  personnel. 

4.  Why  should  the  salesperson  direct  the  customer  to  the  merchandise 
rather  than  leading  him/her? 


5.    Why  should  the  salesperson  direct  the  customer  to  the  checkout 
counter  rather  than  leading  him/her? 


KEY: 


1.  Through  the  use  of  display  materials  such  as  signs,  labels,  and  tag 

2.  (Three^of  these) 

1 .  Stocking 

2.  Operating  cash  register 

3.  Wrapping 

4.  Marking 

5.  Inventorying 

6.  displaying 

7.  Housekeeping  __  _  - 

4.    Watching  for  shoplifters 

3.  (Three  of  these) 

1.  Recording  selected  merchandise  on  a  form  to  present  ct  checkout 
Z.    Explaining  merchandise 

3.  Answering  customer  questions 

4.  Directing  customers  to  merchandise 

5.  (aiving  advice 

6.  Convincing  customers  to  buy 

7.  Making  sales  presentations 

4.  Leading  the  customer  may  cause  him/her  to  depend  on  thesalespersoh 
and  interfere  with  the  customer  selection  of  the  merchandise. 

5.  Leading  the  customer  would  probably  stop  the  customer  from  buying 
other  items  encouritered  on  the  way  to  the  checkout  or  in  other 
departments. 


Unit  IV  -  Personal  Selling 

HQ-1    The  Greatest  Profession : in  the  World  -  Selling  LAP  3;  #938,  HO-5. 

HO-2    Salespersons^Build  America  -  Selling  LAP  2,  #923A,  HO-1. 

flO-3    Personality  Traits  Valuable  to  Selespersons  -  Selling  LAP  3,  #938,  HO-1, 

R0-4    What  Is  Selling  -  Selling  LAP  3,  #938,  Hd-3. 

HO-5    Basic  Customer  Needs  -  Selling  LAP  40,  #830A,  HO-1. 

Hp-6   Types  of  Customers 

HO-?    How  to  Listen  and  Talk  to  Customers     _--  zi 

HO-8    Hints  for  Better  Questions  -  Selling  LAP  51,  #884B,  HO-5. 

H0-9    Key  Words  for  Questions^ 

H0-1D  Size  Variations  Depending  Upon  the  Manufacturer  and  Price  Lines  - 

Product  and  Service  Technology  LAP  36,  #500^  HO-1. 
HO-ll  Substitute  Sell-ing  -  Selling  LAP  59,  #809,  Form  #2. 
HO-12  Obdections  -  Selling  LAP  49,  #874C,  HO-1. 
HO-13  Getting  Together  -  Selling  LAP  49,  #874C,  HB-4. 
HO-14  Handling  Objections  -  Selling  LAP  49,  #874C,  HO-5. 
H0-15  Types  of  Difficult  Customers  -  Selling  LAP  43,  #897A,  HO-1. 
HO-16  Ability  to  Tactfully  Handle  Difficult  Customers  -  Selling  LAP  43, 

#897B,  HO-4. 

HO-17  ClosihgtheSale  -  Selling  LAP  52,  #820B,  H0-7. 
HO-18  Suggestive  Selling  -^Selling  LAP  59,  #809,  Form  1. 
H0-19  The  Importance  of  Suggestion  Selling  -  Selling  LAP  56,  #929A,  Form  1. 
HO-20  Remembering  Names  -  Selling  LAP  32,  #862,  Form  1. 
HO-21  Charge  Transactions  -  Selling  LAP^16j  f814i^H0-2.  - 
HO-22  Handling  Refunds  and  Exchanges  -Sell ing  LAP  19,  #879A,  H0-1 . 
HO-23  Corroiuhi cations  in  Telephone  Selling  -  Commanieations  LAP  8,  #099,  HO-1. 
HO-24  Presenting  Merchandise  in  Telephone  Selling  -  Communications  LAP  8, 
#156,  HO-1. 

TM-1    Rational  and  Emotional  Motives 
TM-2    Know  Your  Customer 
TM-3    Study  the  Customer 

TM-4    First  Ten  Seconds  of  a  Sale  -  Selling  LAP  31,  #869 

TM-5    Purpose  of  the  Approach  -  Selling  LAP  31,  #869 

TM-6    Features  of  the  Approach  -  Selling  LAP  31,  #869 

1T1-7   Ten  Listening  Technique;; 

TM-8   Customer  Participation 

TM-9    Difficult  Customers 

TW-IO  Ways  to  Handle  Difficult  Eastomers 

TM-11  General  Principles  t  Observe  in  Closing  Sales 

TM-1 2  Buying  Signals  -  Examples 

TM-1 3  When  to  Execute  the  Close 

TM-14  Suggestion  Service  Selling     ^  ^        ^  ^ 

TM-1 5  Sample: Charge  Sales  Forms*  -  Retail  Sales  Transactions,  TM-9,  d.m.  9A 
TM-1 6  General  Sales  Form*  -  Retail  Sales  Transactions,  TM-2,  d.m.  2A  &  2B 
TM-17  Tax  Schedule  to  a  $1.00*  -  Obtain  a  tax  chart  from  N.C.  Department  of 
Revenue 

TM-18  Tax  Chart*  : 

TM=19  Sample  Layaway  Sales  Forms*  -  Retail  Sales  Transactions,  TM-S,  d.m.  5A 
TM-20  Sample  Layaway  Sales  Form  and  Ticket* 
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TM-21  Sample  Specially  Designed  Layaway  Sales  Form* 
TM-22  Sample  bayaway_Accburit  Form* 
TM-23  Layaway  Payment* 

TM-24  Cash  Refunds*  -  Rs^tail  Sales  Transactions,  TM-IO^  d.m.  lOA 

TM-25  Credit  Refunds*  -  Retail  Sales  Transactions,  TM-11,  d.m.  11 A 

TM-26  Even  Exchange* 

TM-27  Uneven  Exchange* 

TM-28  Uneven  Exchange*  -  Method  #2 

TM-29  Uneven  Exchange*  -  Method  ftZ 

TM-30  Sample  Gift  Certificate  Sales  Form* 

TM-31  Sample  Gift  Certificate* 

TM-32  Sample  Want  Slip* 

TM-33  Sample  Special  Order  -  Request*  : 

TM-34  Communications  in  Telephone  Selling*  -  Communications  LAP  8,  #156,  HO-4 


*Copies  of  these  forms  are  found  in  your  Fashion  Merchandising  Curriculum 
Guide  or  you  may  obtain  copies  from  local  stores. 
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TYPES  OF  CUSTOMERS 


Professional  salespeople  need  knowledge  of  the  major  types  of  customers, 
how  to  recognize  therrii  and  how  to  handle  them.    All  customers  are  dif- 
ferent and  should  be  treated  as  individuals:    The  following  list  can 
serve  as  a  general  guideline  to  customer  types. 

TYPf-CUSTOMER  HOW  TO  RECOGNIZE  HOW  TO  HANDLE 

TALKATIVE  a.  Apt  to  discuss  per-  a.  Don't  get  inpatient 

custoner  sonal  matters  b.  Don't  gossips  Bring 

b.  Friendly,  jovial  back  to  merchandise. 

c.  Likes  to  talk  and  c.  Listen.    Don't  be- 
gPSSip  come  personal. 

d.  Will  hold  up  other 
customers 


SILENT 
customer 


a.  Not  enthusiastic 

b.  Talks  very  little 

c.  Not  positive  in 
nature 


a.  Be  patient 

b.  Ask  questions  vvitM  a 
j'yes"  or  "no''  an^we^^ 

c.  Demonstrate  merchan- 
dise 

d.  Give  selling  point.; 
slowly 

e.  Don't  talk  too  much 

f.  Watch  his/her  actions 


LOOKER 
customer 


a.  Often  moves  away 
when_approached 

b.  May  buy  on  impulse 

c.  Says  he/she  is  "just 
looking" 

d.  Moves  slowly  and 
fingers  merchan- 
dise 


a.  Use  merchandise  ap- 
proach, "i^  possible 

b.  Invite  back  to  store 
even. if  didh' t  buy 

c.  Be  pleasant  and  wel- 
come to  department 

c.  Don't  pressure 


HURR^'-T 
cu:,  cumer 


c. 
d. 


Demands  attention 
quickly 

Often  talks  fast 
and  loud 

Quick  and  abrupt 
Nervous  actions 


a.  Bealert  -  act 
quickly 

b.  Use  caution  In  sug- 
gesting substitutes 

c.  Cover  steps  of  sale 

as  quickly  as  possible 

d.  Serve  promptly 

e.  Sympathize  with  his/ 
her  problems 
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TYPE  OF  CUSTOMER 


DECIDEU 
customer 


UNDECIDED 
customer 


HOW  TO-RECOGNIZE 

a.  Direct  in  manner 

b.  Asks  for  specific 

c.  Knows  what  he/she 
wants 

d.  Businesslike  in 
manner 


a.  Doesn't  know  mer- 
chandise - 

b.  Often  will  go 
home  to  think 
about  it 

c.  Will  check  with 
wife  or  husband 

d.  ContinUfjl ly 
changes  mind 

e.  Afraid  of  not 
getting  money's 
worth 


HOW  TO  HANDLE 

a.  Let  him/her  do  the 
tal king 

b.  Use  caution  in  sug- 
gesting substitutes 

c.  Show  merchandise 
quickly..  . 

d.  Give  selling  points 
in  direct,  business- 
like manner 

a.  Look  for  signs  of 
interest 

b.  Be  firm  and  cbn- 
vihcing 

c.  Show  variety  of 
merchandise,  one 
at  a  time 

d.  Help  him/her  to 
decide 

e.  Stress  economy  and 
qual i ty 
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HOW  TO  LISTEN  AND  TALK  TO  CUSTOMERS 


.The  stakes  are  more  sales ^  more  customers  sold  the  first  time;  fewer 
callbacks i  fewer  lost  sales  when  you: 

K    Try  to  understand  the  worJs  you  hear  the  W6y  they  are  intended  to 
understood, 

2.  Recognize  the  variety  of  tasks  that  certain  words  must  perform.  ''Gat" 
means  "lion''  to  a  big-garr^e  hunter,  "kitten"  to  a  child,  "weapon  of 
punishment"  for  a  user  of  whips.    Find  out  what  the  customer  means., 

3.  Reach  for  a  clearer  understanding  of  what  is  being  said _by_ looknig  at 
words,  thoughts*  objections  from  the  customer's  point  of  view. 


4.    Hake  it  a  habit  to  restate  accurately  in  your  own  mind,  or  repeat  if 
necessary  in  your  own  words,  the  ideas  and  feelings  of  the  customer 
speaking. 


5.    Try  to  avoid  misuhderstahding  by  being  specific,  by  spelling  but  what 
you  mean  in  concrete  terms.    Stay  away  from  words  that  are  vague  in 
meaning  and  suL^jeet  to  broad  interpretation. 

5,  Look  at  the  context  of  what  the  customer  is  saying  -  the  background  of 
the  discussion;  unexpressed  b:t  obvious  thoughts  and  feelings.  Search 
for  the  meanirig  of  his/her  words  and  what's  behind  them. 

7.  Remember: how  the  customer  says  things  because  how  he/she  says  them 
frequently  tells  more  than  what  he/she  says. 

8.  Occasionally  talk  just  for  the  sake  of  talking  -  to  keep  communication 
channels  open,  maintain  rapport*  establish  areas  of  agreement. 


9.    Consider  the  custdmerls  actions  -  they  often  impart  a  meaning  far 
beyond  what  his/her  words  spell  out.    The  feeling  in  his/her  voice, 
facial  expressions,  the  use  he/she  makes  of  his/her  hands  speaks 
Icuder  than  words  at  times. 


10.  Strive  to  determine  the  factors  on  which  the  information  you  are  re- 
ceiving is  based  -  experience,  direct  observation,  somebody  else's 
opinions. 

11.  Look  for  the  assumptions  in  the  customer's  talk.    Recognizing  them 
will  help  you  see  the  facts  more  clearly._    Does  what  he/she  says  in- 
d1cate_he/she  assumes  the  price  is  out  of  line?    Spot  this  sales 
obstacle  early  and  the  selling  job  is  easier. 


12.  Watch-for_dpiniohs.  _Al though  there 's  nothing  wrong  witii  customers 
having  them,  they  compi icate  your  1 istening  and  foul  up  your  sales 
presentation  if  you  accept  them  as  facts. 
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Listen  past  the  no's,  the  t.urndowns,  the  stalls  -  for  their  real  rreah- 
ing  and  the  true  feeling  behind  the  words- 

Lastly^  ehcdUrage  the  buyer  to. talk.    Few  lasting  sales  relations  ever 
take  place  where  the  customer  isn't  given  the  opportunity  to  say  his 
piece: 
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KEY  WORDS  FOR  QUESTiONS 


CLASSIFY--Demands  the  assembling,  arranging,  distributing,  and  grouping 
of  facts  according  to  some  cblm'ich  characteristics. 

G0MPARE--Reqtji res  the  detection  of  resemblance  and  difference  among 
facts. 

CRITrciZE--Ex2cts  good  judgement,  and  a  careful  analysis  of  a  subject. 

DEFINE--Necessitates  the  determination  of  boundaries  or  limits  to  d  .^>ub- 
ject  and  fixing  of  S  clear  ir.eaning. 

DESCRIBE- -Galls  for  the  selection  and  portrayal  of  the  features  of 
qualities  which  characterize  a  subject. 


DISCUSS— Compels  a  minute  examination  of  a  subject  presenting  pro  and 
con  considerations  and  a>"gumehts  1n  supporting  ai  position. 


EXPLAIN--Makes  necessary  a  clarification  of  any  poirits  which  may  obscure 
a  subject. 

ILLUSTRATE--Call s  for  examples  that  will  explain  or  dear  up  trie  suo^ect 
under  consideration. 

INfERPRET--Necessitates  bringihgjout  the  meaning  of  a  subject  in  the 
light  of  an  individual's  belief  or  judgement. 

JUSTIFY--Demands  showing  that  a  thing  is  reasonable  or  warranted. 

OUTLINE--Makes  necessary  the  sketching  or  indicating  of  main  points. 

REVIEW--Compel s  going  over  a  subject  deliberately  and  giving  it  a  cri- 
tical examination . 

SUMMARIZE--Asks  for  the  presentation  of  a  subject  in  a  concise  and  com- 
pact manner. 


TRACE--Requires  following,  in  detail,  the  development  or  progress  of 
some  subject. 

VERIFY— Exacts  oroof  that  a  thing  is  true. 
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/?ATIONAL  AND  EMOTiON 

VES    MAV  CONFLiCT 
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STUDY  THE  CUSTOMER 

I.    Know  Why  People  Buy- 

A.  People  buy  to  satisfy  heeds  and  desires. 

B.  Decisions  to  buy  are  influenced  by  reason  and  emotion. 

C.  Reason  and  emotion  may  conflict  in  the  cu5tomer*s  mind. 
II.    Analyze  Customer  Moods. 

A.  Impulsive  Mood 

B.  Del ibeiate  Mood 
e.    Undecided  Mood 

D.  Decided  Mood 

E.  Friendly  Mood 

F.  Silent,  Unresponsive  Mood 
HI.    Practice  the  "Golden  Rule." 

A.  Define  empathy. 

B.  Develop  empathy. 

C.  Practice  empathy. 
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TEN  LISTENING  TECHNIQUES 


1.  STOP  TALKING!  ; 

You  cannot  1 isten  if  yod  are  talking; 

Polonius  (Hamlet):    "Give  every  man  thine  ear,  but  few  thy  voice," 

2.  PUT  THE  TALKER  AT  EASE. 

Help  him/her  feel  that  he/she  is  free  to  talk. 
This  is  often  called  a  "permissive  environment.  * 

3.  SHOW  HIM/HER  THAT  YDU  WANT  TO  LISTEN. 

Look  and  act  interes '-ed.  Do  not  read  your  mail  while  he/she  talks. 
Listen  to  unde^^star.c  rather  than  to  reply. 

4.  REMOVE  DISTRACTIONS. 

Doh-t  doodle,  tap,  or  shuffle  papers. 
Will  it  be  quieter  if  you  shut  the  door? 

5.  EMPATHIZE  WITH  HIM/HER. 

Try  to  put  yourself  in  his/her  place  so  that  yo'j  can  see  his/her 
point  of  view. 

6.  BE  PATIENT.  

Allow  plenty  of  time.    Do  not  interrupt  him/her. 
Don't  start  for  the  door  or  walk  away. 


7.  HOLD  YOUR  TEMPER. 

An  angry  person  gets  the  wrong  meaning  from  words. 

8.  GO  EASY  ON  ARGUMENT  AND  CRITICISM. 

This  puts  him/her  on  the  defensive.    He/she  may  "clam  up"  or  get 
angry. 

9.  ASK  qUESTJONS. 

This  encourages  him/her  and  .shows  you  are  listening. 
It  helps  to  develop  points  further. 

id.  STOP  talking: 

This  is  first  and  last,  because  all  other  commandments  depend  on 
It.    You  just  can't  do  a  good  listening  job  while  you  are  talking. 

Nature  gave  us  two  ears  but  only  one  tongue,  which  is  a  gentle  hint  that 
we  should  listen  more  than  we  talk. 
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eusTOJ'ER  PAST-ieiPATieN 


e  ana 


Say  ^0-70% 


Say  and 


INVOLVE  ALL  THE  SENSES 

People  learn: 

5-10^  of  what  they  see 

30-^)0^  of  what  they  see  and  hear 

^0-70$  of  what  they 

70-90%  of  what  they  do  and  say 
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"DIFFICULT  GUSTGMEPS" 

Salespeciple  sometimes  have  difficulty  meeting  the  needs  of  their 
customers.    This  occurs  most.  frequentTy  when  the  customers  demonstrate 
the  following  attitudes  and  behaviors: 

1.  Gripe  and  complain  aboat  products  and  services  without  justification. 

2.  Make  unref^sonable  demands. 

3.  Do  not  maihtaih  objective  viewpoints. 

4.  Feel  that  all  business  persons  are  greedy,  unfair,  and  selfish. 

5.  Desire  to  get  something  for  nothing. 

6.  Feel  that  they  are  superior  human  beings  and  ihat  all  others 
(including  salespeople)  are  inferior. 

7.  Bo  not  know  what  they  want. 

8.  Have  difficulty  making  buying  decisions. 

9.  Have  their  minds  set  on  one  product,  one  price,  one  brand,  etc.,  and 
are  unwilling  to  consider  other  equal  alternatives. 

1d.    Voice  their  opinions  in  loud,  boisterous  voices. 
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''WAYS  TO  HANDLE  DIFFICULT  CUSTOMERS" 

1.  Remain  calm-ho  matter  what! 

2.  Show  an  interest  in  and  concern  for  the  customer;  always  listen 
intently  when  he  speaks. 

3.  Use  tact  in  all  conversations. 

4.  Be  courteous  to  the  customers  at  all  times. 

5.  Maintain  a  positive  attitude  and  the  belief  that  the  "customer  is 
king." 

6.  Demonstrate  your  knowledge  and  understanding  of  products,  procedures, 
policies  and  "human  behavior." 

7.  Maintain  objective  viewpoints. 

8.  Maintain  self-control  at  all  times;  never  argue  with  a  customer  or 
try  to  prove  that  you  are  right  r.nd  he/she  is  wrong. 

9.  Ask  questions.    Try  to  obtain  as  much  information  as  you  can  in  order 
to  better  satisfy  the  customer's  heeds. 

10.    Go  out  of  your  way  to  make  the  customer  feel  important  and  special. 
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"GENERAL  PRINCIPLES  TO  OBSERVE  IN  GL0SIN3  SALES" 

1.  Have  a  positive  attitude: 

2.  Make  it  easy  for  the  prospect  to  act. 

3.  Know  when  to  close. 

4.  Display  self-confidence. 

5.  Hold  off  giving  the  price. 

6.  Help  the  customer  to  concentrate. 

7.  Avoid  negative  closings. 
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BUYING  SIGNALS-EXAMPLES 

1.  "I  don't  think  that  I  would  be  particularly  happy  with  the  other 
color. " 

2.  "I  would  have  to  have  delivery  today." 

3.  "Will  it  wear  well?" 

4.  "I  shouldn't  even  be  considering  this  purchase  today." 

5.  "What  kind  of  guarantee  do  I  receive?" 

6.  "Does  this  material  require  special  care?" 

7.  "Are  quite  a  few  people  buying  this  style  of  coat?" 

8.  "Could  you  bill  me  next  month?" 

9.  When  the  customer  steps  back  for  a  second  and  looks. 

10.  When  the  customer  scratches  his/her  chin  or  lays  his/her  finger  to 
the  side  of  the  face. 

11.  When  the  customer  picks  up  the  package  and  reads  the  label. 

12.  When  the  customer  demonstrates  the  product  to  himself/herself. 

13.  When  the  customer  sets  an  item  aside  from  the  rest  of  the  group. 

14.  When  the  customer  fondles  the  article. 

15.  When  the  customer  nods  his/her  head  in  an  unconscious  manner. 
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WHEN  TO  EXECUTE  THE  CLOSE 


Mheri  the  buyer  gives  the  salesperson  a  closing  clue; 

When  the  buyer  gives  the  salesperson  hearty  and  enthusiastic  agree- 
ment oh  one  of  the  salesperson's  points  or  to  one  of  the  salesperson 
leading  questions. 

When  the  buyer  accepts  proof  of  advantage  in  a  decided  manner. 

When  the  salesperson  has  just  completed  an  impressive  demonstration 
of  his/her  product. 

When  the  salesperson  has  disposed  of  some  buyer-resistance  in  a  deva 
stating  way. 

Whenever  buyer-desire  seems  most  intense  and  buyer  conviction  seems 
stronrjest. 


o  n  o 
a  ^  b 
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SUGGESTION  SERVICE  SELLING 


S  uggestion  Selling  should:be  thought  of  as  Service  Selling-  to  customers. 
II  nderstdodjalso  as  the  salesperson's  effort  that  results  in  the  sale  of 

addi tional  merchandise. 
G  enerally  people  can  be  influenced  by  the  p^wer  of  suggestion. 
G  oods  known  as  §4a£j~es-,  necessities,  impul se ,  and  new  merchandise  items 

make  good  suggestions'. 
E  asier  to  suggest  itemscldsely  related  to  the  first  purchase. 
S  eventy-one  percent  of  2,000  customers  surveyed  liked  to  have  salespersons 

suggest  specials. 
T  act  must  be  used  in  Suggestion  Servi<:e  Selling. 

I  n tare St  in  what  the  customer  is  to  do  with  goods  he/she  purchases  helps  to 

suggest  additional  items. 
0  ffer  gddd  reasons  for  recommending  additional  merchandise. 
N  ot  a  good  long  term  policy  ever  co  force  addicional  goods  upon  your 

customer. 


S  uggestions  on  How  to  Increase  Customer's  Purchases: 

E  xpose  custdmer  td  high  priced  merchandise. 

R  ecommend  larger  quanti  ties . 

V  olunteer  and  show  new  uses  for  merchandise. 

I  nterest  customer  by  showing  specials  and  advertised  goods. 

C  enter  attention  upon  merchandise  for  special  occasions. 

E  ngage  attention  of  customer  by  suggesting  and  showing  new  merchandise. 

S  uggest  and  show  related  merchandise. 

E  mhasize  UHt  it  is  worthwhile  for  customer  to  accept  your  suggestion(s ) . 
L  et  your  counter  and- store  displays  help  you  in  suggesting  additional 
items . 

L  earn  related  goodssoVd  in  dther  departments: and  suggest  them. 
I  nterest  customers  in  additional  merchandise  by  demonstrations  and 

dramatizations. ___    ^    ^  _  ___ 
N  otice  cl osely  ^^eactions  of  customer  in  case  of  S.S.S. 
G  oodwill  for  you  and  your  store  can  be  gained  when  you  handle  "Suggest ioft 

Sel 1 ing"  as  a  service . 
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EVAUJATICN  rtASUFES  fW  KEYS 
(CdfETH^GY  /  TEST  -  ITEM  BANK) 


TABLE  QF  $PECIFICATI-OHS-FQR---TE$T  COliS^^ 


AR PA  Marketing  and  Distribi't4V€--EHduc-^ti-bn - 


NAME     Fashion  Merchandising 


UNIT    Personal  Selling 


Competency 

EXPECTED  STUDENT  OUTCOME 

0) 

u 

Total 
No.  of 
I  tems 

Cognitive  Level* 
I        II  III 

Performance 

Impontar 

028.    Convey  a  positive  image  of  self  and  the  firm. 

X 

029.    Treat  others  as  individuals: 

X 

-  - 

030.    Utilize  appropriate  sales  approaches. 

X 

X 

X 

X 



031.    identify  and  analyze  customer's  needs  relative  to  apparel  and 
accessories. 

X 

— 

X 

-  -  ■ 





032.    Observe  customer's  outward  appearance,  expression,  and  manner. 

X 





033.    Ask  pertinent  questions  to  identify  customer  needs,  wants, 
interests,  etc. 

X 

X 

X 



034.    Demonstrate  merchandise  by  getting  it  into  customers'  hands, 
trying  it  on,  etc. 

X 

X 

X 

{J5S«    ?pmpaFe-prices_and  pricef  lines  for  customers  for  Items  of  apparel 
and  accessories. 

X 

036.    inform  customers  of  substitute  merchandise  if  requested  items  are 
unavailable. 

X 

X 

X 

037.    Justify  price  of  an  item  in  terms  of  metrhandise  features  and 
benefits. 

X 



o38.    Tactfully  handle  difficult  easterners. 

X 

X 

X 

039.    Anticipate  and/or  resolve  customer  objections. 

X 

X 

X 

- 

- 

040.    Obtain  agrec'ment  and  commitment  from  the  customer. 

X 

X 

X 

X 





041.    Thank  customers  to  encourage  repeat  business. 

X 

X 

X 

042.    Suggest  related  items,  accessory  items,  etc.,  to  obtain  multiple 
sales. 

X 

X 

X 



043.    "Iradeup"  when  the  opportunity  arises,  pointing  oat  additional 
features . 

X 

X 

X 

044.    Maintain  customer  card  file  or  clientele  book  to  encourage  repeat 
business . 

X 

045.    Process  charge  or  cash  transactions. 

X 

X 

X 

CHi"    Accarately  calculate  the  exact  amount  of  a  customer's  purchase. 

X 

X 

OH^.    Accurately  compute  employee  discounts,  delivery,  alteration,  arid 
layaway  charges. 

X 

X 

048.    Write  sales  checks  legibly  so  that  error  can  be  eliminated. 

X 

I  -  RacalU  IT  -  Cdmprehe/isl bh,  III  -  Application 


TAgj^-^F  SPECIFICATIONS  FOR  TEST  CONSTRUCTION 


PROGRAM  AREA  Markftfing  Ahrt  nictrihntiup  PHnrAt^on 

COURSE  NAME  Fa^Mort  HerchandisinQ  

UNIT^-Pef-^onal  Selling  

Competency 


049.    Process  layaways, 


050.    Make  refunds  or  exchanges  in  accordance  with  company  policy. 


051.    Write  gift  certificates  and  special  orders. 


EXPECTED  STUDENT  OUTCOME 


Cognitive  Level* 
I        II  III 


052.    Sell  merchandise  over  the  telephone. 


053.    Sell  to  customers  in  a  s_.f-service  store  while  performing  store- 
keeping. 


054.    Wprk^with  more  than  one  customer  simultaneously  in  a  courteous 
manner. 


Performance 


Total 
No.  of 
Items 


O    L  I 

EKLC 


Recall,  il  -  Comprehension,  III  -  Application 
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COMPETENCY  828 


COMPETENCY  q^S:    Convey  a  positive  image  of  self  and  the  firm. 


TEST  ITEM  028-dd-ll 


INSTRUCTIONS  JO _ STUDENTS:  Place  an  "X"  in  the  blank  beside  the  following  which  in: 
dicate  an  individual  is  conveying  a  positive  image  of  self  and/or  the  firm. 


,       1 .  Is  apathetic 

^       2.  Is  achieving 

  3.  Is  boastful 

  4.  Is  aggravating 

  5.  Is  cooperative 

  5.  Is  industrious 

—  -  7.  Is  complaining 

—  -  8.  Is  dependable 

—  9.  Is  enthNs  iastic 
Id.  Is  happy 


11.  Is  optimistic 

12.  Is  prompt 

13.  Is  conceited 

14.  Is  pessimistic 

15.  Is  slouchy 

16.  Is  self-confident 

17.  Is  tactful 

18.  Is  tardy 

19.  Is  willing  to  ac.ist 

20.  Is  wel 1  groomed 


3\i 
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COMPETENCY  029 


COMPETENCV  029:    Treat  others  as  individuals, 


TEST  ITEM  029-00-11 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  following  statements  about  customer 
t^'or""?  ^1      persona  11  ties  .and  buying  moti  ves .    Determine  if  each  statement  is 
feft  Of  each'state:entf  '  '''''^  ''''' 

  1.    A  store  advertisement  of  a  one-week  sale  en  winter  boots  would  appeal 

most  directly  to  a  customer's  emotional  buying  motives. 

  2.    The  decided  customer  knows  What  he/she  wants  to  buy. 

 3.    The  undecided  customer  is  the  most  difficult  to  sell. 

 4.    With  the  suspicious  customer,  the  salesperson  should  use  a  defensive 

approach . 

 Jfie  buying  motive  most  often  associated  with  purchases  of  fashion  appare 

IS  the  desire  for  social  approval. 


Personal .Selling 
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eOMPETENCY  030 


COMPETENCY^  &30:    Utilize  appropriate  sales  approaches 


TEST  ITEM  030-00-11 

INSTRUCTIONS  TO  STUDENTS:  Read  the  following  questions  and  give  written  responses 
as  instructed  Tor  each. 

1,  Define  the  term  "approach." 

2.  List  three  goals  of  an  approach. 


TEST  ITEM  030-00-12 

INSTRUCTIONS  TO  STUDENTS:    In  Column  I  are  four  ease  situations  in  which  customers 
are  ready  to  be  approached  by  the  salesperson.    From  the  lists  of  opening  statements 
111  Column  II,  select  the  one  which  is  most  appropriate  for  each  situation  in  Column 
I.    Record  the  letl^er  of  your  choice  in  the  space  provided  to  the  left.    Explain  the 
reason  for  your  selections. 


Column  I 

1.  A  customer  is  in  the  men's  department  A, 
and  has  approached  a  table  of  men's  B, 
shirts.  He  picks  up  two  shirts  and  C. 
seems  to  be  comparing  them. 

2.  A  female  customer  is  shopping  in  the  A. 
men's  department^    She  is  observing 

a  display  of  colored  shirts  and  ties.  B. 


3.  A  female  customer  has  entered  the  A. 
lingerie  department.  She  is  casually  B. 
walking  through  the  department.  C. 

4.  You  have  just  returned  from  break  and  A. 
you  ifTvnediately  notice  a  customer  B, 
standing  in  front  of  the  wall  unit  C. 
of  sport  coats  and  suits.  He  is  trying 

on  a  sport  coat. 


Explain  the  reason  for  your  selections.  You  will 
bers. 

1. 


Column  II 
"May  I  help  you?" 

"May  I  tell  you  about  these  shirts?" 
"Those  shirts  are  especially  good 
buys." 

"Hi,  is  there  anything  I  can  do 

for  you  today?"  

''May  I  interest  you  in  that  shirt 

and  tie?" 

"May  I  show  you  something?" 

"Good  morning*  hoW  are  you  today?" 
"That  gown  is  a  tremendous  buy, " 
"That    robe  looks  especially  nice  on 
you." 

"Hello." 

"Is  anyone  helping  you?" 
"That  sport  coat  looks  very  nice 
on  you." 

respond  to  each  of  the  case  num- 


3. 
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TEST  ITEM  030-00-13 

INSTRUETIBNS: ID  STHRENIS:    Read  the  two  case  problems  and  below  each  explain  when 
you  should  approach  each  customer  and  what  approach  you  should  use. 

CASE  PROBLEM  1:    A_customer  has  entered  your  department  and  has  informed  you  that 
sheis  "just  looking."    As  the  customer  is  walking  around  the 
department,  you  notice  that  she  has  returned  to  the  same  displayed 
dress  twice.    After  looking  at  the  dress  for  the  second  time,  she 
continues  to  browse  around  the  store. 

1.  When  should  the  customer  be  approached? 

2.  What  approach  should  be  used? 

CASE  PROBLEM  2:    There  are  two  salespersons  in  the  Children's  Department  of  Logan's. 

There  is  only  one  customer  in  the  department,_and  she  is  being 
helped  by  salesperson  "A".  Salesperson  "A"  has  a  telephone  call 
and  leaves  the  customer.    After  five  minutes  >ou  notice  the  custom- 
er   starting  toward  the  exit. 

1.  When  should  the  customer  be  approached? 

2.  What  approach  should  be  used? 


TEST  ITEM  030-00-14 

I N SIRHETJ ON S  TO  ST8B£iiTS^    Read  the  following  case  study,  then  answer  the  questions 
about  the  situation . 

CASE  STUDY:    You  are  Working  as  a  Marketing  and  Distributive  Edueation_student- 

trainee  in  the  men's  department  of  Logan's.    You  hope  to  become  depart- 
ment manager  and  are  working  hard  to  learn  all  you  can  and  to  receive 
all  the  necessary  training. 

While  you  are  putting  up  the  hew  shipmeht  of  sweaters,  Mrs .  Jones  enters 
the  men's  department.    You  greet  Mrs.  Jones  by  asking  if  you  can  assist 
her.    She  tells  you  she  wants  a  pair  of  slacks  for  her  husband.  After 
chatting  for  a  minute  you  show  her  the  slacks. 

Mrs.  Jones  says  little  during  your  presentation.    Although  she  neither 
disagrees  with  what  you  say  or  voices  an  objection,  she  also  does  not 
seem  willing  to  buy  the  slacks. 

Analyze  the  situation  by  evaluating  the  steps  of  the  sale  to  see  if  improvements 
could  be  made.    Answer  the  following  questions  as  you  make  your  analysis? 

1.  What,  if  anything,  could  be  done  to  improve  the  opening? 

2.  Givetwo  examples  of  questions  you  could  ask  to  help  better  determine  her 
specific  needs? 

3.  Since  Mrs.  Jones  does  not  seem  willing  to^buy,  she  may  have  an  objection.  How 
could  you  discover  the  possible  objection? 

4.  What  could  you  do  to  better  lead  to  a  close?    What  signals  might  you  look  for? 
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TEST  ITEM  030-00-15 

INSTRUCTIONS  TO  TEACHER:    Hive  the  stdderts  prepare  a  sales  demon  strati  on  for  an 
It^in  of  apparel  of  their  eboice.    Sn  the  day  of  their  presentation,  they  should 
bring_the  item  to  class,  along  with  accessories  or  related  items  which  might  be 
used  for  suggestive  selling.    They  should  outline  their  plans  for  dealing  with 
each  of  these  steps  of  the  sale:    Approaci.,  Presentation ^  Objectiens,  Close,  and 
Suggestion  Selling.    Have  the  students  actually  conduct  the  demonstration  in  class 
with  you  or  a  business  person  knowledgeable  in  selling  techniques  serving  as  the 
Customer.    Be  consistent  with  the  role  playing  with  each  student.    Each  demonstra- 
tion should  be  limited  to  a  maximum  of  ten  minutes.    Use  the  rating  sheet  provided 
for  eyaluating^tjdent  performance,  circling  only  one  figure  for  each  question 
(Example:  0    1©  3).  =>  ^ 

INSTRUCTIONS  TQ  STUDENT:    You  are  to  prepare  a  sales  demonstration  for  an  item  of 
your  choice.    On  the  day  of  your  presentation,  bring  the  item  to  class,  along  with 
any  accessories  or  related  items  you  might  wish  to  use  for  suggestive  selling.  You 
should  plan  to  deal  With  each  of  these  steps  of  a  sale  in  your  demonstration: 
Approach,  Presentation,  Objections,  Close,  and  Suggestion  Selling.    Outline  your 
plans  on  paper.    Your  teacher  or  a  business  person  knowledgeable' in  selling  will 
serve  as  your  customer  and  will  evaluate  your  performance  using  a  rating  sheet. 
Your  sales  demonstration  will  be  completed  in  class  and  will  be  limited  to  a  maximum 
of  ten  minutes. 
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mmim  sheet  student's  Name. 


Evaluate  th3  student  in  tlie  five  areas  below;  ftpproaefi,  Product  Presentation,  Handling. Objections,  Close, 
and  Suggestion  Selling.  There  are  generally  five  areas  of  proficiency  going. from  poor  to  excellent  with 
poor  being  completely  unsatisfactory  and  excellent  being  oiistanding  in  that  area.  Different  point  values 
for  each  statement  are  also  given,  indicating  the  importance  of  one  over  the  other.  Circle  the  point  value 
you  feel  the  student  deserves,  circling  only  one  figure  for  each  question  (Example:  0  1-©  3). 


i.  Approach  (15) 


Below  Above 
Average    Average    Average  Excellent 


A.  Has  the  approach  or  opening  remark  suitable       0-12         3         4  5 
for  the  selling  situation? 

B.  Has  the  participant  prompt  in  the  approach?        0  1  t 

C.  Did  the  participant  gain  the  customer's 

interest?  12         3         4  5 

D.  Did  the  participant  possess  an  "air  of 
confidence?''  [Well-groomed  for  selling 

situation  and  store  image,  voice  clear.)  8  ]4  3 

II.  Product  Presentation  (40) 

A.  Were  the  wants  and  desires  of  the  customer 

determined  clearly?  (Did  the  participant           .   _  .  .  :  _.. 

listen  to  the  custoiner?)    0-j  ?-3      4-5-6  7-8  9-10 

B.  Mere  custdmer  benefits  presented  related  to        _         :         .  : 
tpr's  needs?  ...          1        2         3  4  5 


C.  Did  the  pafticipantjhdw  genuine  enthusiasm 

for  the  merchandise?  .                          12         3  4  5 

D.  Was  the.merchahdise:deiiionstratfid  in  such  a  ...  .  ..-  _•  ..  : 

way  as  to  create  interest  and  desire?  0-1       2-3  4-5-6  7-8  9-10 

E.  Did  the  customer. get  an  opportunity  to 

participate  in  the  demonstration?  0-1       2-3  ^-5-6  7-8  9-10 
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Evaluation  Sheet-eon t'd.  ^y^^ 

?m  km^  mm^    kmi(^t  ExcelUnt 

III.  Handling  Objections  (15) 

A.  Did  the  participant  show  interest  in  the         0-1       2  3-4  5  6 


1?  ;  :  

B.  Were  all  objections  handled?  ;  :  No  0  Yes  2 
G.  Was  the  objection  overcome  tactfully 

and  with: respect?  (Did  the  participant's  0-1       2       3-4-5       6^  7 
answers  have  credibility?  Were  the 
answers  clear?) 

IV.  Close  (20) 

A.  Did  the  participant  take  advantage  of  0-12345 
J          opportunities  to  close? 

T  B.  Was  close  timely  in  relation  to  the  0-1  2  3  4  5 
I           overall  demonstration? 

Did  the  participant  show  ability  to  0-1        2         3         4  5 
'^^           question,  observe,  and  listen  in  order 
.         to  complete  a  successful  sale? 

:t       D.  Did  the  participant  thank  the  customer?  0-12         3         4  5 


I  Suggestion  Selling  (20) 

A.  Was  additional  merchandise  suggested  to  jj 
the  customer?:  (If:SOj  mark  in  appropri- 

ate  space, :B  &  C;  if  not  record  0. points.) .  ; 

B.  Was  suggestion,  merchandise prope^^^  0-1       2         3         4  5 
to  oripally  bought  merchandise?  ... 

e.  Did  the  participant,  adequately  present  the.       J-1       2         3         4  5 


suggestion: item?  (Was  the.process  a  smooth 
and  natural  part  of  the  sale?) 


Total  Points 


100  Possible  Points 
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C8MPETENEY   031:    Identify  and  analyze  customer's  needs  relative  to  apparel  and 
accessories . 


TEST  ITEM  031-00-11 

INSTRUCTIONS  TO  STUDENTS:    InColumn  1  is  a  list  of  apparel  and  accessories  items 
or  services.    From  the  1 ist  of  needs  in  Column . I I^  select  the  heed(s)  you  feel 
would  be  satisfied  if  the  customer  bought  the  item.    Record  the  letter(s;  of  your 
choice  in  the  space  provided  to  the  left. 


Column  I 

Column  II 

1. 

Jewelry 

a. 

Con ven  ience 

2. 

Gcif  shoes 

B. 

c. 

Curiosity 
Fear 

3. 

High  fashion  dress 

D, 

Love 

4. 

Raincoat 

E. 
F, 

Honey  gain 
Pleasure 

5. 

Fur  storage 

G, 
H. 
I. 

Self-preservation 
Social  approval 
Variety 

TEST  ITEM  031-00-12 

INSTRUCTIONS  TO  STUDENTS:    Read  the  case  problem  below.    Using  the  form  below, 
identify  the  customer's  needs  and  wants  and  list  the  techniques  you  used  to  deter- 
mine them. 

CASE  PROBLEM:    Joanie  Peterson  *  a  19  year  old^  who  has  recently  graduated  from  high 
school  is  working  on  her  first  job.    She  has  just  received  her  first  payeheeR. 
During  her  high  school  yearSi  Jbanie  had  to  work  part-time  to  earn  money  to  go  to 
school.    She  never  had  enough  money  to  buy  very  nice  clothes  for  her  wardrobe.  Now 
Joanie  needs  to  use  her  first  paycheck  to  buy  two  new  outfits  which  would  be 
appropriate  for  a  working  girl. 

 JEEPS-  TO  BE  CONSIDERED  -     TECHNIQUES  TO  USE  


TEST  ITEM  031-00-13 

See  Test  Item  030-00-14. 
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COMPETENCY  032 


COMPETENCY  a3g:    Observe  customer' s  outwardaDDearanee,  expression,  and  manner 
to  determine  appropriate  size,  style,  color,  and  pattern  pref- 
erences. . 


TEST  ITEM  032-00-11 


cuSI^^^LI^  STiJflEm:  Read  each  of  the  following  statements  about  observing  the 
customer  Determine  if  each  statement  is  true  or  false.  Write  the  correct  response 
(true  or  false;  in  the  blank  to  the  left  of  each  statement.  respon.e 

  1.    M  customer's  outward  appearance  is  an  adequate  indication  of  the  price 

range  you  should  suggest. 

___2.    Eliminating  unflattering  styles  before  the  customer  begins  the  fitting 
process  can  save  the  customer's  time  and  temper. 

  3.    A  person's  facial  shape  should  influence  selection  of  certain  clothinq 

Items.  '  ^ 


 4.    The  first  priority  in  select  ng  color  is  the  customer's  personal  preference 

^^.5.    A  customer's  expression  can  convey  preferences  of  clothing  items. 
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COMPETENCY  033 


COMPETENCY   033:    Ask  pertinent  questions  to  identify  more  clearly  customer  needs  J 
wants,  interests,  etc. 


TEST  ITEM  033-00- (1 


INSTRUCTIONS  TO  STUDENTS:  ;  Read  each  of  the  following  statements  about  questioning 
the  customer.    Determine  if  each  statement  is. true  or  false.    Write  the  correct 
response  (true  or  false)  in  the  blank  to  the  left  of  each  statement. 

  1.    Questions  directed  to  customers  during  a  sale  should  be  of  an  impersonal 

nature. 

 2.    Questions  used  to  determine  a  customer's  preferences  should  be  phrased 

to  get  a  positive  response. 

  3.    It  is  appropriate  to  question  who  the  item  is  for. 

  4.    As  many  questions  as  pobsible  shojld  be  designed  for  an  answer  of  yes 

or  no. 

 5.    It  is  important  to  get  merchandise  into  the  customer's  hands  as  you 

question . 

TEST  ITEM  033-00-12 

See  Test  Item  030-00-14. 

TEST  ITEM  033-00-13 

See  Test  Item  030-00-15. 
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CQMPEtENCY  534:    Demonstrate  P.erchandise  by  getting  it  into  customer 's  hands, 

having  hirr/her  try  it  on,  etc.,  tj  create  desire  and  attachment 
to  t^e  item. 


TEST  ITEM  034-00-n 


INSTRUCTIONS  JO  STUDENTS:    Read  each  of  the  following  "incomplete  sentences.  Deter- 
rr.-:ne  which  of  the  possible  completion  choices  is  most  aporonriate  for  each  statement. 
Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

 1.    The    is  considered  to  be  the  heart  of  the  sale. 

A.  Approach 

B.  Close 

C.  Objection 

0.  Presentation 

 _2.    In  demonstrating  clothing,  it  is  reconunended  that    -terns  be  shown  at 

a  time. 

A.  1-2 

B.  2-3 

C.  3-4 

D.  4  or  more 

 ^3.    In  a  sales  presentation,  the  salesperson  can  most  easily  appeal  to  a 

customer's  sense  of  . 

fi.  hcdring 

B.  Sight 

C.  Smell 

D.  Taste 

 4.    Of    the  four  steps  in  selling,  the  one  most  directly  involved  in  the 

presentation  is  ^ 

A:  Aetioh 

B.  Attention 

C.  Desire 

D.  Interest 

  5.    Customer  participation  develops  within  the  customer  a  feeling  of  _ 

A.  Independence 

B.  Loyalty 

C.  Ownership 

D.  Respectabil ity 
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TEST  ITEM  034-00^2 


INSIBUCHONS  TO-SIuaEMlSj  Read  the  following  Case  probleih  about  merchandise  prs- 
mentation .    Answer  the  questions  about  involving  the  customer  in  the  presentation. 

CASE  PROBLEM:    Martha  Ahdersbh.is  a  Marketing  and  Distributive  Education  student- 
trainee  in  the  Men's  Departriieht  of  Logan's.    She  has  just  been 
approached  by  Mr.  Dayi  her  history. teacher.    He  tells  her  he.  is_ 
interested  in  one  of  Logan *s  advertised  shirts  to  wear  to  school. 
The  descriptive  features  of  this  particular  group    of  shirts  fol- 
1  ows: 

Fabric,  naterial:  50%  polyester/5b%  cotton 

Styles,  shapes:  Short  sleeves;  dress  shirt;  button-down  collar 
Colors:  Pastel  solids;  stripes  in  white  and  blue,  white  ana 

brown,  or  white  and  green 
Sizes:  14  1/2  to  17 

Care:  Machine  washable  and  dryable;  permanent  press 
Price:    Sale  price  of  $10,  regularly  $16  for  solid  colors 
and  $17  for  strioes 

1.  To  which  of  the  customer's  five  senses  should  Martha  attempt  to  appeal?  Why? 

2.  Identify  two  techniques  she  couIg  use  to  get  Mr,  Day  to  participate  in  the 
presentation . 

3.  Give  one  reason  for  encouraging  the  customer  tc  particpate. 


TEST  ITEM  034-80-13 

See  Test  Item  030-00-15. 
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eeHPnENeY  035 


CO^EfENCY— 035:    eompare  prices  and  price  lines  for  customers  for  items  of 
apparel  and  accessories. 


TEST  ITEM  035::00-  ll 


INSTRUCTIONS  TO:  STUDENTS:    Read  each  of  the  following  incomplete  sentences  Deter- 
mine which  of  the  possible  completion  choices  is  most  appropriate  for  each  statement. 
Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1.    When  presenting  merchandise  to  the  customer,  the  salesperson  should  first 

show  an  item  from  the  ^  priced  line. 

A.  Budget 

B.  Higher 

C.  Lower 

D.  Medium 

  2.    The  most  appropriate  choice  of  words  to  describe  the  lower-priced  line  is: 

A.  Cheapest 

B.  Least  expensive 

C.  Lowest  priced  : 

D.  Most  economical 

i-^^^'    In  order  to  adequately  compare  prices  and  price  lines,  the  salesperson 
must  know: 

A.  The  exact  monetary  difference  between  each  price  or  price  line. 

B.  The  features  and  benefits  of  each  price  or  priceline. 

C.  The  names  of  the  vendors  from  which  the  merchandise  was  purchased. 

D.  The  prices  the  store  paid  for  the  merchandise. 

 Customers  becocie  used  to  price  lines  which  apply  to: 

A.  Their  economic  status. 

B     Their  favorite  styles,  sizes,  and  colors. 
C.    The  location  in  which  they  live, 

B.  The  types  of  merchandise  their  friends  buy. 

 comparing  price  lines  for  the  customer,  the  salesperson  must  be  able 

to: 

A.  Compute  the  difference  between  price  lines; 

B.  Convince  the  customer  to  buy  the  higher  priced  item. 

C.  Determine  the  percentage  of  markup  on  the  price  lines. 

D.  Justify  price  to  himself/herself  and  the  customer. 
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eOMPETENe?  036 


COMPEtENCY^  fl26-:     Inform  customers  of  substitute  merchandise  if  requested  items 
are  not  avai  labie. 


TEST  ITEM  036-00-n 


INSTRUCTIONS  10  STUDENTS:  Read  the  following  case  problem  dealing  with  substitute 
merchandise.    Answer  the  questions  below  the  case  problem. 

CASE  PROBLEM:    You  are  a  salesperson  in  the  Ladies'  Department  of  Logan's.    A  de- 
cided shopper  tells  you  she  wants  a  pastel  pink  tie-blouse.  You 
explain  that  you  do  not  have  any  tie-blouses  and  realize  you  should 
offer  a  substitute. 

1.  From  the  items  below,  choose  the  best  one  to  offer  as  a  substitute. 

A.  A  pastel  pink  dress  with_a  tie 

B.  A  pastel  pink  blouse  with  a  button-down  collar 

C.  A  pastel  pink  blouse  with  round  neckline  and  matching  scarf 

D.  A  pastel  pink  blouse  with  a  V-neckline 

2.  Why  did  you  make  this  choice? 


TEST  ITEM  036-00-12 


INSTRUCTIONS^TO  STUDENTS:    The  following  situations  involve  the  need  to  offer  sub- 
stitute merchahdlse  for  that  originally  requested.    Following  each  of  the  originally 
requested  items  listed  below  are  two  coninents  the  salesperson  could  make.  Select 
the  one  most  appropriate  to  use  in  a  substituting  situation.    Place  the  letter  of 
that  question  in  the  space  to  the'  left  of  the  item  number. 

  1.    A  14K  gold  necklace,  15"  long 

A.  "I*m  sorry,  we  don't  have  any  15"  chains.    We  do,  however,  have  some 
16"  chains  which  can  be  adjusted." 

B.  "I'm  sorry,  we  don't  have  any  15"  chains.    The  17"  is  more  popular 
anyway  I " 

___2.    A  mid-calf  length  velour  robe  in  rust  color--scmething  warm  and  cozy,  size 
medi urn 

A.  "I'm  sorry,  we  are  out  of  medium  in  that  color  and  fabric.  Pe'-haps 
you'd  like  to  browse  through  the  rack," 

B.  "We  are  out  of  medium  in  the  rust  veloL.r  mid-calf--we  do  have  it  in 
full  length  and  this  would  be  even  warmer." 

  3.    A  toddler's  footed  pajamas,  size  2  1/2  T 

A.  ''Ilm  sorry,  we  don't  have  1/2  sizes  in  toddler's  clothing." 

B.  "I'm  sorry,  toddler's  clothing  isn't  made  in  1/2  sizes.    Would  there 
be  something  else?" 
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TEST  ITEM  036-00-13 


IISTftHn'iaM5-T0-STiJD£N-T-S^:    Occasionally  a  .salesperson  must  sdbstitate  merchandise 
that  originally  requested.    Rank  the  fbllowihg  steps  in  the  sequential  order 
they  should  be  performed  in  the  Substi tution .process .    In  the  blank  beside  each 
statement,  write  the  number  of  this  step  as  it  would  occur  in  sequential  order. 

Rircommend  a  similar  item  that  fits  the  need. 

  Point  out  buyer  benefits  of  the  substitute. 

  Fxplain  the  relationship  between  the  desired  item  and  the  recommended 

substitute . 

  Determine  the  customer's  need. 


o 

1> 
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eSHPETENGY  037 


COMPETENCY  037:    Justify  price  of  an  iteii,    n  terms  of  merchandise  features  and 
benefits . 


TEST  ITEM  037-00-11 

INSTRUCTIONS  To  STUIgNTS:    Read  each  of  the  following  statements  about_ justifying 
price  of  an  item  in  terms  of  merchandise  features  and  benefits.    Determine  if  each 
statement  is  true  or  false .    Write  the  correct  response  (true  or  false)  in  the  blank 
to  the  left  of  each  statement. 

1.    If  a  customer  objects  to  price,  the  salesperson  should  immediately  present 
a  lower  priced  item. 

 _2.    The  salesperson  should  not  apologize  for  price. 

^  3.    The  most  effective  way  to  handle  an  objection  to  price  is  to  show  that  the 

"        value  of  the  merchandise  justifies  the  price, 

  4.    The  product  itself  is  probably  the  most  ta!ked-about  typo  of  objection. 

5.    One  way  to  justify  price  is  to  point  out  hidden  features  of  the  merchan- 
dise. 
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TEST  ITEM  038-00-n 

INSTRBETI-ONS^Qi-STUD^  "S:    Read  each  of  the  following  statements  about  handling 

difficult  customers.    Jetermine  if  each  statement  is  true  or  false.    Write  the 

correct  response  (true  or  false)  in  the  blank  to  the  left  of  each  statement. 

  1  •    '■'he  salesperson  should  try  to  make  the  customer  feel  important. 

-   ^'    If  a  customer  becomes  unbearable  in  a  sales  situation,  the  salesperson 
should  turn  around  and  leave  before  an  argument  develops. 

 3.    When  assisting  a  rude  customer,  remember  the  rule  "The  customer  is  always 

right,"  and  continue  to  be  polite  and  courteous. 

  ^-    Regardless  of  how  difficult  the  customer  may  become,  the  salesperson 

should  remain  calm. 

  5-    The  salesperson  should  avoid  asking  questions  since  ihe  customer  may 

think  he/she  is  being  nosy. 

TEST  ITEM  938-00-12 

mTRUenONS  to  students:     In  Column  I  are  types  of  difficult  customers.  From 
the  methods  of  handling  customers. in  Column  H.  select  the  one  most  effective  for 
each  customer  type  in  Column  I.    Record  the  letter  of  your  choice  in  the  space 
provided  to  the  left. 


Column  I 


Column  II 


1 . 


Indifferent 


A. 
B. 

e. 

D. 
E. 
F. 
G. 


Efficient  service 

Gentleness 

Knowledge 

Patience 

Self-control 

Silence 

Tact 


5. 


4. 


3. 


Inquisitive 
Insul ting 
Intelligent 
Timid  and  sensitive 


6. 


Tired  and  cross 


TEST  ITEM  038-00-13 


See  Test  Item  030-00-15. 
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CdMPEtENCY  039 
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COMPETENCY   039:    Anticipate  ahd/br  resolve  ei.5Comer  objections. 


TEST  ITEM  039-09-11 


INSTRUCTIONS  IQ-STHMtlTS:    Read  each  of  the  following  incomplete  sentences.  Deter- 
mine which  of  the  possible  completion  choices  is  most  appropriate  for  each  state- 
ment.   Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

1.  When  the  salesperson  wishes  to  agree  with  the  customer's  objection  but 
feels  that  another  angle  should  be  presented,  the  salesperson  should  use 
the: 

A.  Direct  denial  method. 

B.  Question  method  of  answering  the  objection. 

C.  Superior  point  method. 

D.  Yes,  but  method. 

2.  When  the  salesperson  wishes  to  concede  that  the  objection  made  by  the  cus- 
tomer is  correct,  but  also  wishes  to  point  out  advantages  of  the  product 
that  more  than  offset  the  dis. Jvantage,  the  salesperson  should  use  the: 

A.    Boomerang  method . 

8.    Indirect  denial  method. 

C.  Superior  point  method , 

D.  Yes^  but  method. 

 3.    When  the  salesperson  wishes  to  point  out  to  the  customer  that  the  soft 

leather  to  which  the  customer  has  just  objected  will  make  the  shoes  wear 
better,  the  salesperson  should  use  the 


A.  Boomerang  method; 

B.  Demonstration  method. 

C.  Explanation  method. 

D.  Ves,  but  method. 

z^.-~^'    I*"  the  salesperson  feels  that  the  objection  is  based  on  ignorance  of  the 
facts,  the  salesperson  should  use  the: 

A.  Direct  denial  method. 

B.  Explanation  method. 

C.  Question  method. 

D.  Yes,  but  method; 

z:-^  5.    Which  method  is  the  salesperson  using  when  the  customer  is  prodded  to 
answer  his  own  objection  by  asking  him/her  a  series  of  questions? 

A.  Explanation  method. 

B.  Demonstration  method. 

E.  Indirect  denial  method, 
D.  Question  method. 

TEST  ITEM  039-00-12 

see  Test  Item  030-00-14. 
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TEST  ITEM  639-90-13 
S«e  Test  Item  Q3G-00-15. 
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COMPETENCY  040 


[ 


GGMPETENeY  i946:    abtaifi  agreement  and  cortiRi1t«ent  from  the  customer, 


TeST  ITEM  040-00-11 


INSTRUCTIONS  TO  STUDENTS:  _  From  the  fol  "lowing  statements  select  those  which  are 
posiTive  sales  cTos^rs.    Place  an  "X"  in  the  blank  to  the  left  of  the  statements 
you  choose. 

^  '    "^^^^         take  this  witn  you  or  do  you  want  it  delivered?" 

2'  "*^"y  would  you  like,  three  or  four?" 
  3.    "Well,  wfiich  do  you  want?" 

^.    "Can  I  add  it  to  your  account?" 
_    _  5.    "Jt  is  really  up  to  you." 
  6.    "Shall  we  gift  wrap  it  for  you?" 

7.    "Shall  I  get  ^ou  a  new  one  from  the  stockroom?" 


TEST  ITEM  040-00-12 

IKSTRUCTIOWS  TO  STUDENTS:  Read  each  of  the  following  statements  about  closing  a 
sale.  Determine  if  e^ch  statement  is  true  or  false.  Write  the  correct  response 
(true  or  fdlse^  in  the  blank  to  the  l^ft  of  each  statement. 

 1.    Thc--first  step  in  closing  a  sale  is  to  obtain  agreement  that  the  customer 

wants  the  specific  merchandise. 

 2.    In  the: psychological  steps  of  selling,  the  fourth  and  final  step  is  a 

part  of  the  closing  process  and  is  called  desire. 

3.    A-baying  signal  may  take  the  form  of  a  facial  expression,  a  question  or 
comment  about  the  merchandise,  or  an  act  of  handling  the  merchandise. 

 After  attempting  a  trial  close  and  failing  to  obtain  a  commitment,  you 

should  thank  the  customer  and  ask  him/her  to  come  back  again. 

  5.    The  most  widely  used  closing  technique  is  the  testimonial  close. 

TEST  ITEM  04C--0C-13 

See  Test  Item  030-00-14. 

TtST  ITEM  040-00-14 

See  Test  Item  030-00-15. 
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COMPETENCY  041 


I  COHPETEHEY  041:    Thank  eostomers  to  _ncourage  repeat  business, 


TEST  ITEM  041-00-n 

jMTROeT JQN^^UDENTS :    Read  each  of  the  fol  l  owing  stateirents  about  thanking  the 
customer     Determine:  if  each  statement  is  true  or  false.    Write  the  correct  response 
(true  or  false)  in  the  blank  to  the  left  of  each  statement. 


1. 

2. 
3. 


5. 


If  the  salesperson  does  not  thank  the  customer,  the  departure  may  be 
abrupt  and  unfriendly. 

Thanking  the  customer  does  not  influence  future  sales. 

The  salesperson  can  be  sure  that  the  last  contact  between  customer  and 
salesperson  is  friendly  by  taking  time  to  thank  the  customer  for  his/her 
business. 

The  close  is  a  final -decision  step  and  the  final  contact  between  the 
salesperson  and  the  customer. 

To  insure  that  tl-te  final  contact  be  friendly,  the  salesperson  can  qive 
a  final  word  of  persuasion. 


TEST  ITEM  041-00-12 

iNSTRBCTTmS^ STUDENTS:    From  the  following  list  of  statements,  select  those 
which  would  be  appropriate  departure  statements  once  the  sales  transaction  has 
been  completed.    Place  ah  "X"  in  the  blank  to  the  left  of  the  statements  you 
choose. 


1. 

2. 
3. 
4. 

5. 


"Thank  you  for  shopping  at  Logan's.  I'm  sure  you'll  enjoy  wearing  your 
hew  sweater. "  ^  j    -       ^  j 

"Come  back  when  you  need  something  else." 

"Tell  your  friends  to  ask  for  Larry  when  they  visit  Logan's." 

"Thank  you  for  buying  from  us.    And  remember,  we  offer  free  moth  pi  o- 
tectidh  storage  in  the  summer." 

"Thank  you,  Mr.  Lewis.    I'm  sure  you'll  enjoy  your  new  suit.  Hurry 
back  to  see  us. " 


TEST  ITEM  041-00-13 
See  Test  Item  030-00-15. 
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eeMPETENEY  042 


[ 


tan 


CpW'eWiti   042:    Suggest  related  items,  accessory  items,  etCi  to  obtain 
multiple  sales. 


TEST  ITEH  042=00-11 

jWSTKUCTIONS  Te_STOBEgTS :    Read  each  of  the  following  statements  about  suggestion 
selling.  ^Deterimne  if  each  statement  is  true  or  false.    Write  the  correct  re<^ponse 
(true  or  false)  in  the  blank  to  the  left  of  each  statement. 

  ^'    *  knowledge  of  the  r -rchandise  carried  is  one  of  the  essentials  of  good 

salesmanship. 

.  2.    fou  always  suggest  items  at  the  beginning  of  a  sale. 

3.  When  suggesting  merchandise,  the  salesperson  must  word  the  suggestion  so 
as  not  to  convey  the  idea  that  the  main  purpose  is  to  sell  more  merchan- 
dise. 

 ^-    f^ost  customers  have  a  tendency  to  buy  more  than  what  they  need  at  the  time. 

5.    Generally  people  -an  be  influenced  by  the  power  of  suggestion. 

 6-    Salespeople  who  suggest  adoitional  merchandise  do  not  have  the  customer's 

satisfaction  in  mind. 

7-    Most  people  need  a.id  want  to  buy  merchandise  other  than  that  for  which 
they  came  into  the  store. 

  Q-    Some  people  are  more  susceptible  to  suggestion  than  others. 
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TEST  ITEM  052-00::] 2 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  following  statements.  Determine 
which  of  the  possible  answers  is  the  type  of  suggestion  being  illustrated  by 
the  statement.    Write  the  letter  of  this  response  in  the  space  provided  to 
the  left. 

  1.    "These  socks  are  two  pair  for  $1.50," 

A.  Larger  quantity 

B.  Merehandise_for  special  occasions 
E.    New  merchandise 

D.    Related  merchandise 

  ^-    "This  week  we  are  offering  a  shirt  at  half  price  with  the  purchase 

of  each  suit . " 

A.  targcr  quantities 

B.  Merchandise  i'or  special  occasions 

C.  New  products  or  fresh  stock 

D.  Specials 

-_--3.    ^'This  wash-and-wear  blouse  would  go  well  with  the  skirt  you  iust 
selected." 

A.  Larger  quantities 

B.  New  or  additional  uses  for  merchandise 
e.    Related  merchandise 

D.  Specials 

  ^-    "Easter  is  only  one  week  away.    Perhaps  you  should  look  at  our  fine 

selection  of  hats." 

A.  Larger  quantities 

B.  Merchandise  for  special  occasions 

C.  Related  merchandise 

D.  Specials 

  5.    "You  asked  for  one  pair  of  hose,  but  these  are  three  pair  in  one 

package. " 

A.    Larger  quantities 

S.    Merchandise  for  special  occasions 

C.  Related  merchandise 

D.  Specials 

  6.    "You  may  also  wear  this  scarf  as  a  turban." 

A.  Larger  quantities 

B.  New  or  additional  ases  for  merchandise 

C.  Related  merchandise 

D.  Specials 


TEST  ITEM  042-00-13 
See  Test  Item  030-00-15. 
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eOMPETENeV  043 


i  G0MPETENCY  043: 


'Trade-Up''  when  the  opportunity  arlsei,  pointing  out 
additional  features  and  benefits  in  the  better  merchandise 


Test  item  043-od-n 


JNlTRUmON^^^^  of  the  following  statements  about  "tradihg-up. 

bet'ermiVe  if  each  statement  is  true  or  false.  Write  the  correct  response  (true  or 
false)  in  the  blank  to  the  left  of  each  statement. 

  1.    "Trading-bp"  should  be  used  to  benefit  the  customer. 

"Trad1ng-i;p"  is  a  form  of  high-pressure  selling. 

3.    When  "trading-up"  the  salesperson  should  emphasize  the  superiority  of 
the  higher  priced  item: 

 4.    When  "trading-up"  tne  salesperson  should  point  out  features  and  benefits 

of  the  higher  priced  item. 

5.    When  "trading-up"  the  salesperson  should  point  out  similar  features  in 
both  items. 


TEST  ITEM  043-00-12 

IMSTROCTIgf^S  -TO-STtiaE^TS:    You  are  assisting  s  customer  in  Logan's  Coat  Department, 
the  customer  has  selected  a  beige,  lightweight,  all-weather  coat.    You  know  your 
merchandise  and  are  aware  that  you  have  the  same  color  and  style  with  a  zip-out 
lining  on  sale  for  only  $15  more,  ordinarily  $35  more.    From  the  following  list  of 
sell ing  statements  which  could  be  used  in  this  sales  situation,  select  those  which 
would  be  positive  statements  in  successfully  "trading-up. "    Place  en  "X"  in  the 
blank  lo  the  left  of  the  answers  you  choose. 

 1.    "The  incre  expensive  coat  is  really  superior  to  the  other  one." 

 _2.    ^'Th^  "";;ic^^3sed  wearabil  ity  because  of  the  zip-out  lining  would  be  worth 

the  SiTiall  difference  in  price,  which  in  itself  is  i  savings  of  $20  over 
the  regular  price. " 

  3.  "Notonly  would  you  have  the  lightweight  all-weather  coat  you  desire,  you 

could  easily  convert  your  investment  into  a  warm,  snug  coat  for  those  cold 
rainy  or  snowy  days." 

 4.    "You  really  would  hot  be  happy  with  that  coat.    It's  workmanship  is  in- 
ferior when  compared  to  this  one." 

 5.    "This  coat  offers  all  thr^  benefits  of  the  one  you  selected  plus  additional 

warmth  by  using  the  removable  100%  wool  lining." 
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TEST  ITEM  C43-00-13 

INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  fol 1  owing  questions  and  incomplete 
sentences.    Determine  which  of  the  possible  answers  or  completion  choices  is 
most  appropriate  for  each  statement  or  question.    Write  the  letter  of  this  re- 
sponse in  the  space  provided  to  the  left. 

  1.    Which  of  the  following  sales  statements  is  ah  example  of  "trading-up"? 

A.  "That  is  a  nice  sweater,  but  I'd  like  you  to  see  our  new_veldur 
styles.    They  are  really  a  .better  qual ity  and  cost  only  $4  more." 

B.  "These  hose  are  $1.59_a  pair  or  three  pair  for  $4," 

C.  ''This  tie  will  go  well  with  the  shirt  you  just  selected." 

D.  "Valentine's  Day  is  next  Thursday-    Be  sure  to  see  our  "Sweet- 
heart Ideas'  display  before  you  leave." 

 ?.    "Trading-up"  is  a  type  of: 

A.  Approach 

B.  Objection 

e.  Sales  presentation 
D.    Substitute  selling 

  3.    In  "trading-up"  the  salesperson  Is  suggesting: 

A.  Higher-priced  merchandise 

B.  Higher-prof i t-margih  merchandise 
e.  harger  quantities  of  merchandise 
D.  Larger-sized  merchandise 

 4.    Which  of  the  following  terms  is  most  appropriate  for  the  salesperson 

to  use  in  a  "trading-up"  situation  involving  a  pair  of  shoes? 

A.  More  comfortable 

B.  More  expensive 

C.  Superior  quality 

D.  Superior  workmanship 

 5.    In  order  to  be  prepared  for  "trading-up",  what  merchandise  should  the 

salesperson  first  show  to  the  customer? 

A.  Budget-priced 

B.  High-priced 

C.  Low-priced 

D.  Medium- priced 
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COMPETENCY  044 


COMPETENCY  044:    Maintain  a  customer  card  file  or  clientele  book  to  encourage 
repeat  business. 


TEST  ITEM  044-00-11 

™SJM^^^  Place  an  "X"  in  tne  blank  to  the  left  of  the  following 

items  whiciB  Indicate  Ways  a  customer  book  or  card  file  should  be  used. 

1.  To  call  the  customer  at  work. 

_  2.  To  call  the  customer  once  a  week. 

:-— -  3.  To  call  the  customer  when  a  requested  item  arrives. 

  To  suggest  merchandise  for  a  :>pecial  occasion. 

5.  To  mention  a  sale  in  progress. 

 6.  To  provide  personal  information  about  a  custo.Tier  to  other  customers. 

 7.  To  inform  the  customer  of  new  arrivals. 

.:_:^.8.  To  provide  customer  s^ze,  preference,  special  interests,  etc. 

 9.  To  make  social  calls. 

10.  To  see  if  the  customer  is  runnmg  low  on  regularly  purchased  items. 
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COMPc'TENCY  045 


•f  COMPETE_NCY  045:    Process  chane  or  cash  trarisaetions . 

i   —  ^ 


TEST  ITEM  645-60-11 

IftSIRHEaONS-Ta  STUDENTS:    In  Column  I. are  definitions  of  charge  and  cash  transac- 
tion  terms.    From  the  list  in  Column  II,  select  the  one  which  is  most  appropriate 
for  each  definition  in  Column  I.    Record  the  letter  of  your  choice  in  the  space 
proviaed  tc  the  left. 

Column  I 


1.  Customer  charges  merchandise  and 
takes  it  with  him/her 

2.  Gastomer  charges  merchandise  and 
has  it  del  i  verged 

3.  Customer  pays  for  merchandise  and 
takes  it  with  him/her 

4.  Customer  pays  for  merchandise  and 
has  It  delivered 

5.  Sales  form  or  cash  register  tape 

6.  Maximum  amount  a  customer  can 
charge  to  his/her  account 


Column  II 

ft.  Cash-send 

B.  Cash-take 

6.  Charge-send 

b.  Charge-take 

E.  Credit  limit 

F.  Receipt  of  purchase 

G.  Sales  transaction 


TEST  ITEM  045  -00-12 

INSTRUCTIONS  TO  STUDENTS:  Sequence  the  following  tasks  involved  in  a  credit 
sale  by  listing  the  number  of  each  step  in  the  blank  provided. 

  Total ing  the  sale 

  Obtaining  the  customer's  credit  card 

  Checking  invalid  list 

  Stamping  the  charge  slip  with  the  credit  card 

  Computing  the  tax 

  Thanking  the  customer 

-   Subtotal ing  the  sale 

  Itemize  the  purchases 

^  Obtain  customer's  signature 

  Give  customer  his/her  copy  of  the  sales  slip 
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TEST  ITEM  045  00-13 

INSTRUcnjeSS:  T  Mrs.  Ann  Brc.wn  is  one  o^^  your  custoniers.    Her  address 

is  2604  HcatRer  DriVs  in  Grcensbor:<5,  NC.    Her  ZIP  Code  is  27105.    Her  account^ 

number  is  3210426944.  She  1s  pu^^chaslng  these  items: 

1  pair. shoes,  size  1  1/2B,  $10.25,  Dept.  5 

2  toddler  shirts,  size  21,  $4  each.  Dept.  4 
1  toboggan,  small,  $2.56,  Dept.  4 

Using  a  4i  state  sales  tax,  correctly. complete  the  charge  slip  using  the  charge 
slip  provided.    Vour  sales  ID  number  is  26,  Dept.  4,  Stor2  No.  1. 


ERIC 
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COMPETENey  046 


COMPETENCY  046:    Accurately  calculate  the  exact  amount  of  a  customer's  purchase 

i 


TEST  ITEM  046-88-11 


iNSTRUCTlONS  TO  STtJBEJjTj:    Read  each_ of  the  following  incomplete  sentences.  Deter- 
mine which  of  the  possible  completion  choices  is  most  appropriate  for  each  state- 
ment.   Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1.    On  a  customer  purchase  of  2  pair  of  slacks  @  $22.95  each  and  2  shirts  at 

$!2.99  each  with  a  sales  tax  rate  of  4%,  the  sales  form  total  would  be: 

A.  $71.88 

B.  $77.46 
e.  $72.76 
D.  $74.76 

 On  a  customer  purchase  of  1  pair  of  nose  0  2/$3.29,  1  slip  (P  $17.50  and  1 

pair  of  bedroom  slippers  at  $8.99,  with  a  sales  tax  rate  of  3  1/2%,  the 
sales  form  total  would  be: 

A.  $29.13 

B.  $29.27 

C.  $28.14 

D.  $29.12 

  3.    On  a  customer  purchase  of  2  bibs  9  $1.57,  3  receiving  blankets  0  3  for 

$9.95,  and  2  undershirts  (3  3  for  $5.50,  with  a  sales  tax  rate  of  5%,  the 
sales  form  total  would  be: 

A.  $16.75 

B.  $17.59 

C.  $15.79 

D.  $17.95 

  4.  On  a  customer  purchase  of  1  pair  of  girls'  jeans  at  $8.99,  and  2  sweat- 
shirts (9  $9.99,  with  a  sales  tax  rate  of  4%,  the  sales  form  total  would 
be: 


A.  $31.03 

B.  $30.13 

C.  $28.97 

D.  $31.13 

Oh    a  customer  purchase  of  1  girl  scout  dress  (9  $17.95,  1  hat  ?  $4.99, 
and  2  scarves  0  $2.98,  with  a  tax  rate  of  3%,  the  total  on  the  sales 
form  would  be: 

A.  $27.79 

B.  $30.06 

C.  $29.77 
0.  $27.97 
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TEST  ITEM  046-00-12 

INSTRUCTIONS  TO  STUDENTS:    Extend  and  total  the  following  purchases. 

I.    £  sHirts  8  $12.98  — 

1  cap  (3  $4:99  "  

1  pair  socRs  &  $2.29  "  

Subtotai   

A%  sales  tax  ~  ' 
Total 


1  handbag  9  HsM 

1  ,       shoss  0  $25,95 

2  ,     r  hoses  ®  1 .19 


Subtotal 

4%  sales  tax 

Total 


3.    1  pair  mittens  ^  $^ .29 
1  toboggan  P  $3.49 
I  scarf  @  $4-  46 

Subtotal 

3%  sales  tax 

Total 


4.    1  pair  bootees    P  $4.99 

1  shawl  0  $9.98 

1  infant  saque  @  $6.79 

2  infant  kimonos  ?  $4.29 

Subtotal 

5%  sales  tax 

Total 


5.     I  pair  pajamas  ?  $13.98 

1  gown  @  $12.98 

1  robe  (a  $19.98 

3  boy's  undershirts  ?  3/b./9 

3  boy's  briefs  ?  3/6.99 

Subtotal 

3  1/2%  sales  tax 
Total 
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TEST  ITEM  0A6-00-13 


IftSTRUCTJON-S-TO  STUOfNTS:    Read  the  following  case  problem  involving  cash  and 


laya way  purchases, 
the  case. 

CASE  PROBLEM: 


Complete  the  forms  below  cased  on  the  information  given  fn 


1. 

2. 


Mrs.  cloann  Thompson,  a  regular  customer,  has  selected  several 
items:  2:sweaters,  Dept. : 350,  pink, _ smal 1 ,  $17.00  and  green, 
small,  $19.00:]  skirt,  Dept  351, plaid  pleated,  size  8,  $32.00; 
l.belt.  Dept.  215,: goldtone,  $7.00;  2: pair  hose,  Dept  250,  petite, 
$1.69  eaci);  1  stickpin,  Dept  175,  oval  initial,  $7.25.    She  wishes 
to  payforthe  hose  and  pin  and  put  the  rest  in  layaway.    Her  ad- 
dress is  111  Pine  Circle,  North  Wilkesboro,  NC  28659,  phone  667- 
6666.    You  are  Clerk  #26  and  work  in  Dept.  300.    The  sales  tax 
rate  is  4%. 

Fill  in  the  sales  slip  for  the  calh  purchase. 

Fill  in  the  layaway  agreement  for  the  remaining  items.  Mrs^  Thompson  is  re- 
quired to  pay  a  layaway  service  charge  of  $1.00  and  a  20%  deposit'.  She  will 
pay  $20  a  month,  paying  in  full  within  three  months  from  the  date  of  the  sale. 


NO  EXCHANGE  OR  REFUND  AFTER  SO  OAYS 


o 

d 
o 

o 

C) 

o 


o 
o 
d 
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TLST  ITEM  046-00-13  (Continued) 


INSTRUCTIONS 
TO 


^    1.  FILL  IN  COMPLETELY  AND  LE  G  I  BC  Yl  Wm  TE  F  1  RM  L  Y.  „ 
^   7  HAve  CUSTOME  R  RE  AO.  AGREE  TO.  AND  SIGN  LA  Y  AWAY  agreement: 

SALE5PE0PLE  )  3  separate  cbnts.  thcn  detach  bottom  of  part  2  and  give  to  customer. 


6  a  rc 


f AOPBESS 


\citri 

9TJITE 


DIPT  jry  Wri  \ 


Dtp  J 

*  TOfiC 

AwOijNT  or  SALE 

i  2i> 

OFFjeEGOPY 


.£  AND  DESCHlPTiON 


SA  LE  •!  TA  X 


SERVICE   CH  AMCC 


LAY-AWAY  ACCOUNT 
WUMBER 

391851 


TOTAL  LAY-AWAY  SALE 


DOWN  P  A  Y  M  C  r 


L  A  Y  -A  W  A  "I 


telMCt  «rtt  f*r_l>j  |llt  till  A»r  bit*:  .If 

Mjr«*«t  tn  tht  MoyKt  •ml  In  cccordcnct  with  tht 
sckfdult  titoMi  bclow^  or  If  jou  f_«1J  to  ia^h*  ^Ire 
Ujiij*^  klUoct  Jij  tta  C«li-/or-IUU,~t(w  «r«xH«w^1st 
•«1 1  »«  Ptt*rM«  ttock  «M«  Mj  wOMt  pr**t««tl7 
•«  l«j«M/  pitrcMt*  (nicest  tM  S«r*t(c 

Ck«rf«)  win  W  prw^ljr  rcfwiid  ta  /M  ipsa  r«q«t«t. 


I  agrvw  to  P4V  $ 


•very    month.    Paying    m    full  by 
  .  the  C»M  tor  Oat€ 


CuvtorT>er  Sigri  nera 


Oai* 


Cutio«T(Or  Phon«  No 


Form  9390  (R  10  78) 
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tGMPETENGY  047 


ij  COMPETENCY  047:  Accurately  compute  employee  diseoahts,  delivery  charges 
e  alteration  charges,  layaway  charges,  etc.,  when  writThq' 

-j  saleschecks. 


TEST  ITEM  047-00-11 


INSTRUCTIONSJO^ENTj:  Extend  and. total  the  following  purchases.  Compute  em- 
Ployee  dTscc[I?ltI7^:ivery  charges,  alteration  charges,  layaway  charges?  and  tax. 

1 .    2  shirts  0  11 .97   

1  cap  @  4.95 

1  pair  socks  (?  2,19  ~   ~ 

Subtotal 

10%  Employee  Discount 

4%  Sales  Tax   

Total   


1  handbag  (P  21 .95 
1  pair  shoes  @  27.95 


Subtotal 

Tax  (3  1/2%)  ZIZZI 
Service  Charge  1 .00 

20%  Layaway  Deposit  _ 
Balance  Due 


1  pair  gloves  @  4.19  (10%  discount) 
1  toboggan  g  4.59  (10%  discount) 
1  scarf  r?  7.00  (15%  discount) 
Subtotal 

Employee  Discount 
3%  Sales  Tax 
Total 

1  suit  @  94.00   

1  shirt  (3  12.50  Z~II~~~ 

2  ties  (3  4.50 
Alteration  to  suit 


Subtotal 
5%  Sales  Tax 
Total 

1  layette  @  29.95 
1  snowsuit  @  19.95 


Subtotal  

5%  Sales  Tax  ~^  ~~ 
Delivery  fee  1 .96 

Total 


§ 
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TEST  ITER  047-00-12 

iNSTRUeiieNS  to  students:    Read  each  of  the  following  situations.  Determine 
which  of  the  possible  answers  or  completion  choices  is  most  appropriate  for 
each  question  or  statement.    Write  the  letter  of  this  response  in  the  space 
provided  to  the  left. 

  1.    Oh  an  employee, purchase.bf  2  blouses  g.$13.98i  1  skirt  g  $28.00  and 

1  pair  of  slacks  0  $31.98,  with  ah  employee  discount  rate  of  15%, 
the  amount  of  the  sale  (before  taxes)  would  be: 

A.  $75.74 

B.  $74.75 

C.  $74.76 

D.  $87.94 

  2.    A  customer  purchases  two  snowsuits  to  be  sent^ to  her  grandchildren 

in  Boone.    The  snowsuits  are  sale  priced  @  $16.98  and  $19.98  and 
weigh  a  total  of  6  lbs.    The  tax  rate  is  A%  and  the  delivery  charge 
is  12(+  per  pound.    What  is  the  total  ol"  this  sale? 

A.  $38.44 

B.  $40.16 

C.  ^38. 16 

D.  $39.16 

 3.    A  customer  purchases  a  pair  of  slacks  (P  $18.00  which  heed  to  be 

hemmed,  a  shirt  0  $13.98,  and  a  skirt  13  $21.99  which  needs  the  waist- 
band taken  in.    The  alteration  fee  for  the  slacks  is  $1 .00  and  for 
the  skirt  is  $1.25.    With  a  sales  tax  rate  of  4%,  the  total  of  the 
sales  form  would  be: 

A.  $58.47 

B.  $57.48 
e.  ^58.48 
D.  $59.47 

 4.    A  customer  wishes  to  put  these  items  in  layaway:    a  sujt  (P  $89.95; 

a  shirt  @  $15.50;  a  bel  t  (3  $7.00,  and  a  tie  0  $4.99.    There  is  a  $1.00 
service  charge  for  layaways  and  a  20%  deposit  is  required.    The  sales 
tax  rate  is  4°^.    What  is  the  layaway  balance? 

A.  $98.56 

B.  $99.56 

C.  $99.65 

D.  $100.65 

 5.    Ah  employee  purchases  a  $49  necklace  on  which  there  is  a  30%  discount 

and  a  $115  suit  on  which  there  is  d  25%  discount.  The  tax  rate  is  5%, 
What  is  the  total  amount  the  employee  must  pay  for  this  sale? 


A. 
B. 

C. 
D. 


$127.68 
$126.85 

$125.38 
$126.58 
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TEST  ITEM  04-7-00-13 
See  Test  Item  046-00-13. 


• 


m 
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COMPETENCY  048 


COMPETENCY  048:    Write  sales  checks  legibly  so  that  error  in  delivery, 
cjuantities  sent,  and  amounts  charged  can  be  eliminated. 


i 


TEST  ITEM  048-00-11 


INSTRUCTII^-JQ-SIiJOOiiS:  Using  the  information  provided  in  the  sales  situation, 
complete  the  sales  check  below. 

SALES  SITUATION:    You  areClerk  34,    Youhave  just  made  a  successful  sale  to  Mr. 

Pete  Nolan,  385_River  Street,  Lenoir^  NC  28645.    Ht  is  paying 
cash  for  the  following  items: 

Dept.  #1:    2  shirts,  $3  and  $4 
Dept.  #2:    2  belts,  $3.50  and  $3 
Dept.  #3:    2  pair  of  pants,  $10  and  $8 

Tax  rate  is  4%. 
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COMPETENCY  049 


TEST  ITEM  049-60-1 1 

i NSTRUeTiONS^TQiJSTUQEfjTS :    Read  each  of  the  follbwing  statements  about  layaways. 
Determine  if  each  statement  is  true  or  false.    Write  the  correct  response  (true 
or  false)  in  the  blank  to  the  left  of  each  statement. 

  1-    When  a.cdstomer  uses  layaway,  ^e/she  pays  a  lower  interest  rate  than  on 

a  regular  charge  account. 

  2>    When  an  item  is  placed  in  layaWay^  it  is  important  that  a  pick-up  date 

be  establ  ished. 

  3.    Offering  layaway  service  to  its  customers  helps  to  build  goodwill  for 

the  store. 

  When  an  item  is  purchased  oh  layaway ^  it  is  identified  with  a  layaway 

ticket  and  remains  with  regular  stock  until  the  account  is  paid. 

  5.    When  writing  a  layaway  sales  check,  the  deposit  percentage  is  added  to 

the  merchandise  total. 


TEST  ITEM  049-00-12 

See  Test  Item  046-00-13. 
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lEST  ITEH  049-00-13 


INSTRUCTIONS  TO  STUDENTS:    Read,  the  case  problem  below  involving  a  layaway  trahs- 
iction.    Fill  . in  the  sales  check  for  the  amount  of  the  layaway  deposit  and  complete 
the  layaway  ticket. 

CASE  PROBLEM:    On  January  14,  Mrs.  Jane  Cole  of  920  Lee  Street,  Wi  1  kesboro,.  NC.. 

28697,  (phone  number  667-7777)  puts  a  knit  suit  priced  at  $49.99 
on  layaway  at  Logan's.    Clerk  #509 /accepts  her  deposit  of  $20_(for 
purchast}  from  Dept.  995-J2)  and  informs  her  of  the  store's  policy 
regarding  layaway  sales:    Items  must  be  picked  up  within. 45  days 
from  date  of  layaway;  to  hold  the  layaway  without  a  service.charge, 
two  minimum  payments  of  $3  must  be  made  before  the  end  of  45  days; 
no  refunds  or  exchanges  will  be  granted  after  45  days.  State 
sales  tax  is  4 


DATEi 

aERK  # 
QuandCjr 


CASH 


60D 


DESCRIPT 


I  0  if 


DEPT. 


J416S 
Price 


.>^tnictlcmtt 

Subtotal 

> 

1  

Tax 

Total 
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TEST  ITEM  049-00-13  (Cehtinued) 


Ci«rk  i 

DATE                          /  / 

TOTAL 
SALE 

 OUANTITT 

ARTICLE 

fKXWC  — 

-   

Sub^T. 

50LD  UNTIL X  

SAlci 

Less 

)i||l08it 

Ulence 



Phone i 

PurehMer'»  Siptatorc 

Hold  Until:    ^  ^ 

J9467-52-8 

Amount  Dae 

NAME   

ADDRESS 

^Ctaci  this  Stub  to  H«rchandl«a 

Clerk  He. 

1 
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GGMPETENeY  050 


I 


350:    Make  refunds  or  exchanges  on  return  merchandise  in  accordance 
with  companjp'  policy. 


TEST  ITEM  050-60-11 


INSjRUCTIONS^TO  STUBENTS:    Read  each  of  the  following  statements  about  refunds  and 
exchanges.    Determine  if  each  statement  is  true  or  false.    Write  the  correct  re- 
sponse (true  or  false)  in  the  blank  to  the  left  of  each  statement. 

  1-    Alleging  customers  to  take  rrerehandise  out  on  approval  may  result  in  a 

higher  percentage  of  returned  goods: 

  2.    Store  personnel  have  nothing  to  do  with  cajsing  merchandise  returns. 


  ^'        handling  refunds  or  exchanges,  the  salesperson  should  do  whatever  the 

customer  requests. 

 4-.    Eash  refunds  are  not  given  for  merchandise  if  it  was  paid  for  by  check. 

 5.    Most  steres  avoid  case  refunds  on  gift  items  if  possible. 

TEST  ITEM  050-00-12 

rNSTRUETIQNS  TO^STUBENTS:    1  ^  . definitions  of  terms  related  to  refunds 
or  exchanges ^^  Froirrthc  '  -  r-  .  .n  TI.  select  the  one  which  is  mest  appropri- 
ate for  each  definition  Record  the  letter  of  vour  choice  in  the  space 
provided  to  the  left.  ^ 

Column  I  Column  II 

 •    Price  of  returned  merchandise  is  same  as  A.  Adjustment 

price  of  newly  selected  merchandise  ^ 

^      -    _  _  B.  Cash  refund 

 2.    A  certificate  or  form  that  can  be  used  ^    -----  - 

instead  of  cash  to  purchase  other  mer-  ^'  ^»^^dit  refund 

chandise  in  the  store  D.  Due  bill 

  3.    Store  returns  amount  paid  for  an  item  E.    Even  exchange 

to  the  customer 

     ___  _  F.    Partial  allowance 

 4.    Settlement  of  customer  complaint  about  ^ 

merchandise  ^-    ^^^-even  exchange 

  5.    Price  of  returned  merchandise  is  not  the 

same  as  price  of  newly  selected  merchan- 
dise 

 6.    Customer's  charge  account  is/credited 

for  amount  of  merchandise  being  re- 
turned 


ERIC 
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TEST  ITEM  (350-00-13 


iNSTRUCTIONS  TO  STUDENTS:    Read  the  following 
of~iTierchandise.    Complete  the  form  below  based 
case  using  the  sihgle-sales-form  method  of  rec 


CASE  PROBLEM: 


A  regujcir  customer,  Martha  Robe 
Wilkesboro,  NC),  has  returned  a 
for  $6^99  cash.    She  complained 
time  she  wore  it.    She  has  her 
purchase.    Martha  has  selected 
tax  rate  is  4%.    As  Clerk  #26, 
to  make  the  exchange. 


case  problem  involving  ah  exchange 
on  the  information  given  in  tns 
ording  the  exchange. 

rtson  (.108  bihcoln  Place,  North 
belt  she  purchased  12  days  ago 
that  ah  eyelet  came  out  the  first 
sales  check  to  verify  the  date  of 
a  new  belt  priced  at  $7.50.  Sales 
complete  the  following  sales  check 


NO  EXCHANGE  OR  REFUND  AFTER  30  DAYS 


d 

0 

o 

o 
o 
o 
o 


o 


«OU>tr 

AMOUNT 

 To 

1-63215  J 
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COMPETENCY  651 


TEST  ITEM  051-00-11 


IKISTRUCTIONS  TO  STUDENTS:    Read  the  following  case  problem.    Based  on  the  informa- 
tion contained  in  the  case,  complete  the  sales  check  and  write  the  accdmpanyinq 
girt  certificate.  f    j  ^ 

CASE  PROBLEM:    You  are_workin(i  as  employee  26  in  the  Lingerie  Department  (Dept.  3) 
of  Logan's.    Mrs.  Kathryn  Walsh,  a  regular  eustomer,  wants  to  pur- 
chase a  $50  gift  certificate  for  her  daughter-in-law's  birthday. 
Her  daughter-in-law's  name  and  address  is:    doni  Walsh,  501  Hampton 
Street,  Elkin,  NC  28621 ,    Your  customer's  address  is  Route  2,  Box 
223-H,  WilkesborOi  NC  28697. 


Personal  Selling 
130 


ERIC 


COMPETEN£Y  052 


C0MPETENC'C052:    Sell  merchandise  over  tne  telephone. 


TEST  ITEM  052^00;! 1 

INSTRUCtlORS  TO  STUDENTS:    Read  each  of  the  following  statements  about  telephone 
selling.  ^Determine  if  each  statement  is  true  or  false.    Write  the  correct  response 
(true  or  false)  in  the  blank  to  the  left  of  each  statement 


_  1 . 
2. 
3. 
4. 


the  purpose  of  telephone  selling  is  to  sell  to  customers  who  are  unable 
to  come  into  ths  store. 

It  is  important  to  immediately  identify  yourself  when  using  telephone 
selling. 

A  salesperson  may  pick  up  the  telephone  at  any  time  and  expect  to  make 
a  successful  sale  if  he/she  listens  attentively. 

An  attention-getting  approach  is  vitally  important  since  the  customer 
cannot  see  the  merchandise  displays,  salesperson,  etc. 

In  telephone  selling,  desire  .Tiay  be  created  by  asking  positive  questions 
to  help  the  customer  establish  a  need. 


Personal  Sellihg 
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TEST  HEW  D52-D0-iZ 


INSTRUCTIONS:  TO  STbDENn^^  the  following  incomplete  sentences:  De- 

termine which  of  tfie  possible  completion  choices  is  most  appropriate  for  each 
Statement:    Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1-        a  customer  requests  information  that  is  not  readily  available: 

A.  Ask  him/her, to  hold  until  you.  find  the  information; 

B.  Ask  tfie  oistiimer  to  call  you  back  at  a  specific  time. 

C.  Get  his/her  name  and  number  and  call  back  as  soon  as  you  find  the 
information. 

0.    Tell  the  customer  ybu  v:"!!  find  the  information  when  you  have  time. 
 2.    A  good  telephone  peri6ndlir>  does  not  require: 

A.  A  well-groomed  appearance. 

B.  Showing  interest  in  others. 

C.  Sincerity  and  helpfulness. 

P.    The  use  of  empathy  and/or  sympathy. 

 3-    Because  the  customer  cannat  see  or  handle  the  merchandise  presented  in 

telephone  selling: 

A.  Good  quality,  fairly  priced  merchandise  should  be  selected. 

B.  Low  quality  merchandise  should  be  selected - 

C.  Only  the  bes*-  quality,  highest  priced  merchandise  should  be  selected^ 

D.  Quality  and  price  make  no  real  difference. 

—-^4.    Introducing  yourself  and  referring  to  a  regular  customer's  upcoming 
anniversary  is       example  of  a: 

A.  Service  approach  . 

B .  Spec  1  a  1  - occa  s  i  on  a  ppr oac h . 

E:    Special  sale  or  bargain  approach- 
D.    Thank-you  approach. 

 5.    Customer  desire  for  merchandise  in    eiophore  selling  can  be  created  by: 

A.    Asking  for  delivery  instructions. 
13.    Listening  for  buying  signals.. 

C.  Promptly  int^-oducing  yourself,  yi  i  -^tore,  and  stating  your  reason 
for  ta 1 1 ing  ^ 

D.  Using  words  that  help  the  customer  visualize  the  iierchandi  se . 
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TEST  ITE'-.  052-00-13 


i:.3TRUCTI0NS  IB  STUSfNTS: 
situation  to  Identify  the 


Read  and  analyze  the  fol  lowing  tele '  "^r  i  sel  1  ihg 
rson's  mistakes.    Suggest  a  ,  suitable 


pink  or  blue^  just  like 


hand.    Do  you 


opehihg  and  closing  statement. 

Linda  Walker  is  employed  as  a  salesperson  in  the  Teei<*s  Department  at  Logan  *s. 
She  is  busy  writing  in  her  salesbdok  when  the  telephone  rings.    The  phone  rings 
six  times,  then  obviously  irritated,  she  answers: 

Salesperson:    "Rel lo. " 

Customer:        "Is  this  the  Teen's  Department?" 
Salesperson:  "Yeah." 

Customer:         "1  would  like  to  ask  about  the  hand-crocheted  gloves  that  were 
advertised  in  Thursday's  Daily  Jpi.^rnal  .  .  . 
(Interrupts  customer)    "What  color?" 
"I  am  Interested  in  pale  green  or  .  . 
(Interrupts  customer)    "They  only  co^if 
the  p^^ner  stated, " 
"What  sharic  of  olue— is  it  bright?" 
"Yeah,  iVt  pretty  bright,    '-hat  size?" 
My  jjughter  ir:  thirteen  and  las  a  short  e 
thnk  a  medium  size  would  be  large  enough?" 

"I  don't  know  if  we  have  blue  left  in  medium.    TheyVe  on  another 
counter.    I'll  have  to  look."    (tays  receiver  down  heavily  on 
counter.    Noise  resounds  through. receiver ,    Salesperson  gets 
glovesi  stops  to  talk  with_a  fellow  employee,  and  returns.)  "Yes, 
I  have  a  medium  in  blue.    Doyou  want  them  sent  out?" 
"Yes,  would  you  send  thern  C.O.D.,  please? 

"You  have  to  pay  50  cents  on  a  e.O.B.    What's  the  name  and  address? 
"Mrs.  David  Brown^  302  Winston  Place,  Wilkesboro." 
"Okay,  dear."    ^Hahgs  up  ar-d  repeats  address  to  herself.)  "Let's 
see^  that  was  ?03  Winston  Street." 

1.  Identify  at  least  five  mistakes  the  salesperson  made  in  this  telephone  sale. 

2.  Write  an  acceptable  greeting  for  this  sales  situation. 

3.  If  the  sa'iesperson  had  assured  the  customer  that  a  medium  would  fit  and  that 
the  size  and  color  gloves  are  available,  suggest  a  more  suitable  closing 
statement , 


Salesperson; 

Customer: 

Salesperson: 

Customer: 

Salesperson. 

Customer: 

Splesperso'^: 


Custo*  L  r: 
Sale^r^^i-rson: 
C  jsiuifier: 
SalesDersoii: 
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COMPETENCv  053 


COMPETJn^    053:    Sej  I  to  custofners  in  a  self-service  store  while  perfurming 
*  *        regular  storekeeping  duties. 


TEST  ITEM  D53-i30-ll 

INSTRUCTIONS  TO  STUDENTS:    Read  eacn  of  the  following  incomplete  sentences.  Deter- 
mine  which  of  the  possilTle  completion  choices  is  most  appropriate  for  each  state- 
ment.   Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

 1.    Selling  duties  of  a  self-seririce  salesperson  include: 

A.  Explaining  merchandise. 

B.  Marking  merchandise 

C.  Preparing  display?. 

D.  Stocking  shelves. 

.    When  a  customer  asks  ation  of  specific  merchandise,  the-  se  j  : - 

service  salesperson  she.: 

A.  Direct  the  customer  to  the  merchandise. 

B.  Go  get  the  merchandise  for  the  customer. 

C.  Have  someone  el se  bring  the  merchandise  to  the  customer, 

D.  Lead  the  customer  to  the  merchandise^ 

 3.    When  you  see  a  customer  with  arms  full  of  merchandise,  the  self-service 

salesperson  should: 

A.  AsIC,  "May  I  help  you?" 

B.  Garry  the  merchandise  to  the  checkout. 
£:    ignore  the  customer. 

D.    Offer  a  shopping  cart  or  basket. 

^     4.    A  salesperson  has  just  helped  a  customer  locate  a  requested  itor.  His/ 
her  next  st..  ^  should  be  tiD: 

A.  Accept  payment  for  the  selected  merchandise. 

B.  So  with  the  customer  to  the  checkout  counter. 

C.  Return  to  what  he/she  was  doing  when  the  customer  approached. 

D.  Suggest  related  merchandise  or  merchandise  in  another  department- 

_  5.  A  self-service  salesperson  is  stocking  and  notices  a  customer  loiDking 
at  a  rack,  display  of  wool  shirts  and  obviously  in  need  of  assistance. 
The  most  suitable  approach  would  be: 

A.  "Are  you  finding  what  you  need?" 

B.  "Do  you  want  some  help?" 

C.  "May  I  help  you?" 

D.  "Nice  day,  isn't  it?" 
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COMPETENCY  054 


t"  COMPETENCY  05^:  Work  with  more  than  one  customer  simultaneously  in  a  courteous 
5  "  manner. 


TEST  ITEM  054-00-11 


J-NSTJ^-UCndi^      STUDE^S:    Read  each  of  the  "following  incomplete  sentences.  Deter- 
mine which  of  the  possible  compl etionchoices  i s  most  appropriate  for  each  state- 
ment.   Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1 .    When  a  second  customer  approachesjjust  as  the  first  customer  is  about 

ready  to  buy  and  requires  your  full  attention,  you  should: 

A.  Glance  and  hod  at  the  second  customer  and  continue  the  first  sale- 

B.  Greet  the  second  customer  and  assure  him/her  you  will  wait  on  him/ 
her  in  a  minute  * 

C.  Leave  the  first  customer  abruptly  and  take  care  of  the  second. 

D.  Pretend  you  did  not  see  the  second  customer  come  in. 

2,    When_a  second  customer  approaches  while  your  first  customer  stHl  needs 
attention  but  is  not  ready  to  bjy,  you  should: 

A.  Glance  and  hod  at  the  second  customer  and  continue  the  fir^^t  sale. 

B.  Greet  the  second  customer  and  assure  h^m/her  you  will  wait  on  him/ 
!ier  in  a  minute. 

C.  Leeve  t\ie  first  customer  abruptly  and  take  care       the  second. 

D.  Pretend  you  did  hot  see  the  second  customer  com*^  ir!- 

 3.    When  a  second  customer  approaches  while  the  first  cu:: -orier  is  in  the 

early  stages  of  the  buying  decision  and  does  not  require  your  full 
attention^  you  should: 

A.  Excuse  yourself  momentarily  from  the  f .rst  and  g  -eet  tii-  soronrj  tr. 
determine  his/her  needs i  _  : 

B.  Glance  and  nod_at  the  second  customer  and  continue  the  first  sale- 

C.  Greet  the  second  customer  and  assure  him/her  you  will  wait  on  him/ 
her  in  a  minute  .  _  . 

D.  Leave  the  first  customer  abruptly  and  t"ke  care  of  the  second* 

 4.    Whe.^  you  are  working  with  a  customer  and  ani^cher  customer  enters  your 

department,  you  should  greet  the  customer  wi''* 

A.  A  merchandise  approach  i 

B.  An  acknowledgement  approach  . 

C.  A  personal  approach* 

D.  A  service  approach  • 

  5.    The  way  you  handle  the  approach  of  a  second  customer  depends  on: 

A.  Personal  feelings  toward  the  two  customers i-_ 

B.  The  amount  of  the  merchandise  being  considered_by  the  virst* 

C.  The  buying  stage  the  first  customer  has  reached.  . 

D.  The  social  and  economic  status  of  the  two  customers  . 
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02erOo-n 

These  nuiibtrS- should  bc- 

checked::.5..6,  8,  9, 10 
11.  12;  16,  17,  19,  20 

029-00.11 

I:  Ealse 

2.  True 

3.  False 

4.  True 

1.    The  "  pprojch  "  »s  the  uperiing 
of  the  sale.  _It_  should  be 
the  {Tips t_ important  part: of 
the  entire.sc.il  ing  process 
because. the  salesperson. most 
createia  favorable  first  im- 
pression and  set  the  stage 
for. the  success  or  failure 
of  the: selling  presentation. 
2:    a:    Interest  in  the  customer 
b;    Promptness  in  serving  the 

customer  - 
c:    Self-confidence  in  the 

salesperson ' s  abi 1 i ty 


031-00-11 


1 .  B 

2.  B 

3.  A 

4.  C 


Answers.will  vary  for  reasons  for 
selections.    It  should  be  left  to 
the: judga:ent  of  the  teacher  as  to 
whether  the  student  has  satisfactorily 
explained  the  reason  for  the  choice. 


030-00-13 

Case  Problem  1:1. 


Case  Problem  2: 


Cdritihue  to  watch 
your  Customer;  as 
soon  as  she  returns 
to  the  dress,  you 
woul d  approach  her . 
Merchandise  approach 
As  soon  . as  yDu_ no- 
tice, the  customer 
starting.to  leave 
Service  approach 


030-00-14 

(Possible  answers)  . 

1.  Tryito  nake  Mrs:  Jones  feel  welcome  arid 
that  you  want  to  help  her.  Be  enthusi- 
astic and -be  sure  you  use  ah  appropriate 

:    opening  statement: 

2.  t.isten:and  question  to  determine  exaictly 
what  "^tyle  of  slacks  she  wants. 

3.  Show  her  a  variety  of  patterns,  colors, 
arid  prices.    You  could  eliminate  those 
she  obj..cts  to. 

4.  Ask  questions  to  narrow  the  selection, 
that  you  need  to  show  her.    Then  watch 
^t?^  C'^^P^^.ssions  or  1  isten_  to_her_cor!i-. 
ments  to  el  iniindte  spn^e _ of  the.  choices . 
l^^e  key  to  cl  osjng  _  is_  to  observe: and 
listen  and  close  at  the  first  opportoni ty: 

03qj[)0-lf) 

To.receive  credit. for  successfully  completing 
the  following  test  items,  the  student  should 
achieve  at  least  an  average  rating  bri  the 
sections  indicated  below: 
TRST  rEM 

028-00-12 
028-0W-15 

033-00-12 

:5:00;i3 

C  v  ;}0-U 

040-  ^-  14 

041 -  Go-) 3 

042-  00-13 


SFCTION  OF  DEMONSTRATION 

Approach 
Approac*' 

Pro''yCt  'resentation 
ProG.-f  r  Presentation 


Handling  Objections 
Handl ing  Objections 

Close 
Closo 

Suggestion  So* '1^9 


D.  H,  I 

N.  I 

A.  C 
A.  C 


Q31-riD-l^ 

(Possible  Answers ) 

Interested  in  new  clothes  for  wgrk--Listening  :: 
^yPe.of  clothing  (dresSj,  sui  t, _  pant.sui  t)-.-QQesti oning 
Style  of  clothing  (A-line.  pleats,  etc. )--Observing  and 

  :.-  : .    .::  Listening 

Permanent,  press  {stays_neat)— Listening  and  questioning 
S.i2ei--Pb_serying.  and.  guest  Jon  ihc) 
Cpipr  Preferencev-0b5crying  and  questioriirg 
Print/pattern/plain  preference- .Ouesti oriirig  - 
Versatility  (can  be  interchanged:with  other  items)-- 

  -  Listening  and  questioning 

Medium  price  (first  paycheck)— Listening  and  questioning 

0:.l-00-13 

Seo  Key  for  Test  Item  030-00-14. 
032-00-11 


False 

True 

True 

Paisc 

True 


G33-00-11 


1  -  True 

2.  True 

3.  True_ 

4.  False 

5.  True 

033-00-12 

See  Key  for  Test  Item  030-00-14. 

033-  00-13 

See  Key  for  Test  Item  030-00-15. 

034-  00-11 

1.  D 

2.  B 

3.  B 

4.  C 

5.  C 

&34-0U-12 

1.  Sight  or_tOuch__  :__ 

2.  {IJ    Handing  the  shirt:  to  Mt  :  Day 
(2)__Letting  him  try.  the  ..Shirt  on  . 

3.  It. increases  Interest  and  buiids  desire  in  the  merchan- 
dise--or--It  develops  a  fueling  of  ownership  within  the 
customer: 


034-  00-13 

See  Key  for  Test  Item  030-00-15. 

035-  00-11 


1. 
2. 
3. 
4. 
5. 


036-00-11 

1  .  C 
2. 


This. would  fit. her  need  for. col  or  and  the  scarf  could 
possibly  fill  the  need  for  the  tie  feature. 


036-00-12 


:I: 
2; 
3: 


036.00-U 


00 
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I:  W%M 

t.  True 

Z.  True 

4.  raise 

5.  True 

038-00- n 


z.  rris^ 

3.  h'iJ£ 

^ .  True 

5.  True 


038-00- li 


1 , 
2. 
3. 

4: 

5: 

6. 


038>0O-V3 

See  Key  for  Test  Item  030-00-15. 


3.  A 

4.  B 

5.  0 

039-00-12 


See  Key  for  Test  Item  030-00-14. 

039-  00>13 

See  Key  for  Test  Item  030-00-15. 

1  .  2.  4.  6.  7 

040-  00-12 

1 .  True 

2.  False 

3.  True 

4.  False 
False 

04Q-QQ-13 

See  Key  for  Test  Item  030-00-14. 
040-00-14 

See  Key  for  Test  Item  030-00-15. 


04]-00:n 

1 .  True 

2.  False 

3.  True 

4.  False 

5.  False 

041-00-12 
1,  4,  5 

041-  00-13 

See  Key  for  Test  Item  030-0C-15. 

042-  00^4- 

1 .  True 

2.  False 

3.  True 

4.  False 

5.  True_ 

6.  False 

7.  True 
8:  True 

042-00-12 


X: 
2. 
3. 
4. 
5. 
6. 


See  Key  for  Test  Item  030-00-15. 
043-00-11 


True . 

False 

False 

True 

Triie 


D43-DD-12 
2,  3,  5 

1.  A 

2.  d 


4. 
5. 


044-  00-n 

3,  4.  5,  7»  8.  10 

045-  00-11 

1.  P 

2.  C 

3.  B 

4.  A 

5.  F 

6.  E 

045^^-1-2 

6, 


2,  7.  5,  10, 
045-00-13 


4.  3»  8,  9 


599102 


Charge  Sale 


twin'' I.  ai  , 


"O'Vo — 00  -  "1 T"' 


1  . 
2. 
3. 
4. 


046-00-12 


1  . 


25.96  2.  19:25  3.  2.29 

4:99  25.95  3.49 

: -     2.29  --  -2.38  --  -4.46 

ST  ITM  STT775^  ST  WJi 

Tax    1.33  Tax  1.90  Tax  .31 

T  TTTT  T   5?72l¥  T  TO^ 


4.  4.99 

9.98 
6:79 
-  -BJ>8 
ST  30.33 


13.98 
12.98 
19:98 
6.79 
-5.99 


Tax  1.52    ST  60.72 
T    TTM   Tax  2.13 
T     62. 85 


o 

u 


01 
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Q        NOIKMimOflWMDAPTtllXMVi  ^ 

.    O  O  ; 


048-pO-Jl 

In  evaluating  this  test  item  emphasis  should  He  placed  on 
legibility  ^s  well  as  accuracy. 


Hpi«,  ?niTi 


NO  exCKAMOE  Ofl  REfUW  AFTM  Jb  OAYi 


391851 


o»»«iconf 


«  - 

,  ^  — — f"" 

i 
1 

Am*!     Tlf#T  . 

AD 

.  i 

1 

in 

JQQ 

s 

-4 

  Tu 

I, 

2b. 
Ok' 

[  6321 5 

...  «J 

)-  f'aise 

2.  True 

3.  True 

4.  False 

5.  False 

049-00-12 

See  Key  for  Test  Item  046-00-13. 
049-00-13 


■gat  mr 
jMniii  / 


047-00-11 


1.  23.94 

2: 

21.95 

3. 

4.J9 

4.95 

27.95 

4.59 

ST 

49.50 

7.QD 

ST  rrcy 

Tax 

1.75 

ST 

D  -3.4:1 

S.C 

.1.00 

D 

■ .  ^: 

lax  ^.12 

Dep 

.-9.98 

- 

T 

Bal 

T 

A,  94.00 

5. 

29.95 

12.50 

19.95 

9.00 

ST 

WM' 

Alt.  2.00 

Tax 

2.50 

ST  TTT.lTy 

Del 

1.96 

Tax  5.83 

T 

T  T?ir5^ 

—tfl         ......      1  jLt.^.i  " 


047-00-12 


1. 

2: 
3. 


B 
D 
A 

A:  c 
5:  D 


047-00-4-3 


See  Key  for  Test  Item  046-00-13. 
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BEST  COPY  AVAILABLE 


• 


Trye_ 

2.  Fa)se 

3.  False 
^.  false 
9  True 


I. 
4. 


A 


5.  & 
6:  C 

050-00-1: 


NO  OBMAMOC  OR  RETUMO  AFTCn  «  0M« 


I  o 
o 
o 


232 


a: 


SSI 


15, 


J21 


f)3?1!?^--nii.flifih'Tii,r 


]-  False 

2.  True 

3.  FaUr 

4.  Truf 

5.  Tru. 


1. 

2 . 
3, 
4. 
5. 


052-00-13 


1. 


i^^  'east  five  of  these  or  other  acceptdble  possibi 1 uies) 

(1)  Did  not  answer  promptly 

(2)  Did  not  identify  herself  or  department 

(3)  Interrupted  Custorer 

(4)  Ldct^ed  sufficient  merchandise  knowledge 

(5)  Was  not  courteous 

(6)  Layed  receiver  dowr.  noisily 

(7)  Called  customer  "dear" 

{8)  Left  customer  holding  jooger  than  necessary 

(9)  Did  not  write  information  down. 


2.  Example: 


Chi Idren ' s 


"Good  morning,  Linda  Walker, 
Department."  :       :  : 
Suggestion:     "I'm  sure  your  daughter  wll 1  enjcy  these 
gloves.    Would  you  like  to  have  them 
added  to. your  arcourt'^"  (or  delivered-- 
or  hc\6  for  you.  etc:) 


053-00-11 


Q54-O0-1 1 

.1:  A 

2:  B 

3:  S 

4.  B 

5.  C 


For  the  amount  of   j-<.y^^  aL^^^^'^—J^-   sS  O 


N9 


Dmi* 


Siftfturt. 
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BEST  GQPY  AVAILABLE 
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COMPETENCY  STATEMENT 

7271 

* 

■C         S  CO 

I.  Stockkeeping 

A:    The  importance  of  efficient  Stockkeeping 

B        Location   of    ^fnrk   wifhin    fhp    cfnr*D   nr   HDnar-'tmon  t' 

055    Locate  stock  on  the  selling  floor  and  in  understock  or  reserve  stock. 
The  student  will  describe  various  locations  of  stock. 

X 

X 

C.    Arrangempnt  of  fashion  merchandise  in  forward  o**  reserve  stock 

056    Sort  merchandise  by  department,  size,  color  and  styles  where  appropriate. 

The  student. will  sort. items  of  merchandise  by  department,  subclassif ication, 
color  arid  size  according  to  specified  store  policy. 

j( 

X 

057    Stock    merchandise  in  appropriate  place  and  appropriate  manner. 

The  student  will  arrange  specified  items  of  newly  arrived^  older  and  clearance 
fashion  merchandise  on  a  floor  plan  according  to  specified  store  policy.   

X 

X 

n        Rpriiil^*!'*    ct"      t'^ooni'nn  Hut'ioc 

058    Identify  the  necessary  stockkeeping  arid  housekeeping  duties  as  they  relate  to 
proper  stock  care. 

The  student  will  identify  stockkeeping  duties  regularly  perfotmed  in 
apparel  arid  accessories  stores. 

X 

X 

059    keep  customer  want  slips  as  told  by  manager. 

The  student  will  fill  out  each  part  of  a  specified  wa'  j. 

X 

X 

060   Advise  bayer  of  merchandise  needs. 

Given :a  basic  stock  list  >r,d  an  inventory  of  merchandise  currently  on-hand, 
the  student  will  list  or  .-^  stock  requisition  forrr    the  amount  of  the  specified 
mercharidise  that  ne*^-^    ;*  be  ordered. 

X 

X 

E.  Housekee;    ig  duties 

The  student  will  identify  daily  and  weekly  housekeeping  duties  regularly  per- 
formed in  most  apparel  and  accessories  stores. 

F.  Closing  procedures 

061  Identify  the  necessary  steps  in  closing  out  the  department  at  the  end  of  a 
selling  day: 

The  studentwill  Identify  the  steps  taken  In  closing  a  department  at  the  end 
of  a  sel 1 Ing  day. 

LL.    KcLeiviriy  ano  cnecKinc^  tne  mercnsnoise 

A.  Importance  of  proper  receiving  and  checking 

B.  Origin  of  most  apparel  items 

C.  Carriers  most  often  used 

D.  Forms 

062  Review  for  accuracy  arid  complete,  if  necessary,  receiving  records  such  as  freight 
ticket,  packing  slip  and  Invoice. 

Given  a  specified  receiving  record  form,  freight  bll],  inyoiceand  purchase 
orders  the  student  will  fill  in  each  part  of  the  receiving  record. 

X 
X 

--   . 

X 

X 
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III. 


COMPETENCY  STATEMENT 


Checking  merchandise 

063    Check  •..erchandise  for  completeness  of  order  and  condition  of  items. 

the  stuaent  wiH  identify  the  checks  made  by  stores  when  receiving  merchandise. 

^iven  a  specified  invoice,  purchase  orderi  and  a  specific  list  of  merchandise 
received  and  counted,  the  student  will  check  the  invoice  as  required  for 
checkihg-in  merchandise  received. 


F. 


Procedures  for  handling  non-delivered  or  lost  merchandise 

054    Follow  through  on  non-delivered  or  lost  merchandise. 

a  simulation,  the  student  will  complete  all  parts  of  a  receiving  exception 
report,   


Procedure  for  handling  defective/damaged  n.erchandise 
A.    Reasons  for  defective/damaged  merchancr'se 


72; 


CO 


B. 


Methods  of  handl ing 

065    Follow  correct  procedures  in  handling  defective/damaged  merchandise. 

The  student  will  identify  the  alternatives  for  handling  defective/damaged 
merchandl se . 


Forms 


Trie  student  will  identify  forms  u^ed  in  Handling  f?ef9cti  ve/damaged  merchandise. 

Given  specified  forms,  store  policy  and  specified  oerectiye  or  damaged  items  of 
appdre],_the  student  will  follow  the  correct  procedures  fo*"  handling  the 
defective/damaged  merchandise.  —    


IV;    Price  tags 


CornDon  price  tags 

06o    Place  price  tags  on  the  merchandise  when  necessary. 

The  student  will  place  a  plastic  connector  price  tag  on  specified  apparel  items 
in  such  a  way  that  thp  merchandise  will  rot  be  damaged  and  the  tag  can  be 
easily  seen  but  not  easily  removed  by  the  customer.  _     


Information  on  pric^  tags 
Time  of  te  ning 

Sources  of  price  tag  information 
Methods  of  marking 

067    Mark  merchandise  on  selling  floor  where  price  tags  have  been  removed  or  lost 
according  to  store  policy. 

The  student  will  match  the  most  appropriate  kinds  of  price  tags  with  specified 
apparel  and  accessory  items. 

The  student  will  identify  the  appropriate  loc?Llons  for  placing  various  kinds  o*" 
price  tags  on  merchandise. 

The  student  will  identify  the  type  of  information  on  a  price  tag,  when  price  tags 
should  be  written,  and  the  source  of  pricing  Information. 

Given  a  store  pol  icy ,  pridnq.  Information  on  specific  merchnndise  and  th^  price 
tags,  the  student  will  place  the       essary  information  on  price  tags.  


Ope  rati  ons 

2 


erJc 
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i 

j                                                           COMPETENCY  STATEMENT 

7271 

C         S  CO 

F.    Retail  price  changes 
V.    Cash  register  operations 

A.    InforTOtioh  necessary  for  cash  register  operation 

068    Operate  cash  register:    Uemize  sales,  ring  total,  add  tax,  change  tapes 
correct  voids  and  take  readings.  ^ 

The  student  will  Identify  the  parts  of  a  cash  register  and  their  functions. 
After  being  gjven.the  specified  procedure  for  changing  the  receipt  and  detail 
audit  tapes  on  the  cash  register  available,  the  student  will  change  both  tapes. 
After  being  instructed  in.tne  proper  procedure  for  cberating  the  cash  register 
^y^ilable,  the  student  will  ring  up  the  correct  amoi'nt  of  a  custoror's  purchase, 
add  the  tax,  get  the  correct  total  sale  and  -     crm  other  functions  specified 
by  the  "instructor.   

X 

B.  Procedure  for  ope:    ig  the  cash  register 

C.  PvOCOxinfTP    ^i^r   itia  t  i  h  h    nW^  n  n^ 

w  .     •  1     \_ 1  v_  .          K  1  f I      nan  up 

069    Determine  the  correct  change  and  count  it  back  to  a  customer  during  a  cash  sale 
according  to  company  procedure. 

1                    The:student.will  be  able  to  list  in  proper  sequence,  the  eight  steps  in 
^                    announcing  the  sale  and  returning  the  change  to  a  customer. 

^lyen  the  amount  tendered  and  artiount  of  the  sale,  the  student  will  be  able  to 
determine  and  indicate  by  writing  the  correct  change  using  as  few  coins  and 
bi  lis  as  possible. 

During  a  simulated  cash  sale,  the  student. will  be.able  to. determine  manually, 
ine  correct  change  and  follow  in  proper  sequence  the  eiaht  steos  in  ;»nnnijnrino 
the  sale  and  returning  the  change  to  the  customer. 

X 

X 

D.    Procedure  for  correcting  register  errors 
£.    Procedure  for  closing  out  the  cash  register 

070    Balance  cash  drawer  against  register  reading  and  complete  appropriate  /orms  for 
register  close  out. 

Ihe;_student  will  identify  t  ^r  t.-pe  of  information  needed  to  complete  a  cash 
register  close  cut  report. 

Given  all  required  information,  the  student  will  close  out  a  cash  reqis^-er  and 
complete  the  appropriate  forms. 

X 



Y 
A 

— — 

i/I.    Checks,  bank  cards  and  credit  cards 

A.    Customer  checks 

071        hbrize  customer  checks  according  to  the  store's  po  ■>  y 

•  ^e  student  will  label  the  parts  of  a  check   'hlch  m:.  ^t  l?f  ir'.pr'^rtcd  b  •  a  sales- 
person for  authorization. 

Given  several  castomer  checks,  th    student  will  Iden^^fy  tho!,e  jre 
acceptable  and  state  the  reasons  why  the  others  are  ■'^^i<i;,x,tb\e 

X 

X 

on    Examine  credit  cards  and  checks  for  bad  crp.iir  or  stolen  cards. 

The  student  will  list  the  steps  that  should  m  taken  In  approving  the  use  of  a 
customer  credit  card.    

V 

X 

Q  Operations 
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COMPETENCY  STATEMENT 


B.  ruf?toiTier  bank  cares 

The. student  w:il  1 ist  appropriate  steps  that  should  be  taken  to  insure  that  a 
bank  card  is  not  stolen.  

C.  Customer's  store  c  'idi^,  cards 

Given  a  store  policy^  the  student  will  approve/disapprove  the  use  of  a 
customer's  store  credit  card.  

If.  Inventory 

A.    Proper  inventory  procedures 
\y.    Kinds  of  inventory 

C.    Inventory  re.-:orci^ 

073    Conduce  periodic  stock  counts  for  reordering  of  stock  (unit  ''ontrol)  and  for 
annual  inventory  (dollar  control). 

Given  price  tickets  and  number  of  items  of .  spec -"f ic  mercha;;  ' •  5e,  and  spscific 
inventory  counting  sheets,  the  cludent  will  complete  each  part  of  the  inventory 
counting  sheet.  


7271 


Operations 
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PLANNING  NOTES 


I 


$tockkeepinq 

A.    The  importance  of  efficie"  •  stockkeeping 
1 .    To  the  Customer 

a.  Desired  merchandise  »s  quick  and  easy  to  find. 

b.  Merchandise  is. kept,  in  gopd.condi tion.  __ 
c;    Well-filled  racks  give  a  feeling  of  wide  selection 

?..    To  the  salespeople 

a:  Sales  are  easier  to  ^ke  because  the  merchandise  Is  easy  to  find. 

^-  R^turns_are  reduced  because  the  right  rnerchandise  is.origiriu:  I  ly  bought. 

c;  Opportunity  to  l^irn  more  about  the.mercharidise  Is  provided. 

d.  Related  items  are  grouped  and  facilitate  multiple  sales. 

3.    To  management 


ERLC 


a  we  11 -ran  store. 


a . 
b. 

c. 


B.  Locatior. 


1. 


Oy^*"^]!  ^prbfics  are  increased  by  jncreiasin    sales  and  reiducing  costs. 
Reduces  soi"'*>d  or  damaged  merchandise. 
Indicates  i  :^  speed  of  stockturn. 
By  1  Ids .customer  gcpdwj 1 1 , 
Help-  develop  store  image. 

i  tock  within  the  "tore  or  department 
: ■ uck: 


a.  >toek  on  the  sales. floor,  available  to; the  customers _and  sale-people 

b.  Is  ^e5t  located  for  the  majority  of  all  fashion  merchandise. 

c.  Includes  merchandise  on  hanging  racKS,  folded  on  shelves  and  counters 
or  arranged  on  display. 

'inder  stock; 


b. 
c. 


is  stock,  in  drawers  or  shelves  'located  on  the  sales  floor,  but  not 
accessible  to  customers. 

Includes  accessory  items;  cosmeticr,  and  hosiery. 

Is  practical  when  the  tt'^'^e  fixtures  have  bu^lt-in  :-corage  space, 

Facilitates  netting  neede-j  items  fo^  custodier. 


Reserve  >tock: 


a.    Is  stock  kept  in.  a  stockroom  or  in  a  warel.    :e.  _ 

b     Includes  shoes,  basic  fashion  items,  and  mf  -Kandise  t^=it  ar-  ives 

before  the  sea:-Dn. 

c.    Should  be  moved  out  of  reserve  stock  as  rapirily  3S  pos^  L^^e, 

C.    Arrari§ei,.en t  of  fashion  niercnandise  in  f or  -  jrd  or  reserve  stock 
1.    Stock  is  received  and  sorted. 


In 
In 


'  roe  stores  receiving  rooms  or  warehouses  arejUjed. 
;mall  stores  merchandise  is  often  received  on  the  sale- 


floor  itself, 
cation,  size. 


?^?rchand_ise_kept  in  reserve  stock  is  often  arranged  by  clas*;' 
color ,  vendor .  and  price. 

Stock  Is  merchandised  on  the  SiaVes  floor  in  order  to  promote  multiple 
sales  and  present  the  image  of  the  str/?  or  department. 

2.    The  best  placement  of  merchan-Ji st    >:.h1n  a  store  or  departmfont  is 
usually  determined  by: 

(1)  ?tQri_ image; 

(2)  Customer  buying  habits; 

(3)  Time  of  year  or  season; 

(4)  Store  size  or  layout. 

b.    Different  types  of  merchandise  are  located  in  various  areas  of  the 
store. 

(1 )    in  front  area: 

(a J    Newest  and  most  fashionable  merchandise; 

(b)  Sales  merchandise;  _ 

(c)  Goods  that  the  customer  should  f^now  about. 


IB  055-00-11] 


(2)    in  middle  or  center  area: 


(a)  Coordinated  groupings  that  have  been  In  stock  for  several 
weeks; 

(b)  New  merchandise,  not  being  featured. 


Operations 
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(PRr2;-p.  184)(PR-4; 
[CTIB  055-OC-12] 

{SA-3)  

[CTIB  057-00-11] 


pp.  69-82) 


(3)  Tn  bick  area: 

(a)    Basic  ite«s, 

hei)'S  SilltS; 

'c)    Sale  Items: 

;d)    Goods  that  custorriers 

(4)  Or.  side  wajls: 


kiH^v  about. 


'\)    Mcrcb«ndise  appropriate  for  fi;?:tQre5  a^ed: 
vT.)    Separates,  dresses,  bathing  suits,  jackets. 

c.  Gonvtar,y_rearrangement  of  merchandise  within  departments  or  areas  is 
impcr  :i\-}t: 

(1)  X.t*rs_new:mercharidisa  in  front. 

(2)  different  merchandise  in  pririve  traffic  areas  every  few  days. 
;3)    Pr(?"cnts  a  "new  look"  to  '.he  r°§ular  customer. 

d.  .cock  rotation  brir.gs  older  merchandise  to  fie  frohf  or  top  of  the 
stack . 

(1)  Us.-^.d.to  t.-event  older  i»crchandise  from  becoming  i^hopwom 
and  damaO'^d. 

(2)  Used  only  with  basic  merchandise. 

Regular  stocklceepir  j  duties 

1.  Receive,  check,  mark  and  sort  newly  arrived  merch- 

2.  Place  or  rrarrange  merchandise  neatly  on  sales  floor  according  to  store 
pol j  cy. 

3.  Straighten  ricks 

4.  Straighten  tables  and  bir,' 

5.  Check  price  tu-kcts  and  renerk  if  rf^f  >■  .ary; 

6.  Check  for  dr;.io',:  . 

7.  Steam  merch^n.'!  i  >e  when  necess  ~*^y. 
3.    Rotate  appropriate  stock. 

9.    Guard  against  stock  shrinkage: 

10.  Make  out  want  -n'ps, 

a.    bsed  by  some  st  -es  to  indicate  out-of-srock  iteips. 
b>    iJf?9ful  to  bijyei^::  and  srilespecple . 
c.    ■ nrormaiion  provided  includes: 

(i;    Department  or  store; 
(2  J  Oat:; 

nj    Dfl      ,:-tion  of  itr^-i  requested: 

^ufTiber  of  reguestsi 
(5)    Stock  that  is  gettintj  low. 

11.  Advise  buyer  or  maniger  of  inerchdndise  needs. 

Turr  in   >ant  i;  ■  ipb  : 
u.    Check  Basic  b'ock  Li'ot; 

(.1)    Shows  minimur  amounts  of  basic  items  that  should  always  be  on  hand. 

(2)  Is  based  on  avsrage  sales  for  a  period.  - 

(3)  Is  used  for  Items. that  are  in  constant  demand. 

(4)  Reorders    are  routine,  notify  b-'^er  ^    what  is  below  or  near 
min  imum. 


C^F:k  Model  Sto-k  Plan: 


(3; 
(4) 
(5) 


M  ysed  for  fashion  merchandise.: 

Is  similar,  but  not  a<^-  specific  as  the  Basic  Stock  List. 

De  scribes  merchandise  by  class,  sizes,  and  price  lines. 

Takes  some: of  the  guesswork  out  of  buying.    .  . 

Notify  buyer  when  classifications  are  near  minlmums  exception 

would  be  last  of  the  season. 


d. 


Stay  current- on  developing  fashion  trends  and  tell  buyer      what  you 
^^^Kwill  sel  1  in  your  srire ,  : 
e.    Notify  buyer  or  manager  by  phone  or  in  person,  because  fashion  "needs" 

usually  require  immediate  attention. 
^-    r"i]]_Qyt  Low  Stock  or  Merchandise  Requisition  forms  for  recordkeeping 
purposes . 
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fiouselceepirig  duties 

1.  Daily  responsibilities: 

a.  Dust  all  furni ture, -  fixtures  and  ledges. 

b.  Clean  mirrors  and  glass. 

c.  Sweer. 

d.  Vacuum. 

e.  Rempyo  trash, 

f.  Polish  chroi-ne; 

2.  Weekly  resoonslbil i ties: 

.  Wash  and  water  plants. 

b.  Wax.ivods.. 

c.  Dos'  baseboards  and  dresslno  rooms. 

d.  Sweep  and  mop  storage  and  office  areas. 

e.  C'ean  bathrooms. 


Closing 
1 .  Pic 


found  in  forward  stock. 


ocedures: 
jp  trash  left  In  store. 
zk  dressing  rooms  and  put  all  rr^- 
"hdld"  merchandise  in  forward  Sw  * 
front  racks  if  necessary: 
jve  c..]  hangers  not  being  used  to  storage  (*rea. 
Straighten  wrap  stand: 

a.  Pycjout  a  Supply  of _ bags..  :  _ 

b.  Check  for  proper  supply  of  charge  slips,  sales  tickets,  other  forms  and 
pen  s . 

G-    Place  1 ost: items. in  lost  and  found. 

d:    Take  all  sensomatic  tags  rerr:?ved  from  sold  merchandise  to  the  storage 
room. 

Write-up  defective  merchandise. 
Close  out  cash  register. 
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Receiving  and  Checking  Merchandise 

.A.    Impor^.drice  of  proper  receiving  and  checking  ,-rocedures 


Merchandise  is  o^  little  value  to  the  store  ur^M  It  is  prrperly  rt:ceived 
dtid  checked. 


[CTIB  062-00-11  j 


Sales  are  lost  if  items  are  net  quickly  placed  in  forward  stock. 

b(p«n$ive  losses  fMy  result  if: 

Damaged  merchanolse  is  accer*ed; 
The  correct  amount  of  merc'-inci i se  is  riot  recorded. 
Buyers  costs  are  not  carefully. checked. 
The  V  onq  merchandise  "?$  acceptec. 


a . 
b. 

c . 
d: 


4.  Accurate  records  must  be  kept  of  everything  received  to  Insure  proper 
inventory  control . 

5.  All  forms  must  be  carefully  saved. 


•Vigin  of  most  apparel  Items 

1:    Shipped  from  vendors. 

2.    Delivo^ed  from  store's  warehouse. 

3:    Transferred  from  one  jranch  or  chain  store  to  another. 
Carriers  most  often  used 

1.  Motor  carriers  are  used  for  bulk  of  items. 

2.  Air  is  expensive  and  usually  used  for  merchandise  needed  In  an  emergency. 

3.  Uriited  Parcel  Service  Is  used  for  small  packages  rieeded  quickly. 

4.  Parcel  Post  is  oised  for  individual  items  and  can  be  expensive. 

5.  Boats  may  be  used  for  Imported  Items. 


(H0-6)(H0-7) 
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D.  Forms 


The 
a : 

c. 
d: 
e. 


The 

a. 

b. 
c . 
d. 


freight  bilj : 

I5  written  by  the  trtnsport  company. 
Shows  the  transportation  charges. 

ysei  to  che<±_f or  correct. nunfc  received, 
is  Dsed  to  help-trace  merchandise  if  i t  gees  a  stray . 
IncliMtes  nim  of  veiidor,  cofisignce»  number  of  pieces,  weig'-t,  rate, 
charcK-^s,  name  of  f«C45iver,  dri^er'i  name»  and  date  and  hour  of  delivery 

}  of  lading: 

Is  written  by  the.  vendor^ 

is  a  contract  signed  by  shipper  and  transport  company. 
Contains  thf_samc_type:of  JnfonTiation_as  th^  freight  bill. 
Is  often  substituted  for  the  freight  bill: 


1  [H0-8)(H0-9){H0-10)(H0-1}4^ 
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The  invoice: 


a.  Tells  hoB  mack  the  store  owes  tht.  vendor. 
^-  by  the_ vendor^ 

c.  Is  pacted  in/on:  the  bojces  or  is  sent  by  mail: 

d.  Is  used  to  ^leclc  in  aterehandisi:. 

^-    ?_ncli*des  na«c_ of  store  receiving    order  n umbers  date,  terms .  shipping 
method,  namber  of  pieces,  weight,  detailed  description  of  merchandise, 
unit  cost,  total  cost,  and  any  aiscounts  offered. 

The  ;^c<inn  slip: 

a  .    Is  cfu:,  *        w  i  tH  each  sh  i  prpeh  C 

b.  Is  smHar  to  invoice, 
c:    Does  not  osoally  include  eost  of  the  ^tems. 
d.    Js  often  used  to  check      the  mercha'^u  i  s: . 

The  purchase  order: 

c .  Is  written  by  -_  thf-  buyer  _ w_hen_  the  mere  ^  ar.c)  se  i s  ordered . 
b.    Is  Qsed  by  the  vendor  in  making  up  the  crder: 

^-  t^y.i.^.^tore  to  checlc  if  the  correct  meixhahdlse  was  sent. 

d.  fncludes  naiM  of  the  store. recei ving  the  goods,  vendor  name  and  number, 
date  of  order, -Shipping  date,  wfder  number,  shipping  Instructions, 
^^?*^»  8  detailed  description  of  type  and  quantity,  cost  per  item,  total 
retaU  price,  cancellation  instructions  and  the  buyer's  signature. 

The  receiving  rttcbrd: 

a.  is  kept  by  the  individual  store. 

b.  Is  3  record  ijf  everything  delivered  to  the  store. 

c.  Consolidates  ^tAl1$  on  cli  torr.:*. 
ci.    Lists  rach  delivery  separate )y 

e.  Jncl ixles^recoT'd, number . .dote  r ft cei ye d,_ vendor,  prTgiQi  name  and. number 
of  carrier,  number  r>f  ^/i eces ,  notati r.ns  regarding  receiving  problems 
and  Iriitia's  of  L.erson  receiving. 

Cti«c&ing  ir:crchandise 

1.    When  checMn^  against  freight  bills: 

a.    Confirm  that  your  store  is  the  consignee.. 

^h*^!^*^.  ^0. sec. that  yoCi  have  the  proper  number  of  bo;<o:s,  cartons,  etc. 
c.    Examine  boxes. 


6. 
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{PR-3;  pp.  25-3:^ 
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2. 


When  checMng  aqaihst  the  invoice: 


a.  Count  inerr .landisc  by  direct  check  or  blind  check  method. 

t>.  Compare  t'lc  invoice  with  the  buyer's  purchase  order. 

c.  ycrify  the  C6lctjlations. 

d.  Check  for  physical  damage  of  merchandise. 

e.  initial  the  invoice. 

F.    procedure  for  hand  I       hdn-delivered  or  lost  merchandise 

1.    Store  personnel  should  not  sign  a  "clear  receipt". if  pieces  are  missing,  if 
a  box  has  been  opened,  or  contents  are  not  In  good  condition. 


Missing  boxes,  etc.  require  the  driver's  acknowledgement  on  the  freight  bill. 

If  whole  shipment  does  hot  arrive  it  may  need  to  be  traced 

Cfirefal  records  must  be  fcept. 

a.    Claims  are  paid  only  on  proof  of  loss. 
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b.    Forms .sHould .be  filled  out  and  sent  tc  the  proper  departments  according 
to  store  policy: 

Defective/damaged  merchandise 

-..    Reasons  for  defective  or  damaged  merchandise: 

1 .  Viendbr  errors; 

2.  transportation  company  error; 

3.  Store  or  custor?er  error. 

B.  Methods  of  handling 

1.  Mark  oat  of  inventory  and  send  back  to  i:he  vendor. 

2.  Repair  and  sell  at  regular  retail  price. 

3.  Hark  down  and  sel^  at  reduced  pri  .e. 

4.  Mark  out  of  stock  and  destroy  or  give  to  charity. 

C .  Forms 

1.  liaintain  a  recora  for  th.  store  of  all  damaged  mer.  landlse. 

2.  Vendors  reguire  a  written  record  of  any  merchandise  being  returned  before 
they  will  accept  it: 

3.  Forms  used: 

a.    Damage  Tickets; 

l^'-z^^^ory  A^^justment  Report; 

c.  Receiving  Exception  Report; 

d.  Request  for  Return  of  Merchandise; 

e.  Return  to  Vendor  _Forni; 

f.  Memoranduir,  or  letter 

Price  Tags 

A.  Common  price  tag. 

1.  String  or  plastic  cbhhecto^s: 

a.  Are  most  often  used  for  havging  merchanaise  and  many  accessory  iter^is. 

b.  ^re  usually  In  several  prirts. 

c.  ,^ust  be  attached  in  such  a  way  that  the  merchandise  is  not  damaged  and 
is  easy  to  see .  . 

d.  Hus'  be  difficult  ^  r  a  customer  to  remove  and/ or  swixc^. 

e.  Types  inc:ude  coa    "ierized  and  printed  tags. 

2.  Gummed  tags  are  uL^d  f  •    *^oxed  and  prepackaciL-d  merchandise. 

3.  Pin  tags  are  used  for  items  that  snag  e:  '  j  . 

4     Button  tags  are  u^/.-d  for  garments  with  buttons. 

5.    Pre  ticketed  Ugs  are  placed  on  merchandise  by  the  vendor  or  warehouse. 

B.  information  on  price  tags 

"i^^^^Pl^^tibn  includes  store  name*  branch  or  store  number,  and  depart- 
ment number, 

2.    Merchiandlse  info»n*;.ion  iRcludes  yen  style  number,  class,  color, 

size,  seasonal  letter  code,  and  cost  code. 

C.  Time  of  tagging 

1.  Upon  arrival  of  new  merchandise,  If  not  preticketed. 

2.  Upon  arr1v6^  of  preticketed  mer:handise  w^ th  Incorrect  tags. 

3.  When  tags  have  been  removed  or  lost  oh  the  sales  floor. 

4.  When  customer  returns  merchandise  which  has  all  tags  removed. 

5.  When  price  changes. 

D.  Sources  of  i^Vce  tag  Information 
1.    ror  neis  merchandise: 

a.    Obtain  from  buyers  purchase  order. 
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b.  Obtain  from  ccmputer  5hcets  sent  with  merchandise  from  the  store  ware- 
house. 

c.  Obtain  from  store  or  depar iment  manager; 

2.    For  lo"  t  or  removed  tags: 

a.    Che;k  price  tags  of  same  item  on  sel^*^  f^irj-  ; 
b:    Call  another  branch  or  chain  stn'^e. 
c.    Call  buyer. 

Methods  of  marking 

1;    The  key  punch  method  is  growing  in  popularity. 

2.  The  price  marking  macrine  is  traditional. 

3.  The  hand  written  -method  is  often  used  in  small  storef. 


Reta  1 1  price  changes 

1.  Price  changes    nclude  mirK: 

2.  Price,  change s_must  _be  p^-r 
calculation  of  profits  Td:  ed. 


and  '".arkups. 
dc         insure  accurate  inventory  recn.ds  and 


Cajh  register  opera u ions 

A.    Information  necessary  for  cash  register  operations 

1.    Types  cf  cash  registers: 

a.    Simple  register*",  that  -ot  only  basic  Lalss  information; 
P'    Reglsters.thatihave  specir^.l  keys; 

c.    Complex  registers  t.^ac  record  all  transaction^  wnlch  can  then  be  fed 
into  computers . 

Z.    Cormnon  parts  of  cash  register: 

a.  Keyboard; 

b.  Indication; 

c  Change  plate; 

0.  Gash  drawer] 

e.  Sales  jo'jria"'  window; 

f.  Activity  counters; 

g.  Receipt  tape  slf:t. 

'.    The  receipt  tapes: 

a.    Are  located  inside  the  register,  and  records  the  amount  of  each 
b. 


C. 


ERIC 


trc '  saction,  af  J  fetdL  out  of  the  register. 
H-ye  colored, streaks  that  appear  on  the  tape  to  indicate  that 
tape  s     ild  be  replaced  irrrriedlcitely . 

The  detail 


the 


id  it  tape: 


a.  Records  every  transac':ion  r;ade-by  the  cash  register. 

b.  Recoi  '-is  :^-^i  'y  total  s  as  specif  ied  by  the  needs  pf  stcre. 

c.  Leconiib  a.  permanent  record  ^nr  oach  day  and  provides  valuable  informa- 
tion for  future  plannipg. 

d.  Must  be  i^eplaced  periodically 

5.    Mechanisms  to  he  reset  dally: 

a.  Consecutive  receipt  number; 

b.  Date  mechanism; 

c.  Activity  counters. 

Procedure  for  opening  the  cash  register 

1.  Obtain  t,^e  opening  change  fund. 

2.  Count  and  place  the  money  in  the  cash  drawer  from  the  left  to  right. 

a.    Coins  are  placed  in  the  front  compartments. 

Currency  is  placed  face-up  in  the  second  row  of  compartments. 

Large  bills J|50  or  $100)  and  checks  are  usually  placed  under 
removable  cash  drawer. 


b. 
c. 


List  and  total  amounts  of  both  coins  and  currency  on  forms  pr'" 
Notify  your  manager  if  there  is  a  discrepancy  in  the  opening 


Procedure  for  making  change 
1.  Manually: 
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I. 


a.    Announce  the  ^mcjnt  of  the  sale; 
d:    -i2ce  the  amount  tendered  oh  the  change  plate; 
c.    Csll  back  to  the  custcner  the  amount  of  the  sale  and  the  amount 
tendered;  . 

^-    ^".^"^        ^^^^9^  J^f^yed  from  the  drawer; 

Count  the  change  . iruo  the.  customer's  hand; 
f:    ^Jace  amount  tende-ed  in"  the  proper  compartment  in  the  cash  drawer  and 

v..  iose  the  drqt^r  irrinediately; 

0.  G'ive  the  customer  the  receipt; 
n:    Thank  the  customer. 

2.  ^.rj.T^::tically: 

a.  An/iOunce  amcuht  of  the  sale; 

b.  Place  the  amount  tendered  by  the  customer  on  the  change  plate; 

c.  Enter. amount  tendered  by  pressing  tr»e  amount  tendered  key; 
^ount  of  chan^    ^ue  will  appear  .on  the  indication; 

e.  Count  the  chano«  shown  on  the  indication  as  it  is  removed  from  the 
drawer; 

f.  Count  the  change: into  the. customer ' 3  *-?r,d; 

g.  Place. amoant  tendered  in  the  register  <Jra*yer  and  close  the  drawer 
immediately;  ^ 

h.  G.ive  the  customer  the  receipt; 

1 .  Thank  the  customer. 

D.  Procedure  for  correcting  regio.:er  errors 

1 .  Type  of  errors: 

a.  Overr'ng; 

b.  Under ring; 

Failure  to  ring  up  all  necessary  information; 

d.  Hitting  a  wrong  transar^Joh  key; 

e.  Customer  decided  not  to  bt.v/,  after  uhe  sale  has  been  recorded. 

2.  Record  voids: 

f^.ust  be  done  to  avoid  t vv.ui'dkeepi ng :problems.  . 

b.  Type  of  information  usually  heeded  includes  kind,  a.i.^unt,  and  signature 
of  person  making  the  void,  j 

c.  ?"Qrm5:may  be  completed  or  the  necessary  information  is  simply  recorded 
on  the  voidedregister  receipt. 

d.  Are  usually  placed  in  the  register  drawer  until  the  end  of  the  day. 

E.  Procedure  for  closing  out  the  cash  register 

1 .  Balance  cash  <; -les . 

^'  ^0^/^.^.  currency  a:jf   ^  ir'.  dnd  subtract  amount  of  opening  fund  and  record 

-  amount  on  close  ou 

b:  Add  a]1  checks  ahu       i    ^  ^  t,i f  1cat*»s . 

c.  Add  all  paid  outs.an:  :;;?rds, 

d.  Compare  cash  sales  counted  with  total  cash  sales  on  the  audit  tape. 

e.  Locate  and  record  sourcef  e;*rors. 

2.  Tabulate  charge  sales  and  recoi  o'  on  register  close  out  form. 

a.  Total  ine  amount  on  t^e  charge  tickets  in  the  register  drawer. 

b.  Compare  with  total  charge  sales  on  the  detail  audit  tape, 
c:    Find  and  i^ecord  any  error. 

3.  Tabulate  voids  and  record  on  close  out  form. 

4.  Total  all  sales. 

5.  Compare  with  total  sales  or.  the  audit  tape  and  Indicate  if  register  is 
proven,  over  or  short. 

6.  Complete  daily  sumnary  ac  jrding  to  store  ^iJ'cy. 

7.  Place  cash  in  a  bank  bag  and  turr  it  in  to  the  designated  person . 

Checks,  bank  cards  and  credit  cards 

A.    Customer  cItc-l^s 

1.    All  part^  of  a  check  should  be  carefully  examined: 

a.  Check  number; 

b.  Customer's  name,  address  and  phone  number; 
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c  0»te; 

d.  Paxee.  __     _  : 
e:  Mmoont  of  check; 
f.  S''3nBture-. 

?.    Follow  ptocoiure  for  acc^tin^  cfec*:s: 

I-    ???sf^t  the  chedL  cdrefully  for  c-'.ny  discrepancies; 

b.  Record  proper  cujtoner  identifi cation  on  me  check; 

c.  Sec fc  checfc  approval  according  to  store  policy. 

3.   Costoner  bant  cards 

1.    AH  i^anl:  car<f$  should  be  carefully  examined: 
a:    ^rpiratTon  dbtc; 

b.    totb»ef'*^i^atunton  the  back  of  card. 
Z.    Follw  pmeiare^  fbr  accepting  banic  card»: 

#•    ??»PnGt'^<''t  card  on  the  proper  bank  card  slip; 

b.  Record  sale; 

c.  C^taln  dUthortzdtian  from  bmk  card  company,  as  required; 

^     Cfceck  UiC  "h6t  Isst"  if  the  card  does  not  need  to  be  authorized  by 
^onaj 

e.  OhthXn  the  custoiner'5  signature 

C.    Cu^temr  's  5tore'  credit  card 

1.    AU  $*ofe  cre<Jit  card5  ^ould  be  carefully  examined: 

a .  Expiration  dat»; 

b.  CiiStor*^  ^ignaiiure-  on  the  back  of  the  card. 

Z.    FoliOtf  procedures  for  iccepting  store  credit  cards: 

».    lftprirt_card_ on  the.  sales. ticket  and  record  the  sale; 
b.    Seek  jsothorizat ion  if  necessary. 

Inventory 

A.    Proper  inventory  procedures 

1.    ?relp  to  maihtai-  the  correct  amount  of  merchand  ■'^e  oh  hand  at  all  times. 

?. ,    Provide  information  that  indicates  whether  the  business  is  making  a  net 
profit  or  not. 

3.  Alert  nvanagencnt  to  how  much  sLock  shrinkage  is  taking  place. 

4.  Are  necessary  for  tax  purpose^. 


b. 


Kinds  of  inventory 

1.  Ferpetuel: 

a.  Js  kept  -;'aily; 

b.  Is  a  cquMt  of  what  has  been  received,  sold  and  what  is  ii  stock; 

c.  Is  a. 'book  inventory"  of  what  should  be  in  stock,  but  not  an  actual 
count. 

Physical: 

^.    ls_*  tpu^^  iQ.  which  each  piece  of  merchandi3e  is  physicoHy  counted  by 

hand  or  by  computers, 
b.    Frtijuehcy  \s  determined  by  store  policy. 
L.    Will  indicate  the  amount  of  shortage?. 

Inventory  records 
1  .    Uni  t  control : 

a.  Snows  the  actual  number  of  pieces  cf  merL.vindlse  in  stock. 

b.  Is  most  often  kept  by  computers  but.may.be  kept  by  hand. 

c.  Will  provide  information    ^out  merchandise  orders,  sales,  returns  and 
transfers . 

2 ,  Del .ar  control : 

ci .    Ibpws    owiinuch  merrhapiji_se_  in  . dollar  . amounts  Is  in  stock, 

b.  When  perpetual,  will  cor»tinaa*' ly  show  the  dollar  value  of  the  merchan- 
dise jn  hand. 

c.  When  pny sical ,  _wi  1 _ ihow  dollar  value  only  when  an  inventory  is  taken. 

d.  Is  ta^-en  accordiric,'  to  store  policy. 
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[CTIB  073-Oij^ll3 
[CTIB  073-00-12] 
[CTIB  073-00-13] 


(HO-20) 


(PR-5;  pp.  152-153) 


(PR-?;  pp.  175-176) 


(PR-2;  pp.  174-175) 
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st:.dln:  activities 


vocabulary    na.e  stuc-:..i:s  >       a  vbcabu^er)  -r^tt-^.-^ok  of  i^ey  words  for  this  unit.  5^.^ 

^eig^l^iStic^:    5ec  paye        :    I^epr-^o.c  i...  ^cse  study  and         stoL.r-ouiM  :ioor  -,ian  .^nd  c^ye  d  ccpy  to  e.ch  SA-' 

sOTent,    riave  then,  return  the  .-Irst  paqe,  with  their  answer..    For  an  actual  "hands-or, "  .cUvity  hav^^^e 

sxudef  s  br^^Q.  she...:  boxes,  -crar;   the  Lc.-s    .curding  to  the  code  on  ih*.  ctsc  st^y  aoc  sc-  tne  5o..- ,  y."'^  ,c. 
the  back  of  me  classroom.    Role-r;].y  tn.  part       ,  custcxner  and  request  certain  sSoes  for"studenr  ti^i^ring  Jo 


you 

PP'i,  LXper<ence  1-1-12,  p.  2;:-^. 

Lxperier.ce  12-11,     ,  ici. 

PR-2,  •  I:.  ::  u:::.  .  210. 


SA- 
SA- 


..;  ^^^^'P  th^^  following  v.  c'ass:     (1).'7"  sh  -ts.  scarves,  sweaters  and/or  other  merch^jndise  to  Sm-6 

'■  ue..,b  or  ;ror^^,_^.^  a  dress  with  a  Delt.  a  blouse  with  a  a  shirt,  cuffed  trousers,  pants  with  a 

d/or  o^her.nanging  merchandise  wi th-hahgers .    First,  have  working  students  demonstrate  the  prop  ^  methods 
-    -="5-  ^yf-'^^s^.^^o^P       merchandise.    Then  have  each  student  fold  and  arrange  the  first  group  of  items  on  a 
J-L.^^     give,  feedback  tb-each  student  on  the  task  performed.    Next,  divide  the  cL^bs  into  qroups  of  3. 
.1    Jnirprsri"^  upon  the  h«er  of^hanging  items  ycu  can  bring  to  -ass),.  Each  group  Shouid:be  given  at  least 
rh^vc    ofl       TK^  ^'''^^'■f  ^^?^  a  place  to  hang  thr-:,  (thi  s.  can.  be_  open,  doors .  coat.racks .  curtain  rods  across 
rni  i..^    1  tems^ shou  1  d  bc  un s t ra  1  gh tent ( 1. 6 .  _2ippers  unzipped,  _s  lirts.unbuttoned,  caffs  turned  wrong, 

nr  !wn  !f  ^u^"'''^^^  i^nbuckled,  bows_untied,_etc._-with  some.hangers  turned  wrong. way ).    Ask  one 

Pr.tWD.memberS  of^the  group  to  straighten  the  iter^.  as  it  should  be  done  in  an  apparel  store     After  this  is  done 

to.see  if_the..job_.as  dc^e. properly  "  -ter  ?;;! 'entire  grou  ]s 
satisfied  that  their  presentation  is  correct,,  thejnstructor.should  check  each  group  and  give  feedback  to  the 
^l!^^^!.c^f^^?"       -"^u^        °t  work  and  correct  anything  that  is  overlooked.    Be  sure  items  are  hung  accordlna 
K  !  ^-^""^  "^^'^^  hung  in  front  of  long  items,  as  well  a?;  havmg  each  piece  neat  and  straight 

ana  hangers  turned  in  the  sanie  direction.  ^         k  y 

PR-2,  Experience  14-5,  p.  211.  5^  7 

q^stforir"'  ^^^^       *    Reproduce  the  case  study  for  each  sfjdent  and  have  them  complete  the  want  -lip  and  SA-8 


PR-6,  Experience  14-1,    .  181: 


SA-9 
5A-10 

SA-n 

SA-r^ 

Sm-1  j 


^dvise..Byyer_gf  :^:^Jchandl5e  Needs:    See  page  23  .    R.;  r;,uu..  •      case  -udy,  the  basic  stork  ^ist  and  the 
stock  requisition  tor  each  student.    Have  then  complet-^  i.r.c-  :      -  nequ-f^  •;  t  ion . 

?.^-7,  Simulation  1,  Incident  20,  p.  72-4. 

PR-2,  Experience  11-7,  p.  157. 

PR-7.  Simulation  6,  pp.  168-178.    Ne%e-t^ -Teacher:    This  is  an  e>i:elIo^t  simulation  covering  checking  and 
receiving    defective  merchandise,  marking  price  . r^>gs,  and.dist.r.-u:  ■  -     ^--chandise;    It  can  be  broken  up  and 
used  at  the  appropr  v.te  points  1n  tne  outline  or  used  as  a  culnim;:,  ,  >.  tivlty  near  the  end  o^  this  unit. 

Experience  12-10,  pp.  182-183.  S;^_i4 

PR-6,  Experience  15-1,  p.  201. 

PR-2,  Experience  12-8,  p:  180: 

PR-6,  Experience  1  >-3,  pp.  202-203.  SA-1 7 

PR-2,  Experience  11-12,  p.  164.  ^^A-is 

Prke  Ta£s: :  Purchase  a  plastic  connector  gun  (or  borrow  one  from  a  storej  and  plastic  connectors  Bring  old 
pru^  :.ags^that  you  have  collected  ard  items  of  apparel  (appropriate  for  plastjc  connector  tags).  Hcve  the 
su^eo.s  place  price  tags  or.  '-fvera^  of  the  apparel  items.  They  should  learn  to  use  the  gan  correctly  as  well 
the^correct  placement  of  the  ticket  sc  as  rot  to  damage  the  merchandise.  After  each  student  ^i.nshes,  re- 
.-^ove^the  *  gs^and  begin  again  with  the  next  student,  until  each  studrnt  has  had  an  opportunity  to  learn  to 
i-se  the^Qun.  If  you  have  an  old  silk  scarf  and  tee  shirt,  let  them  p'cce  the  tick'*',  incorrectly  to  see  the 
damage  done. 

PR-6,  Experience  15-5,  p,  206. 

Seasonal  Letter  Code:    See  page  27  ;    Reproduce  the  activity  sheet  ^  -  each  student.  SA-1 

MarHng.  rrjce.Iags::  See  page.  29  ..  Pt;>  chase  or  borrow  a  pricing  gun  and  reproduce  and  cut  out  an  appropriate  5A-22 
nur^c^r  or.p-ice  tags.    Have  students  prac  tice  putting  pric-s  on  the  tags  with  gun.    Ask  them  to  glue  one  marked 
tag  to  a  sheet  of  paper  and  turn  in. 


SA-19 


ERIC 


Marking__and  Recorcihg  Price-^hafiges.;  Se^e  page  30  .  Reproduce  toe  rase  study  and  operations  bulletin  on  ",^etail  SA-23 
Price  Changes"  for  each  student. 

Ringing  the  Salg;    Use  the  cash  register  available  and  point  but  the  different  parts.    Reproduce  the  activity  SA-24 
sheit  ihd  a  sales  tax  chart  and  have  each  student  practice  ringing  the  register  using  the  activity  sheet.  An 
alternative  to  this  activity  is  to  set  up  a  cash  register  tralniig  session  with  one       your  departiDent  stores. 
This  alternative  is  effective  because  more  registers  are  available  and  the  registers  will  probably  be  more 
up-to-date  than  those  available  in  inost  classrooms.    See  page  36. 

Chanf4ft9^Bgi^    Be.caus^.of_the  wirte. variety  Df:c«5h  registers,  you  rr».st  instruct  your  students  oh  the  procedure  5A-^5 
for  chan9lngTie_  tapes,  frecefpt  and  detail  andit)  on  the  register  thd  you  have  available.    Give  each  sUic-nt  an 
opportunuy  to  practice  changing  the  tapes  until  they  can  do  it  correctly. 

siudenf^^^  ^^^^^^^  ^"^^^  ^^^^       *    Rcfprdduce  the  activity  sheet  and  operations  bulletin  for  each  SA-26 

dperjtions  ^^Q 


^ttlng  ActTvit/  Counters:    Instruct  the  student,  on  the  proper  procedure  'o^  setting  this  ^echanisrr;  on  vo-jr  -ash 
register  and  give  them  tne  opportunity  to  reset  each  item.  ^ 

Ope-n ifl^-Cti-^ng^-g-afl^;    See  page  39  .    Reproduce  one  artivity  sheet  for  eii:.^  ^turit.-:'. 

udent.  SA- 


Vol^:    See  potges  41-45  .    Reproduce  operations  bulletin,  caie  study,  ^r;c  vole  fc-^s  for  cacr  st 
PR-7,  Simulation  1,  Incident  16,  ;p.  61-71. 
PR-2,  Experience  4-iO,  pp.  50-51. 
PR-6,  Exper-ence  5-6.  p.  53. 


SA-30 


SA-32 
SA-33 


t^l^T^f^ra^^^  scuaehts  bring  copies  of  close  cjt  forr  in  their  store  anc  compare 

PR-7.  Sinulation  1.  .  iCideht  14,  p.  ^2  and  p.  44.  y 
^£Se|tT^^^  See  pages  4C-^8  .    Reproduce  the  actuity  sheet  and  the  operations  bulletin  Sa:  35 

Pk-2.  Experience  12-6,  pp.  1  77-1  78.  ,p 

S  A  -  J  c 

r-R-2,  Experience  12-4,  p    1 76 

SA-37 

PR-2,  Lxperience  12-3.  p.  ]?5.  _^ 
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SA-2 


hOEATiNS  STGCK 


Assume  that  v.'.an  j^ou  reported  to  work-today  at  Logan*s,  you  were  asked 
to  fill  in  for  Ms.  Porter  in  the  children's  shoe  department.    Ms.  Pnrter 
has  a  doctor's  appointment  and  will  only_be  gone  a  few  hours.    You  r.ave 
been  gi yen  information  on  the  stock  locations  of  the  shoes.    During  t-e 
time  you  are  there,  you  wait  on  six  customers  who  asked  to  be  shown  tr-: 
fol lowir  3  shoes: 

Stock  Location 


CUSTOMER  1:     /eilow  tennis  shoe,  with  stripe,  size 
3C 

Lt.  blue  tennis  shoe  with  stripe,  size 
36 

CUSTOMER  2:    White  wedge  sahdle,  size_4A 
Berry  flat  sandle^  size  4A 


CUSTOMER  3:    Brown  flat  sandle,  size  5  1/2D 

CUSTOMER  4:    Red  ^-^hnis  shoe,  solid,  size  IC 

CUSTOMER  5:    Blacf^  c^^ess  shoe,  Mary  Jane,  size:2B 
Black  dre-ss  shoe,  open  toe,  size  2B 


CUSTOMER  6:    Green  Sandle    ,>edge,  size  3  1/2C 


Give  name  an^!  location  of  any  <^ubstitute  yoj  would  bring  if  there  are 
any  {*uts . 

CUSTOMER  1:  

CUSTOMER  2:  ____     

CUSTOMER  3:   

CUSTOMER  4:   

CUSTOMER  5:   

CUSTOMER  6:   


Th"  shoes  have  the  following  style  numbers: 

Flat  sandles  -  19  Plain  tennis  shoe  -  25  Mary  Jane  dress  shoe  -  61 
Wedge  sandles  -  30  Stripe  tennis  shoe  -  27  Open  toe  dress  zhoe  -  65 
Thong  sandles  -  59  Slip-on  dress  shoe     -  70 

Color  codes  are  always  marked  on  the  box.    The  code  is  as  follows* 

Black  •  1     Tah(beige)  -  5  Fashion  Colors 


Red     -  4     White  -  8  "  "         ^^''1°'"    '  ""^ 


Ojjeratioris  . 


Boxes  are  marked  in  the  following  manner: 


The  stock  room  is  arranged  first  by  ti^pe  of  shoe  fdress^  sandle^  tennis, 
etch  then  by  coldr^  style  and  size.    This  makes  it  easier  to_find  a 
similar  shoe  in  the  same  color  and  size^  if  you  are  unable  to  fit  a 
customer  in  a  requested  style. 

Using  a  floor  plan  of  the  stockroom  and  sales  floor  vP>"oyided  By  your 
instructor}  indjcate  where  you  would  find  the  requested  shoes.  Plac: 
this  information  in  the  blanks  cntne  first  page  under  Stock  Location 
The  stockroom  locationwi 1 1  be  shown  by  aisle  letter  and  shelf  number  and 
shelf  letter. _  For  example,  a  black  flat  sandle,  size  2B  will  have  the 
following  location,_A-l-e.  _Shoes_wi11  also  be  f^       in  forward  stock  (on 
display) .    Locate  these  shoes  by  placing  the  letters  F.S.  (forward  stock) 
and  tho  display  fixture  number.    For  example,  the  location  of  a  white 
wedge  sandle,  size  2B  will  be  FS-4.    If  a  shoe  is  not  in  stock,  simply 
mark  OUT,  and  indicate  an  appropriate  substitute. 


CHILDREN'S  SHOE  DEPARTMENT  FLOOR  PLAN 


EKLC 


Display  -  high  and  low  top  styles 
Fixture  5 


^  DisplayN^ 
Fixture  6; 
Tenn  is 
shoes-all 


^  shoes-all 
^  styles  ^ 
white, 2B 


in  r+  o 

X  3  to 

C  ^ 

1/1  Q> 

to  ^- 

--4  :3-  =r 
o 

to  13- 


o 

T3 


f 


✓^Display  ^ 
Fixturr^  4  \ 
S^.ndles 
Style-30 


I 

^ White  and  Fashion 
'^Colors  ^ / 
Size,2B 


-T1 

oo  oo  o 

-r"-  <-1-  r-- 

X 

rsj  ^  4/) 

fD  — 'TS 

^ 

ft)  — ' 

.-5 

CO  _  & 

fD 

CD  — 

WD  J 

M  CO 

n  to 

o 

o 

to 

Entrance 
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Oil. 


-n  cn  o 

i-i- 
X  ^  to 

c  r;)  — = 

fD  €71^ 

- 

3>  LO 
— «  M 
— '  fD 
M  to 

o 

to 


-^Oi  splay>^ 
^  Fixture  2  ^ 
^   Dress  shoes  | 
\  All  fashion  colors 
Size,3C  7 
^Style  -  61 


STOCKROOM  FLOOR  PLAN 


SA-2 


r  ::t 

^-  >i     i  «  1 

\ 

.  '^  _  _ 

1 

_. 

lA 

r  " 

f  ^ 

"1  ^  *^ 

-7- 

1 

V. 

>        —  1 

h  c 

•  ^  i- 

«s  . 

: 

- 

>- 

M  t 

-  f 

u 

f  C 

<  3  > 

x 

1 

J- 

> 

->  1  ^  -  : 

V. 

A 

U' 

.  s  ^ 

J  0 

<  u 

r  ^^.  4 

-  i 

Li 

1* 

n 

Vj 

s  I* 

.  St 

^  i 

0  ^ 

- 

^  : 

V 

^    V  V 

-  is 

^ 

-r  -  tf. 

&i 

x» 

n  - 
L 

%JL            t  >, 

^ 

f-  ^^ 

< 

■ft 

-  ^ 

0 

§^ 

A) 

^  N 

U 

n — 

Co 

U 

1/  %i 

-  r 

<^ 

-? 

:: 
t 

a?  ^ 

(S 

Ut 

r« — 

U 

-  Uj 

U)  -    UJ  Cg 

Uj  Ji. 
(> 

h 

^  "a 

1. 

r> — 

_ 

Ug       Uu  Ckj 

< 

< 

< 

Ok 

J 

i 

u  t 

^ 

^ 

< 

< 

< 

is  K 

5^  U  is  - 

-  ts 

-  - 

i- 

-  V 

L  UN  ^  1 

Si  ^ 

-  £ 

< 

'ft. 

si 

V     -  \ 

J-  ^ 

<^ 

-  la 

•ft 

s 

-  C 
r\ 

•a 

t£ 

jA 

-  « 

^? 

i  ^ 

•ft 

OS 

N 

N. 

N. 

Ik  <r 

r 

•  (■ 

( 

w 

w  - 

!4? 

_ 

A 

X 

j4< 
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Stock-  i;^x:at4jon 


CUSTOMER  1:  B- 


B- 


CUSTOMER  2:  A-  17-e 


A-  JS^c 


CUSTOMER  3:  A-  7-a 


CUSTOMER  4:  b-  5-a 


CUSTOMER  5:  C-  1-d 


CUSTOMER  6:  OUT 


Substitute  for  out        A-  20-b       (Customers.should  be  brought  the  color 

they  are  looking  for  first) 
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SP.-8 


FILL  OUT  A  WANT  SLIP 


You  are  working  in  the  Men's  Sportswear  Department: (#10).    Today  Mrs. 
Watkins  came  in  Ibbkihg  for  corduroy  jeans ^  waist  31,  length  35. :  . 
Logan's  has  no  cbrdurby  jeans  in  that  size  in  stock.    Also,  at  diffe.^ent 
times  during  the  day,  two  people  requested  button-dbv/n,  round  cbllar 
shirts  in  pink^  which  ybu  db  hbt  carry.    You  also  ribtice  that  ybur 
light  blue^  oxford  clbth^  Arrow  sNirt,  style  432  has  been  moving  fast, 
and  ybu  only  have  nine  on  hand.    This  shirt  sells  for  $18.52. 

Inform  the  buyer  of  your  department  of  the  above  information  by  filling 
Out  the  following  want  slip.    Use  today's  date  and  store  #3. 


Salesperson^ 


SEND  TO  QFFI£E  AT  Q^€E 

WANT  SUP 

 bate  Store  No- 


Code:-   SjO  -  spectal  order 


Dept.  No. 


OS  -  out  of  etoclc 


Code 

Description  (Item^  color ^ size,  price) 

Hd.  of 
requests 

CustdDer  name  &  address 
if  special  order 

Vendor,  style^  color^  price 


No.  of  p:.!eces 
in  stock 


SUGGEST  A  SUBSTITUTE 


Name  three  reasons  why  want  slips  are  valuable  and  the  time  spent  filling 
them  out  is  important. 

1  .  

2 

3. 
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SA-8 


KEY: 


SEND  TO  efg|£E  AT  QfelCE 

WANT  SLIP 

SalespergQD l/\njr^     DateJ^.4>^A  /J^.  Stort  Ho  _r  Bept,  No. 

=  =    Code  r  SO 


-OS:i^-C»It  of  a^tocfc: 


Code 


bescrtpcion  (item,  cblorisize*  price) 


Rb.  of 


CQBtoner  nam  &  address 
If  special  order 


2^ 


Thefollbwing  stock  is  low: 
Vendor,  sty le^ color,  price 


fiOt  off  jrl^ces 
in  sEocic 


1 


SUGGEST  A  SUBSTITUTE 


1,    Alert_the  buyer  to  stock  conditions 

2!    Records  CDStomer  preferences   

3.    Keeps  salespeople  alert  to  customer  needs 


S7 
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ADVISE  BUYER  OF  MERCHANDISE  NEEDS 


When  you  arrive  at  work  today  in  the  Girl's  bepartmerit_at_Logah-s,  your 
manager  asks  you  to  requisitidn  the  necessary  number  of  ROUST  ABOUi 
jeans  and  leave  the  requisition  form  on  her  desk  before  you  leave  to- 
night.   In  order  to  complete  this  task  you  will  need  to  count  the  jeans, 
compare  your  count  with  the  minimum  quantity  on  the  Basic  Stock  List, 
and  then  determine  just  how  many  jeans  should  be  requisitioned.  Your 
instructor  will  give  you  the  Basic  Stock  Eist  for  ROUST  ABOUTS  and  the 
requisition  form.    Fill  in  the  requisition  form  using  today's  date, 
store  nurrfcer  3,  department  number  14,  and  class  18.    ROUST  ABOUTS  ad- 
dress is  1926  Seventh  Avenue,  New  York,  NY  10144. 


After  counting  the  jeans^  you  find  that  you  have  the  following  ROUST 
ABOUT  jeans  in  stock: 


O  1  Zc 

r  1 

to  1  or 

yty-on-nana 

Style 

Size 

Cdldr 

-  - 

Qty-bri-hand 

496 

6 

Blue  a. 

6 

498 

5 

Blue  d. 

6 

8 

7 

8 

3 

10 

A 

10 

6 

12 

6 

12 

10 

6 

Beige  c. 

3 

6 

Rpi np  r 

0 

C 

8 

:7 

8 

1 

10 

10 

10 

5 

12 

8 

12 

4 

6 

Grey  c. 

5 

6 

Grey  c. 

5 

8 

5 

8 

6 

ID 

5 

10 

2 

12 

7 

12 

8 

497 

6 

Blue  d. 

3 

8 

8 

10 

6 

12 

7 

6 

Beige  c. 

9 

8 

-8 

10 

]e 

12 

12 

6 

Grey  c. 

2 

8 

3 

10 

9 

12 

4 

When  reqoisitloning^items,  you  should  request  enough  merchandise  to  bring 
stock  levels  up  to  maximum.  You  do  not  need  to  requisition  a  size  if  you 
have  at  least  two  over  the  minimum  required. 
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SA-10 

Sftsie  s^dek  List 


store  No.     3      Dept;  Nb;    -3--—  item:-  RQUSt  ABOUT  jeans 


Vendor  and  address:  ROUST  ABOUT, 

1926  Seventh JvenaE^_NewJ^^4<, NY  10144 

Style  No. 

Descn'pticn 

Color 

Size 

Mih.Qty. 

Max.Qty. 

Retail  Price 

-  -  -  -  = 

capcreu  leqs 

--rs- — 
>  PMie  U4 



 5  

—  12 

$15.98 

-'■  



— 8 

5 

12 





— fU 

/ 

16 

1  o 

-h: 

7 

16 

'-7- — :  

belQe-c^ 

— 6 

4 

10 

$13.98 

o 

4 

10 

10 

6 

14 

 1 

 — — 

1  c. 

D 

1  A 

14 

 —  J 

qre  y  c , 

C 

—  D 

o 
0 

o 
0 

51 3. 9rj 

Q 

Q 

 - 

in 

c 

0 

1  9 

  - 

1  ^ 

i 

1  0 

AC 



497 

<;traifiht  Ipn 

D 

c 

1  0 

$1 5.98 

8 

c 

D 

J  £ 

10 

7 

J  D 

12 

7 

1  0 

beiqe  c. 

6 

4 

1  A 

lU 

$13.98  

8 

1  o 
1  u 



10 

D 

14 

12 

0 

1  4 

 — - — 1  

qrey  e. 

5 

o 
o 

 $13.98 

8 

o 

o 
o 

'  

lb 

c 
0 

1  o 
\c 

-  ■ 

12 

5 

-\2  

■ 

498 

flair  leqs 

blue  d. 

6 

3 

 §  

 $^1 5.98 

8 

 8  

- 

10 

3  [ 

 ^  

—  — 

) 

12 

-  -  5^   r 



—  ■■ 

beiqe  c. 

fi 

 ^  

 6^ — 

$13.98 

2 

 6^ 

10 

3 

8 

\P 

4 

 10- 

qrey  c. 

6 

 6  

$13.98 

8 

U) 

3 

 ^ 

4^ 

4 

Additional  Cdnments:    These  items  should  be  checked  once  a  week  and 

requisitions  turned  in  for  any  items  near  or  below 
the  minimum  quantity. 


Rep,  is  Sally  Smith 
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iill 


Store  No. 


Dept.  No. 


STOCK  RiOyillTION 


bate   By 


Vendor 
Aidress 


Class 


Merchandise  Description 


tyle  //  Color 


EKLC 


size      Qty.  Needed 


Style  # 


Color 


Size 
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39Q 


Qty.  Needed 


KEY: 


Ldl|4kKj's 


sA-id 


sirioN 


:ore  No.    J  Dept.  No.  D&te'/or^j'^  rU/r.      By  .yf/^^,^^-  yta^mj  . 

Vendor    ^^^^i    44mtT^  Class  if 

M dr ess  / ^A  ttr  ^  ' 
rchandlse  Dstiicriptlon 


N^u/\^Ll:^  My  yoy^^ 


le  if 


Color        f  size   j  Qty.  Nee  led 


Blue  dfn/ufli 


'Be/Jf  Core/ 
G-my  cord 


re 


'5 


I  z 

h 

10 


b 

/Z 


h 
J  b 


ERIC 


style  i  Color 


6 
/ 

7 


5 


S 
6 

b 

b 
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n 


Size 


Qty.  Needed 


SEASeNAb  LETTER  GeDE 


SA-.21 


Today  JBctober  15)  yoor  manager  asks  you  to  go  through  a  rack  and 
several  tables  in  the  accessory  dopartment_and  pull  all  merchandise 
that  is  over  amonth  old,  so  that  it  can  be  marked  down.    The  styles 
that  you  sort  through  are  illustrated  by  the  price  tags  below  (one 
tag  for  each  style).    Which  styles  will  you  pull  for  your  manager? 

You  will  find  the  seasonal  letter  in  the  center  of  each  tag.    The  date 
is  determined  by: reading  the  numbers  as  the  days  of  the  month  and  let- 
ters as  the  months.    The  code  for  the  months  isTIMEXYLOGANS 
(January  ^  T,  February  =  I,  etc.).    Which  styles  will  you  pull  for  your 
manager? 


(1) 
(2) 


Mark  the  letter  of  the  tags  for  the  merchandise  that  you  would  pull 
for  your  manager.    


is  it_not  necessary  to  have  the  year  indicated  on  the  season 
letter  for  fashion  merchandise?  — 


-  • 

I 

Dept. 
U 

D^t. 

!  o 

24G  o 

^5  453Q 

ciati 

55 
O 

Sivl* 

463A 

!  10 

1  22,98 

i 

19.62  . 

A 

E 

Debt 

11 

15G  8657 

Ciiu 

61 

12 

^6.98 

/" 


11 


V  I  5.98 


Depl  Stv»t 

n*  333 
Class 

07 


S.9J 
H 


Dept         Sty  hi  I 
11    7G  DF4' 
Clui  Size  I 


Dept.  Siyla  I 

11  57890 


$2,48 


o  no 
Operations 

O  27 

ERIC 


SA-2] 


KEY: 

(1)  A,  e,  E,  F,  i 


(2)    Because  merchandise  is  not  usually  kept  for  longer  than  three 
months . 


93 
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Dept. 

1  9  . 

o 

Ctan* 

Style 

C 

If 


Dept.  Stylt 
Ctast  Size 

X 


If 


bept  Style 


Oept:  Stylt 
Clasi  Si?e  

J-  . 


\ 


b«bt              Stylt  Diet: 
a»«         Sl/t   OiSJ  Si/e 


5 

Stylt 


on 


04 
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SA-2.3 


MARKING  AND  REeBRDiNls  PRICE  CHANGES 


Your  iiiana|er,  Sally  Ross,  has  asked  you  to  mkt  some  price  chanqss  for 
h!cr\^''*"'  ^"         departmenLtoday.    She  si  so  asked  you  to  record 
these^changes  on  the  pnce^cbange  form.  ,Since  Mrs    Ross  expects  to  be 
in  a  departnient  managers  '  meeting  most  of  the  day,  she  m'ves  you  an 
operations^bu  letin  on  "Retail  Price  Changes".    She  asks  you  to  refer 

fJ^l  n   'i'  '^.T?^  have  any  guestions.    You  are  working  .n  L-^aon's 

(#3Jj  Men  s  Dept.  (#11)  on  September  10. 

The  changes  are  listed  below: 

(1)    Your  department  has  had  a  difficult  time  moving  velvet  smokinq 
jackets.  _^The  bgyer^has  taken  two  markdowns,  but  there  are  still 

0^  these  jackets  on  the  sale  racK.    Your  manager  tells  you  to 
take  another  .-narkacwn  of  Z5^.    Use  the  price  tag  and  the  retail 
pnce  change  form  below  to  make  the  appropriate  changes. 


1290 


No, 


of  Change ; 


Department  No.  

Markdofwn  Markup 


e 

Date 


 ^Warkdown  Cancellation 

^uthoris:ed  by  


Markap  Cancellation 


No 


Class 


Article 


0 


?ty. 


Price 


~N&w 
Price 


T 


TOTAL 


lanr.e  v/as  necessary: 


I 


ERIC 
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one 


SA-23 


(2j  Your,  pre-seasbri  suit  sale  has  just  ended.  Customers  can  rip  loriger 
purchase  suits  rt  2B%  off  the  regular  sellirig  price.  You  have  ten 
wool  suits,  style  5382,  fourteen  wool/polyester  suits,  stylo  36m, 
and  eight  nylon  and  wool  blend  suits,  style  287.  Prepare  new  ice 
tags  ^'or  the  coats, _using  the  old  price  tags  below  as  a  reference; 
Record  the  thange  on  the  retail  change  form, 

17" 


Love's 


Dtpt. 

cUn 
O 


O 


Styli 


Dipt. 

'  9  . 

Cian- 
O 


Siyii 


Store  No. 


Depairtment  No. 


,8 

Date 


Tjrpe  of  Change; 

By  


Markdown       Markup       Markd otm  C ance i ia t ion  Markup  Cancellation 

 Authorized  by    


Style  No. 

Class 

Article 

Qty. 

1  Price 

Amt.  of 
AdjUstm. 

- 

  i 

TOTAL 


ly  the  change  was  necessary: 


ERIC 
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^8 


RE:    RETAIL  PRICE  CHANGES 

The  original  retail  price  is  not  always  the  price  at  which  merchandise  is 
actually  sol As  customer  demand  goes  up  and  down,  so  do  LOGAN'S  retail 
prices.    The  major  reasons  for  price  changes  are: 

(1)  Markdowns  -  reductions  in  the  original  retail  price.    The  cause 
may  be  (a)  special  sales  promotion,  (b)  end  of  the  season  clear- 
ance, (c)  slow  moving  stock,  fd)  becoming  shopworn  or  damaged, 

(e)  too  many  in  stock_,  or_(f)  markup  cancellations.  A  first  mar"  - 
down  of  one  third  is  a  typical  markdown  for  fashion  merchandise. 

(2)  Additional  markups  -  an  increase  in  the  original  retail  price. 
The  cause  may  be  (a)  increase  in  cost  to  retailer^  (b)  belief  : 
that  the  original  price  was  too  low,  or  (c)  markdown  cancellation 
(after  a  sale) . 

Whatever  the  reason  and  whether  it  is  up  or  down,  it  is  essential  that 
the  price  change  be  recorded.    LOGAN'S  uses  aprice  change  form  when  : 
recording  changes.    When  price  changes  are  not  recorded  or  not  recorded 
properly,  we  do  not  have  tl;e  necessary  information  for  our  inventory 
records  or  to  determine  the  accuraite  amount  of  profit  earned. 

The  following  is  an  example  of  our  Fetail  Price  Change  form. 


1290 


Retail  Price  Change 


store  Ho. 


Department  No. 


Dace       Wo  vember    7.  1982- 


lypd  of  Change:  X  Markdown 
By  Sft»  .Sftiesperson  - 


Markup       Markdown  Ca' cellation  HarkUp  Cancellation 

 Author by  CeclU»  Morgan  . 


Style  No 


1-23^ 


2-360 


Class 


19 

19 


Article 


black,  loafer 


btCT^  loafer 


Qty. 


10 


price 


3Z.00 


37.00 


7^ 


TOTAL 


$131. 2A 


^.y  the  chan^»  was  necessary: 


maUe  room  for  new  nerchandlsf? 
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SA-23 


In 


RETAIL  PRICE  GRANGES  (cont.) 


page  2 


eomplete  the  Retail  Price  Change  in  the  following  manner: 

1.  Enter  the  store  number. 

2.  Enter  the  departmfnt  number  that  you  find  on  the  price  ticket. 

3.  Enter  the  date  the  price  change  is  made. 

4.  eheck  the  type  of  price  change, 

5.  Sign  the  price  change  form. 

6.  Set  department  manager's  or  buyer *s  signature . 

7.  Enter  the  style  of  the  item  frbr.i  the  price  ticket. 

8.  Er.ter  the  class  of  the  item  from  the  price  ticket. 

9.  Write  a  brie,  description  of  the  merchandise. 

10.  Enter  the  number  of  items  (of  the  same  style  no.)  wUh  a  price 
change. 

11.  Write  the  original  retail  price. 

12.  Write  the  hew  retail  price  (after  change). 

13.  Write  the  difference  in  the  present  and  the  revised  price. 

14.  Multiply  the  quantity  by  the  difference  and  record  the  total. 

15.  Total  the  extension  column. 

16.  Write  the  reason  for  the  change. 


f 


This  ticket  is  an  example 
of  a  markdown. 


6A 


n 


I0-44.-i9* 
C 


TYS 


dperations 
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KEV: 
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Dtpt 

u 

45. 


Size 


1290 


tore  No. 


Retail  Price  Gliange 

Department  No.    Date    September  10,  198- 


Type  of  Change  i^^^rkdogn^  _  Markup  Markdown  Cancellation  Markup  Cancellation 

Student  N»e  _  _  Authorized  by        Sally  Ross   


yle  No. 

riass 

Article 

Qty. 

Price 

Priije  ^ 

ftmt.  of 
ftxijurtw. 

13K  1 

45 

velvet  smoking  Jackets 

4 

50.00 

37.50 

12.50 

h  -  -  - 

,  50.00 

1 

1 

! 

  - 

—  ^  — 

1 

1 

TOTAL 

50.00 

he  change  was  necessary: 


jackets  are  hot  selling           heed  to  move  out 
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I 


2> 


Dept. 


Clin 

ID 
o 


Styl* 


/' 


0«pt. 

// 

!  o 


o 


CUa- 

/5 
o 


Styii 


/ 


Dept. 
// 

o 


Clan- 

o 


SA-23 


Store  No.  3 


1290 


Department  No. 


11 


Date 


Sept.  10,198_. 


Type  of  Change:  Markdotm      ^rlcup  -  Markdown  Gancellatloo  Markup  Cancellatloa 


....    J  u         Sally  Ross 
By           Student  Name                                   Authorized  bv 

Style  No. 

elaflft 

Article 

Qty. 

Price 

5382 

10 

wool  suits 

10 

96.00 

24.00 

361H 

15 

poly/wool  suit 

1 

A.  '  f 

f 

76.00 

19.00 

266.06 

- 

287 

16 

nyion/wooi  suit 

8 

72.00 

90.00 

i8.no 

144.00 



TOTAL 

650.00 

lOiy  the  change  was  necessary: 


pre-season  sale  is  over 


ERIC 
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RiNGiNG  THE  SALE 


Using  the  sales  tax  chart  given  to  you  by  your  instructor^  complete  the 
transactions  below,  by  ringing  each  amount,  ring  subtotal ^  add  tax  and 
ring  iiotal .  staple  the  receipt  for  each  transaction  to  this  sheet  as 
indicated  below. 

TRANSACTION  l:  1  skirt  @  $28.98 
1  blouse  @  $18.72 

1  vest  @  $21.98 

TRANSACTION  2:  1  suit  g  $87.98 

2  shirts  @  $16.72  ea. 
1  tie  (3  $12.54    _  1 

1  pair  of  socks  @  $3.50 


TRANSACTION  3:  1  "T''  shirt  (3:$8.98  : 
1  knit  shirt  ?  $12.98 
1  sport  shirt  @  $12.98 
3  pair  of  jeans  ^  $15^54  ea. 
5  pair  of  socks  @  $1.50  ea. 


lRANSAeTIQM-4:  1  pair  of  shoes  @  $42.77 
1  handbag  @  $28.32 
1  bottle  of  polish  P  $1 .98 

KEY: 

1.  Subtotal  69.68 

Tax  2.79 
Total  72.47 

2.  Subtotal  137.46 

Tax  5.50 
Total  142.98 

3.  Subtotal  89.06 

Tax  3.56 
Total  92.62 

4.  Subtotal  73.07 

Tax  2.92 
Total  75.99 


Operations: 

O  36     ^  /-> 

ERIC 


READING  THE  DETAIL  AUDIT  TA^E 


SA-26 


It^is  the  end  df  the. sell  ing  day  at  Logan  *s  (#3)  and  your  manaaer  '^a-. 
asked  you  to  remove  the  detail  audit  tape  from  your  register    'Your  kpv 
number  is  B.  ^  a        •     uui  r,r.y 

Using  the  tape  provided  below  and  the  operations  bulletin  on  "Reaciinq 
The  Detail  Audit  Tape",  answer  the  following  questions  in  the  spa.-e'i 
provided,  ^  ' 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 


What  is  the  date  on  this  tape?  

Whc.t  is  the  total  of  charge  sales? 

What  is  the  total  of  cash  sales?  

What  is  your  register  number?  


Give  the  total  sales  for  the  day.  

What  was  the  total  tax  charged  for  the  day? 
Give  youE  sales  for  the  day. 


What  is  the  transaction  number  for  your  total  sales? 


25 

256 

0201 

.10 

CA 

2 

Se 

25 

257 

0428 

.50 

CII 

2 

Se 

25 

258 

0629 

.60 

TL 

2 

Se 

25 

259 

0025 

.18 

•rx 

2 

Se 

25 

260 

0157. 

40 

A 

2 

Se 

25 

261 

0215. 

80 

B 

2 

Se 

25 

262 

0201. 

10 

C 

2 

Se 

25 

263 

0055. 

30 

D 

2 

Se 

25 

264 

0025. 

18 

TX 

Close  out  portion  of  the  Detail  Audit  Tape 


KEY: 

1 .  September  25 

2.  $428.50 

3.  $201.10 

4.  2 

5.  $629.60 
5.  $25.18 

7.  $215.80 

8.  261 
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RE:    READINS  THE  DETAIL  AUDIT  TAPE 

Each  time  the  cash  register  is  used,  a  record  of  the  transaction  is 
printed  on  the  detail  audit  tape  {inside  the  cash  reqister).    At  the 
end  of  the  day,  the  reqister  is  "totaled  out"  in  order  to  obtain  in- 
formation about  the  day's  transactions.    The  fdllowihg  diagram  will 
illustrate  the  different  parts  of  the  detail  audit  tape: 

Register  Cleared  and  Ready  tP  Start  tjje  Day 


Register  # 
Date  


10 


Ja 


10  Je  1 
18  da  1 
16    Ja  1 


482. 
48^ 

482 
482 
482 
482 


0000.00 

6030.00 
3000.00 
0000. 00 

oooc.oo 


^^Transaction  # 
Tli— Jotal  Sales 
TX*~Tax  on  Sales 

A Employee  Key  Code 


C 
D 


-la  -  Ja  L    482     0000.00  TX 


Register  elosed  and  [tejjy  TransaMiQag^ Recor^^ 


1  IS 

Ja 

1 

552 

10 

Ja 

1 

553 

10 

da 

1 

E54 

10 

Ja 

1 

555 

10 

Ja 

1 

55£ 

10 

Ja 

1 

55  7 

10 

Ja 

1 

558 

10 

Ja 

1 

559 

10 

Ja 

1 

560 

-Totajj.Cash  Sales 


09d5.80 


Yj-j-*Total  Charge  Sales 
TXi 

Total  sales  for 


0459.15 
036?  .44 
0144.21 
0000.00 


B 
C 
D 

TX 


each: empl oyee 
(reflects  retail 
price  plus  tax) 


Each  transaction  is^recorded  in  the  erder  that  it  occurs.    Beside  each 
transaction  you  will  find  the  transaction  number  (to  the  left).  The 
letters  to  the  right  of  the  amount  rung  indicate  the  type  of  transaction 
that  took  place.    You  will  see  voids  (VO),  returns  (RE),  no  sale  (NS)  as 
well  as  the  letters  you  see  on  the  tape  above.  Jhe  tapes  shown  her',- 
represent  the  opening  and  closing  only.    TL  reflects  all  sales  plus  tax. 
TX  breaks  out  the  amount  of  tax. 


ERIC 
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OPENING  CHANGE  FUND 


SA-28 


Saturday,  November  5,  you  are  working  at  Logan's  (S3)  in  the  Boy's 
Department  (in);    Today  your  manager  has  asked  you  to  obtain  the 
opemng  change  fund  of  $55.00,  place  it  in  the  cash  drawer,  and  verify 
the  fund  for  register  Number  10. 

After  obtaining  the  fund,  you  made  the  following  count:  100-pennies,  20- 
hickels.  2D-dimes,  12-quarters,  2-half  dollars,  12-$1  bills,  4-$5  bills, 
and  2-$10  bills.    Make  the  necessary  notations  on  the  opening  change 
fund  verification  below: 


ingHi 


Date 


Ampt_._  of 
op^  fund. 


Dept. 

No_.  . 


Store 

__No.__ 


Register 

 No  A  


Pennies- 


Nickels 


Amount  in  Opening  Fund 


T 


Quarters 


$1 


$5 


_aiQ- 


$2G 


TOTAU 


Fund  is 


Even 
Short  i- 


Over  J_ 


Fimplbyee  opening^  ;  -  —  — 

Place  this  verification       in  the  register 
drawer.  .Notify  department  manager  of  any 
aiscrepancies • 


Opera  ti  on  1, 
39 
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KEY: 


LoqAN's 


Opening  Ftind  irifior 

ition 

Date 

Ampt.  of 
op.  fund  , 

Dept.    1  Store 

-  -^io.-    1  No. 

— — - — ■ 
Register 

HO. 

Pennies 

Amount  in  Ope 

nlng  Fund 

1   

 /  1  '^'^  1 

Nickles 

/  1  00 



 il 

too   

  /  t 

^                                                /J2.l/^    -  - 

■                    -  1 
-  45-                   j                       S  €>  DO 

 \  so  !  O-O-  


-l   

Fund  la    Even 

  Short  i  - 

|/   Over  i-r^C^C^- 

Employee  opening  ^h^^^^^j'f^^ 

Place  this  veirif ication       in  thSi  register  j 

drawer.    Notify  department  managei  of  any  ' 

dificrepffnciea.  j 


'^5 
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Ldq4N^§ 


uiietin 


RE:  VOIDS 

Cash  register  errors  are  made  by  everyone.    When  they  happen  you  need  to 
record  the  errors  so  that  they  don't  create  even  more  serious  problems 
for  you  and  LOGAN 'S. 

The  following  is  the  correct  procedure: 

1.  fcrk  each  incorrect  receipt  "Void"  and  sign  your  initials 

2.  indicate  the  reason  for  the  void  on  the  Void  Form. 

3.  I  he  person  making  the  void  must  s  ign  the  Void  Form. 
Staple  the  voided  receipt  to  the  back  of  the  Void  Form. 
The  department  manager  or  other  authorized  person  must  sign 
the  Void  Form. 

Place  all  Void  Forms  in  the  register  cash  drawer  until  the  end 
of  the  sell ing  day. 

Below  is  an  example  of  a  voided  register  receipt.    On  page  42  you  will  find 

an  evample  of  a  Void  Form. 

LOGAN ' S 

CASH 
3^  12.78  mds 


4. 
5. 

6. 


Dept.  # 


YOUR  RECEIPT 
THANK  YOU 


Transaction  # 
'Employee  Key 

Date  of 
Trarisaetion 


Voids  are  subtracted  from  the  day's  total  sales  and  from  the  total 
sales  of  the  employee  who  has  committed  the  void. 
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'/fj-  Register  No. Dept.  No.  3 


Salesperson's  Signature 

Authorizer's  Signature 

STAPLE  VOIDED  RFCEIPT  TO  THIS  FORM 
Store  .No.  3 


Ope  atiohs 
42 


VOIDS 


Today  in  the  Jum:r  Sportswear  Department,  a  customer  gave  you  a  $20.00 
bill  for  a  sweater  that  costs  $16.98.    You  ring  up  $!c.88  in  error  and 
added  J. 63  tax  (correct  for  $16;98).    The  customer  spots  your  mistake 
and  of  course  you  re-ring  the  sale.    Your  register  nuinber'  is  £  and  store 
number  is  3. 

Later  today,  you  forget  to  add  tlie  tax  to  a  purchase  of  $29.92. 

The -incorrect  receipts  are  below.    Obtain  the  void  forms  and  operations 
bulletin  on  voids  from  your  teacher.    Properly  record  your  errors  and 
turn  the  forms  in. 


GASH 


CHARGE 


16.83  mds 


3 


29.92  md, 


.68  tx 


17.56  Ti 


29.92  tl 


149  C 


168  C 


2/4/8 


2/4/8 


YOUR  RECEIPT 
TIIAITK  YOU 


YOUR  RECEIPT 
TIIANK  YOU 


8j5e rati  ens 
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SA-29 


Date 


-  —Register  No. 


Transaction  No. 
Reason 


Amount 


^Dept.  No. 

Cash  

-Charge 


Salesperson's  Signature 


Authorizer's  Signature  


STAPLE  VOIDED  RECEIPT  TO  THIS  FORM 


Store  No. 


Date  ^Register  No.  ^Dept.  No. 


Transaction  No.  Amount 

Reason 


Salesperson's  Signature 
Authorizer's  Signature 


STAPLE  VOIDED  RECEIPT  TO  THIS  FORM 
Store  No:  - 


Operations 
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4^9 


SA-29 


Date  Jil^/^^  Register  No.^  Hept.  No.  3 

Transaction  No. /tP'f  Amount-^ 7*^5^ 


Reason 


Salesperson's  Signature 


Authorizer's  Signature 


STAPLE  VOIDED  RECEIPT  TO  THIS  FORM 
Store  No.  3 


Transaction  No 
Reason 


Register  No.  ^  Dept,  No.  3 


irge  ^ 


SalespersQ^T's  Signature 
Authorizer's  Signature- 


STAPLE  VOIDED  RECEIPT  TO  THIS  FORM 
Store  No.  3 
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mrm 

RE:    ACCEPTING  BANK  CREDIT  CARDS 

Logan's  will  accept :  1,116 
Master  Charge  and  Visa. 

1 

2 


Bulletin 


folloWirig  bank  credit  cards:  American  Express, 
The  following  conditions  must  be  met: 


The 

The 

pay 


4. 


5. 

6. 
7. 


The  card  must  be  presented. 

The  purchase  must  be  authorized  by  the  bank  card  company  if  the 

amount  is  over  $50  for  Visa  and  $75  for  American  Express  and  

Master  Gharge.    Write  the  authorization  number  on  the  sales  slip. 
Yoij  can  get  the  authorization  by  calling  the  bank  card  company, 
phone  numbers  are  placed  by  each  phone  in  all  departments. 

bank  card  must  be  current.    The  bank  card  company  will  not 
for  purchases  made  with  an  expired  card.    For  this  reason, 
Logan's  requires  that  the  expiration  date  be  circled  on  each 
bank  charge  slip. 

The  card  must  not_be  stolen  or  lost.    Eheck  the  credit  card  com- 
panies' list  of  stolen  or  lost  cards  published  monthly,  if  you  do 
not  have  to  call  for  authorization.'    If  it  is_l'!sted,  it  is  prisb- 
ably  stolen  or  lost.    Notify  the  manager,  without  letting  the  cus- 
tomer know  and  DO  NOT  RETURN  the  card.    A  reward  is  offered  for 
the. recovery  of : stolen  or  lost  cards  by  the  bank  card  companies. 
Eall  for  authorization  anytime  you  are  suGpicious. 

The  sale  must  be  recorded  on  the  proper  bank  credit  card  slip, 
along  with  the  card  imprint.    Record  date,  department,  salesperson, 
merchandise,  price,  tax,  and  total. 

The  customer  must  sign  the  slip. 

The  signature  must  match  the  signature  on  the  back  of  the  bank 
card. 


Expiration  date  9-85 
Mary  Smith 
1043  ASGB 
LOGAN • S 


MASTER  CHARGE 
OR  VISA 

DATt 

1  cLrftKr^o 

AUTMOifiZATiON  NO 

B 

DFPT 

DESCRIPTION 

/ 

4 

i 

 _. 

amounhS^Kjwn  nm  TOTAL  upo  t  pr(jn«T  prob^KitntiC     1  pioniiitft  tn  (  0/ 
■u^TOTAl.(k)o«<rtr.  *Kh  toy  oi»w  c^«■u«i^L^*Jh•^•of*l  jyftacLto 
ana  Irt  tccorxSmrom  wMh      •grMmant  govtnnQ  »i*  um  o(  tuot*  card 

TAX 

J.  \i.o 

TOTAL  ► 

 : 
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BEST  QOPY  AVAILABLE 


ACCEPTING  BANK  CREDIT  CARDS 


SA-35 


As  an  employee  for  Logan's,  who  Has  just  received  the  operations  bulle- 
tin  on  Accepting  Bank  Credit  Csrds,  answer  the  fonowihg: 

^'    dH*^^?-''!^^  well-known  custofner,  wants  to  purchase  a  $25(3  Bill 
Blass  dress,  on  her  American  Express  Credit  card. 

a.  Do  you  need  authorization  on  this  sale?  

my?  

b.  Her  card  has  expired,  but  she  says  her  new  one  is  in  the  mail. 
Can  you  accept  this?  

Why?   ~" 


A  nervous  customer  presents  a  Visa  card  for  the  purchase  of  a  $25.00 
shirt.    You  dp  not  feel  that  the  signatures  on  the  sales  slip  and  the 
card  are  similar.    What  can  you  do? 


Mr.  David  G. 
Master  Card. 

Furman  is 
List  the 

purchasing 
steps  that 

a  red  and  blue  polo-shirt  with  his 
you  should  take  to  approve  this  card: 

The  card^is  below.    Fill  it  out  correctly  using  the  following  informa- 
r,'?^=^|ddress-ig80  Chelsea  Drive.  Charlotte,  NC  28209;  card  nurrtber- 
l(33JSBC;  expiration  date-1 1-85.    Your  salesperson's  number  is  136, 
and  the  date  is  February  2. 


Dept. 
10 


Styje 

418 


Class 

27 


Size 
L 

Price 

$22.97 


Price  Tag 

for 
Polo  Shirt 


rU'I    lO,  I  (HI  r  i  I.J 


til     s  ivii 


If.-  I".j*.fii»f     <  If  ,  ,V 

»ilM  ff-IOuf.^  IM  t,u  CI  Ikll  lirj 


TAX 


...i — 

> 

— j  


'»«.'.*  ^  r'.  J  4  tr  r  r  ■<.,  iu:,,f  1 1  li.  . 


\ 
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SA-35 


KLY: 

1.  a.  Yes 

Bank  card  company  requires  it  and  if _itisn 't  authorized  and 
there  is  a  problem,  it  becomes  the  store's  responsibility?. 
B.  No 

If  card  is  expired  the  bank  card  company  won't  pay  for  the 
purchase. 

2.  Check  the  Vst  of  lost  or  stolen  cards  and  if  it  doesn't  show  there 
call  the  bank  card  company  for  authorization  and  also  ask  for  more 
identification , 

3.  (1)  Ask  for  the  card^  (2)  Check  and  circle  the  expiration  date, 
(3)  Check  list  of  lost  and  stolen  cards. 


11-85 


DAVID  G.  FURWAN 
1980  Chelses.  Drive 
Charlotte,  N.C.  28209 


1133-ESBC 


SAtK  DRAFT 


136 


;  S.I:. 


II  AX 


22  p 


 \  „. 


92! 


-  .  ■.Ln^l^.J 
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Unit  V    -  Merehahdisihg  Qperatibris 


HD-1    Stbckkeeping  Duties 

HO-2   Merchandise  Protection  In  Stocking  -  IDECC,  Operations,  LAP  12, 

HO-3    Want  Slips 

Hd-4   Housekeeping  Duties 

Hd-5    Closing  Procedures 

HO-6    Transportation  Modes 

HO-7    Factors  In_Selecting  Transportation  Modes 

H0  8   Checking  Incoming  Merchandise 

HD-9    Purchase  Order 

HO-10  Freight  Bill 

HO-11  Checking  the  Fdrms 

HO-12  Checking  the  Invoice 

HO-IS  Tracing  a  Shipment 

HO-14  Tracer  Request  Form,  IDECC,  Operations,  LAP  6,  #643-A,  H0-1S2 
HD-15  Loss  &  Damage  Claim,  IDECC,  Operations,  LAP  6,  #642-D,  HO-10 
HO-16  Price  Ticket  Information 
HO-17  Computing  Change 
H0-J8  Voids 

HO-19  Logan's  Charge  Cards 
HG-20  Taking  Inventory 

TM-1    Model  Stock  Plan 


ERLC: 


Operations 
48.1 


Hd-1 


in 


RE:    STOeKKEEPINS  BUTIES  TO  BE  PERFORMED  BY  SALES  PERSONNEL 


Good  stockkeeping  procedures  are  necessary  if  we  are  to: 

-maintain  our  image  of  a  wen-drganized,  well-rtin  organization 

-be  knowledgeable  of  merchandise  levels 

-reduce  losses  from  damaged  and  stolen  merchandise 

The  following  duties  should  be  carried  out  by  all  sales  personnel  daily: 

1.  Receive,  check,  mark  and  sort  newly  arrived  merchandise. 

2.  Arrange  merchandise  neatly  on  the  sales  floor  according  to  store 
pol icy- 

3.  Straighten  racks  several  times  a  day.    All  hangers  sRould  be  turned 
in  the  same  direction,  all  merchandise  should  be  hanging  straight, 
all  buttons  buttoned,  all  zippers  zipped,  bows  tied,  belts  buckled^ 
cuffs  turned  right,  etc. 

4.  Straighten  tables  and  bins  several  times  a  day.    Items  should  be 
neatly  stacked  and  placed  in  the  proper  groupings  according  fo 
store  pol icy. 

5.  Replinish  merchandise  from  reserve  stock  when  there  1s  a  reserve 
stock  for  such  items  as  hosiery*  jeans ^  pajamas,  etc, 

6.  Check  price  tickets  and  replace  any  that  are  missing, 

7.  Rotate  appropriate  stock  such  as  hosiery,  socks,  boxed  or  packaged 
lingerie  and  men's  underwear, 

8.  Remove  from  forward  stock  damaged  merchandise.    Repair  or  renew,  if 
possible,  and  replace  in  forward  stock. 

9.  Steam  or  iron  merchandise  that  is  badly  wrinkled, 

10.  Guard  against  damage  by  displaying  correctly,  protecting  from  sun 
and  strong  lighting,  careful  stacking  and  covering  expensive  items. 

11.  Suard  against  stock  shrinkage  by  keep      merchandise  in  the  proper 
areas  and  arranged  neatly  so  that  salespeople  can  easily  tell  whut 
should  be  in  definite  places.    Merchandise  that  has  fallen  on  the 
floor  or  been  left  in  the  dressing  room  can  more  easily  be  taken 
by  a  dishonest  customer. 

12;    Fill  but  want  slips  as  necessary. 

13.    Advise  buyer  or  manager  of  merchandise  needs  verbally  and/or  in  a 
written  report, 

di  ^ 

Operations         ^  •  ^ 
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RE:    WANT  SLIPS 

 When  customers  ask  for  merchandise  that  the  store  does  not  have  in 

stock,  sales  are. lest.    To  minimize  lost.saleSi  Logan's  buyers  must  find 
out  what  merchandise  was  needed  and  not  found  by  customers.    Because  most 
of  our  buyers  don-t  work  regularly  wi th  customers,  they  must  rely  on  our 
salespeople  to  tell  them  about  customer  requests  for  out-of-stock  merchandise. 

_^  Logan's  asks  our  salespeople  to  use  customer  "want  slips":to  record 

information  about  unavailable  styles,  colors^  price  lines,  or  items  that 
customers  have  requested. j  Want  slips  are  one  of  the  few  indications  Logan'^ 
has  of  what  customers  would  buy  if  we  had  it  available.    Our  Dress  Depart- 
ment, for  instance,  might  stock  only  conservative  styles  in  sizes  18-20, 
Want  slips  might  show  that  customers  wearing  these  siies  would  like  to  find 
niore  lively  and  youthful  styles  from  which  to  choose. 

Want  slips  are  valuable  and  the  time  spent  filling  them  out  is  important 
because  1)  they  alert  the  buyer  to  the  stock  condition >,  2)  they  record 
customer  preferences,  and  3)  they  keep  salespeople  alert  to  the  customer 
needs.    It  is  necessary  that  salespeople  realize  the  true  value  of  want 
slips.    Below  you  will  find  an  example  of  a  properly  filled  out  want  slip. 


SEND  T@  OFFICE  AT  ONCE 

WANT  SLIP 

SdlespersonB^^^u^i&^ate  l».^l5^g>^      Store  No.        B&pt.  No.  .g 
Code:    SO  -  special  order              0S  -  out  of  stork        i;  ; 

Gode 

Description (item, col  or, size, price) 

No.  of 
requests 

Customer  name  fi  address 
if  special  order 

1 

fepKld  Wool  ski  rf,CMtrY^,Si^eti^iX 

i 

The  following  stock  is  low: 
Vendor i  style,  color,  price 

NOc  of  pieces 
in  stock 

^  

 SUGGEST-A_SUBSTITUTE 

A 
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RE:    HOUSEKEEPING  DUTIES  TO  BE  PERFORMED  BY  ALL  SALES  PERSONNEL 

DAILY 

1.  Dust  dll  furniture,  fixtures,  and  ledges. 

2.  Clean  mirrors  and  glass. 

3.  Sweep  areas  that  are  not  carpeted  and  in  the  selling  area. 

4.  Vacuum  all  carpets. 

5.  Pick  up  trash  left  by  customers  and  empty  garbage  cans. 

6.  Polish  chrome. 

In  the  space  below,  add  other  duties  that  you  learned  about  from  the 
interviews . 


WEEKLY 

1.  WciSh  plants  and  water  them. 

2.  Wax  rods  so  that  the  hangers  will  slide  easily.    This  is  usually 
done  with  wax  paper  or  a  spray  wax. 

3.  Dust  baseboards  and  dressing  rooms. 

4.  Sweep  and  mop  storage  and  office  areas. 

5.  clean  bathroom. 

6.  Move  fixtures  and  vacuum. 

In  the  space  below,  add  other  duties  that  you  learned  about  from  the 
interviews. 
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ulletih 


RE:    CLOSING  PROCEDURES 


The  employee  ill  charge  of  closing  the  department  at  the  end  of  the 
selling  day  should  use  the  following  check  list: 


1 .    Pick  up  all  trash  left  in  the  department. 


_2.    Check  dressing  rooms  and  out  all  merchandise  found  back  into 
forward  stock. 

_3.    Put  any  "hold"  merchandise  that  has  not  been  picked  up  in 
forward  stock. 

_4.    Rack  all  hangers  not  being  used,  and  nrove  to  the  storage  room. 

Put  out  a  supply  of  Logan's  bags  for  the  next  day. 

-6.    Check  for  a  proper  supply  of  charge  si ips  ^  sales  tickets,  b:=ink 
charge  forms  and  return  forms.    Replihish  if  necessary. 

7.    Take  all  sensomatic  tags  to  the  storage  room. 


—8.    Take  any  unclaimed  items  to  lost  and  found  (located  in  Personnel 
Office). 

 ^9.    Write-up  defective  merchandise. 


10.    Clcse-out  cash  register. 
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TRANSPORTATION  MODES 


j    Type  of 
Garrler 

ebst 

Speed  of 
Sh  pmeht 

Special 
Services 
Ava  i 1 abl e 

Reliability 
of 

Sprvi  TP 

Water 

inexpensive i 
esp,  heavy, 
bulky  goods  & 
foreign  ship- 
ments 

extremely 
slow 

1   

Rail 

economical  for 
long-ha'jl  & 
carload  ship- 
ments 

fast  for  car- 
load shipment 
relatively 
slow  for 
short-haul  & 
small  loads 

"piggy^cick" 

very  reliable  for 
c:ay\load  shipments . 
poor  service  in 
light  traffic 
areas .  unaffected 
by  bad  weather 
conditions . 

Motor 

inexpensive 
for  short-haul 
in  truckload 
]ots.  expen- 
sive for  long- 
fiajl  &  high 
volume 
shippers 

fast  for 
short-haul , 
in  truck- 
load  lots, 
relatively 
slow  for 
long-haul 
shipments . 

dbor-to- 

door 

services 

can  oDprritp  in 
1 ;qht  traffic 
areas .    can  be 
affected  by  bad 
weatner 
conditions. 

Air 

most  expen- 
sive 

1 
J 

extremely 
fast 

often  hot  avail- 
able in  low 
traffic  areas, 
service  may  be 
affected  by  bad 
wpa thpr 

Parcel 
Post 

inexpensive 
for  smal 1 
light  ship- 
ments over 
short 
distances 

relatively 
slow 

insurance, 
C . 9«  B . 
direct 
delivery 

loss  rate  is 
unusually  high. 

L'nited 
Parcel 
Service 

fast 

dbor-to- 
door 

del i very 
service 

insurance 

economical 
for  small 
shippers, 
very  expen- 
sive for 
larger  ship- 
ments of 
goods 

can  operate  in 
low  traffic 
areas. 
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% 

FACTORS  IN  SELECTING  TRANSPORTATION  MODES 


Having  goods  in  the  store  atithe  tirae  needed. and  in  good  condition 
is  necessary  to  any  retail  operation.    Often  it  will  be  up  to  the 
merchant  to  select  a  carrier  (type  of  vehicle  carrying  the  merch^indise) 
that  will  best  meet  his/her  needs.    Transportation  of  goods  is  just  as 
important  as  any  other  phase  of  the  business.    A  store  can  have  a  leading 
fashion  image,  excellent  products  and  outstanding  service*  but*  unless 
shipments  arrive  when  needed,  it  will  soon  by  out  of  business. 


While  a  store  may  rely  upon  one  type  of  carrier  for  most  shipments, 
the  need  for  other  carriers  will  arise  from  time  to  time  as  the  cir- 
cumstances dictate-therefore;  full  awareness  of  the  services  offered  by 
all  types  of  carriers  is  necessary. 

_In  selecting  carriers  the  following  should  be  consideied: 
Time 

How  soon  are  the  goods  needed. 
Size  8t  Weight  of  Goods 

Does  the  shipment  amount  to  a  carload  or  truckload?    What  restric- 
tions do  certain  carriers  have  on  size  and  weight  of  packages? 
Is  the  cost  greatly  increased  by  increase  in  weight? 

Distance 

For  short  hauls  some  carriers  cost  less  than  others--Some  carriers 
take  too  long  if  the  distance  is  great. 

Special  Services  Offered 

Door-to-door  delivery,  insurance,  free  pick-up,  etc. 

The  retailer  must  weigh  the  advantages  and  disadvantages  of  each 
carrier  and  apply  them  to  a  specific  situation. 


1. 
2. 

3. 
4. 
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RE:    CHECKING  INCOMING  MERCHANDISE 

When  rhereharielise_eonies  into  Logan *s,  ft  is  usually  accompanied  by  an 
invoice  (the  bill)  and  a  packing  slip.    Before  the  merchandise  can  be  made 
available  for  sale,  it  must  be  unpacked  and  checked  for  damage  and  the 
items  counted.    The  quantity  received  must  be  checked  against  the  invoice. 

.       The  buyer's  purchase  order  must  be  checked  to  see  that  the  shipment  is 
in  agreement.    All  arithmetic  calculations  on  the  invoice  must  be  checked. 
To  do  such  work  efficiently,  you  must  understand  the  forms  used  and  be 
able  to  perform  the  required  calculations. 

Forms  Used 

_       The  invoice  is  a  form  that  lists  among  other  things  l)  the  number  of 
items  shipped,  2)  a  description  of  the  items i  3)  the  price  charged,  4)  the 
terms  and  5)  the  amount  owed.    Study  the  invoice  below  and  compare  it  to  the 
purchase  order. 


TOPohheLiNf 


7892 


1984  Seventh  Avenue 
New  York,  New  York  10014 


LOGAN'S 


Sold  To: 


No,  pieces  shipped:  1 
Weight:         19  lbs. 


Order  No. 
Dept.  No. 


8365 


DateJ3ctober  29, 


Terms    8/1 B 


Via:  Rainwaiter  Transfer 


4)uantity 

Style  No. 

Description 

Uai  t  £ost 

Extens4on   

IB 



wool  cowl  neck-basic  sweater 

15.00 

225.00 

20 

876  

sweater  vests^ 

12.00 

240.00 

10 

744 

boat  neck  cabl&  sweater 

22,  oa 

220.00 

0^ 

total 

685.00 

Returns 

and  Claims: 

None  accepted  after  10  days 
from  receipt  of  goods 

Less  Discoi 
Discount  8' 
AMOUNT  DUE 

jnt  54.60 

i   

$630.20 

Operations 
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eracions  Mui 


n.^.  IS  filled  but  by  the  buyer  when  the  merchandise  is 

ordered  from  the  vendor.    The  buyer  keeps  a  copy  on  file  and  sends  a  copy 

Jnnlf/^K^'"''"^  P^-'ehase  orders  vary  greatly  in  appearance  but 

contain  the  same  information; 


HO-9 


SHIP  TO 

«  INVOICE  LOTiAW^- 


r.iTY  A  <^Arg  _ 


ORDER  ^ 

GIVEN  TO  warp    n  Weft 


SinEET 


1837 


Avenue 


Jtew-^ork.  NY 


TIP  cnng 


10023 


SHIPPING  iNSTRUCTiONS 


DATE  OF  ORDLR 

i/n/8- 


PACKAGE  1 
IDENTIFICATK 

MU...I  t.i         -i.^i  hriK 


STORE  NO. 


SHiPPINC  ;3ATl£ 

2/20/8- 


ORDEn  NO. 

JilRBSB 

DEPT.  NO. 

^1  3   


VENDOR  NO^ 


i28g 


1  .t>in:n 
•'.<  .tH-,  luutod  bi;|0»v. 


TERMS:_fiZiii_£QM  

J_»y  J'jTf'c  Ucpl.,  Cha-lottc,  Youf_accDiMLWlU.bD..cFur4gedw(ili  an/ excc?s     Frb.-n  ncoipl  of  jfrvoico  or  gord*.  ^»»hic^cv'>r 
*  r'*"?_P<*/!m'.9.".  c  ha  rgos  du«  to  yo  ur  f  al  I  u  r  o  t  o     i  r..  J  a  te  i ,  pii  h  i  p  me  r.i  ts  rccftfyrrl  dn  .-  r.  J  e  r  t!  irt 


-  I'l  f  >A    ..f  M  -    rnR    Q-hrsvoo  foiioW-taslriJctlbh?.  Invoice  must  show  rcjiing  rsth  of  th»  mon'»i.  terma  btniM  v.  .  '  jho  fitM 

^,     ^    U  U C  .   D -L .  of  -Uilpmont.  Ot  »ho  Inllo^inn  monih 

STYLE     CLASS     U  L  SCRIPT  ION  ~  FIB  tR  ~  COLOR 

on 


172  I  iO 


L/S  cowl ,  cahla-  swe  _ 


celery 


unit:;  and  sizes 


pink 


234 


896 


10 


L/S  cowl  mauve 


angora 


10 


Vee-neck  vest 


carnel 


-black 


Ihls  Ofdcr  pt*cml-Su5|«ci  )6-t«rni«  and 
fondltlons  on  both  aldea  Including  all 
Covf  irKiienl  regiifhiibns! 


CMtO^L  AFTER 

2/28/8- 


1  1 


ouan: 

ORDERED 


30 


15 


13 


17- 


TOr-AL 
COST 


±-0- 


10 


.^0- 


12 


450 


PPIGL 


30.00 


126 


40. 0( 


24.00 


BUYER 


STORE-NO.- 


O770.00 


BUYING  OfflC 
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BEST  GOPY  AVAlUBLE 


^"Other  kind  ef  ferm  that  arrives  with  the  merchandise  is  the  Freight 
Bin.(onen  called  Waybill).    It  is  written  by  the  transport  company.  Both 
the  invoice  and  the  freight  bill  are  used  to  trace  merchandise  if  it  goes 
astray. 


4589  Houston  Street 
New  York,  New  York  10037 


Date  Nov.  1       19  — 


Consignee 

Sh4pper 

LOGAN'S 

Top  ef  the  Line 

1984  Seventh  Avenue 

New  York,  New  York  10014 

Received  by 

Driver    B.  Fast      Pt.  of  Origin  NY  City 

Date 

Hour  

Carrier  No.  1357 

Pisces 

Description  of  Contents 

Weight 

Rate 

Charges 

1 

Sweaters 

15  lb. 

4.44 

Prepaid 
Collect  [x~l 

rotal 

1 

 r 

ICC  regulations  requires 
payment  witHiri  7  days. 

Total 
15 

Pay  this 
amount-? 

4.44 

is  the  policy  at  Logan's  not  to  open  and  cheek  packages  until  all 
papers  dealing  with  the  order  (the  purchase  order,  the  invoice  and  the  freight 
Mil)  are  all  together  and  available  for  checking.    Any  one  of  these  that  have 
been  misplaced  could  mean  several  days  delay  in  getting  the  goods  on  the  sales 
floor. 
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Checking  the  Forms 

bisted  below  is  some  information  you  may  need  to  help  you  understand 
the  freight  bil 1 : 

CONSIGNEE  -  the  person  or  business  receiving  the  merchandise 
SHIPPER  -  the  vendor  or  person  sending  the  merchandise 
RECEIVED  BY  -  name  of  the  person  receiving  the  merchandise 
DATE  AND  HOUR  -  when  the  shipment  was  received 
DRIVER  -  name  of  the  truck  driver 

PT.  OF  Origin  -  Place  where  vendor  handed  goods  over  to  the  carrier 
CARRIER  NO.  -  number  assigned  to  the  truck 

PIECES  -  the  number  of  cartons,  boxes,  etc.  in  which  the  order  is  packed 
WEIGHT  -  given  in  lbs. 

RATE  -  charge  for  carrying  the  pieces  from  the  vendor  to  the  purchaser 
PREPAID  -  the  vendor  paid  for  transportation  charges 
EOLLEGT  -  the  store  pays  for  the  transportation  charges 

When  receiving  merchandise,  you  should  make  the  following  checks  with  the 
freight  bill : 

1.  Corifirra  that  Logan's  is  the  consignee  and  that  you  have^a  purchase 
order_from  the  buyer  and  an  invoice.    Place  a  check  (t/j  by 
Consignee  to  show  that  you  have  made  this  confirmation. 

2.  Check  tc  see  if  you  have  been  given  the  right  number  of  pieces. 
Place  a  check  mark  by  the  number  of  pieces  if  they  are  correct. 

3.  Fxamine  the  boxes  to  see  if  they  seem  to  be  in  good  condition 
(look  for  wet,  broken  or  otherwise  damaged  boxes  or  boxes  that 
sound  as  if  they  contain  something  broken.    Note  any  problem  on 
the  freight  bill . 

4.  Problem  boxes  should  be  opened  and  the  contents  inspected.    DO  NOT 
accept  merchandise  that  is  damaged  until  an  inspector  from  the 
transportation  company  arrives  and  makes  a  report. 
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OperatioHs  BUljetlh 

-      -Study  handout  number  8.    You  should  make  the  following  checks  on  the 
"voice  (using  the  purchase  order  only  for  reference):   

peckj_:    Unpack  the     rchandise^un^t  and  compare  the  number  nf  -it Pm^ 

received  with  the  guanrltj^tiown^  the  invoice.    You  shoulH  rh^ric   

quantity  by  using  a  direct  check  (using  the  invoice,  look  to  see  how  many 
imnnnff"  ^re  to  receive  and  then  count  to  see  if  you  actually  received  that 
amounti.    Occassional ly  your  manager  may  ask  you  to  make  a  blind  check  (make 
without  knowledge  of  the  amounts  you  are  supposed  to  receive  -  you  count 
record  amounts  and  later  compare  your  count  with  the  invoice).    As  each  I'tem 
count_is  compared  with  the  quantity  figure  on  the.invoice,  a  check  mark  l^j 
IS  made^on  the  invoice  if  the  two  numbers  agree.  The  check  mark  should  be 
placed  directly  after  the  quantity  figure  on  the  invoice.    Shortages  or 
overages  should  be  noted  on  the  invoice  by  marking  out  the  original  amount 
and  writing  in  amount  you  actually  counted. 


1  ■ — ■  — —  — — . 

Quantity 

Style  No. 

Description 

15j/ 

609 

wool  cowl  neck-basic  sweater 

876 

sweater  vests 

 MT^  , 

744 

boat  neck,  cable  sweater 

f^^f^T?-    Compare  the  ruyer'5i:fiarctiase  order  with  the  invoice  to  be  sure 
that  the  quantity,  item  and  the  price  charged  on  the  invoice  agrees  with  the 
buyer  s -order.    As  you  make  these  comparisons,  place  a  check  mark  after  the 
Hmt  price  column  on  the  invoice  to  show  that  it  has  been  checked  with  the 
buyer  s  order  and  matches  it.    Discrepancies  should  be  indicated  by  marking 
through  the  original  amount  on  the  invoice  and  writing  the  correct  amount, 
inis  alerts  management  to  investigate  the  discrepancy. 


Description 

Unit  Cost 

wool  cowl  neck-basic  sweater 

15.00*/ 

sweater  vests 

12.00 

boat  neck,  cable  sweater 

22.00^' 

Even  If  the  manufacturer  is  unable  to  ship  all  the  items  listed  on  the 
purchase  order,  it  is  coititidn  practice  for  him  to  list  the  missing  items  on 
the  invoice.  _  In  place  of  a  unit  price,  however,  he  indicates  why  the  item 
cannot  be  shipped.    He  will  usually  use  "BO"  for  back  order,  which  means  that 


ERIC 


operations 
48.13 


425 


the  item  will  be  shipped  at  a  later  date,    "OS"  stands  for  out  of  stock 
and  Indicates  that  the  item  will  probably  not  be  shipped. 

Check  3:    Verify  the  arithmetic  calculations  on  the  invoice,    fis  you  check 
each_calctilation,  place  a  check  mark_after  the  figure  in  the_extension  column* 
if  it  is  correct.    If  you  find  an  e^ror,  draw_a  single  line  through  the 
incorrect  figure  and  write  the  correct  figures  in  pencil  on  the  invoice. 
Bring  the  error  to  the  attention  of  your  manager. 


Unit  cost 

Extension 

15.00 

225.00 

1?  JO 

240.00 

22.00 

220.00 
\  

Total 

A  685.00 

m  

Less  Jiscount 
disco'^nt  at  3% 

54.60 

AMOUNT  DUE 

$630.20 

Check-4:    Inspect  each-pjece  of  merchandise-for  physical  -damage ,    It  is  not 
necessary  to  make  any  notations  about  this  check  on  the  invoice,  but  any 
damages  should  be  called  to  the  attention  of  your  manager. 

After  you  have  made  the  4  checks,  place  your  initials  on  the  invoice  to 
indicate  that  you  have  checked  it. 
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RE:    TRAeiNG  A  SHIPMENT 

If  a  shipment  does  not  arrive  when  due,  it  may  be  necessary  to  trace  the 
shipment.    This  means  to  follow  it  1n  an  effort  to  find  out  where  it  is 
presently. 

In  the  ease  of  a  known  loss  where  merchandise  has  been  ordered  by  a 
store  and  not  received  by  a  certain  date,  the  person  should  get  the  purchase 
order  and  contact  the  vendor.    If  the  vendor  says  that  the  order  was  5>hippedi 
the  person  should  ask  what  mode  was  used^  the  date  of  shipment  and  the  bill 
of  lading  number.    With  this  information^  theperson  can  contact  the  carrier 
and  trace  the  location  of  the  merchandise,  using  a  tracer  request  form. 

When  the  carrier's  agent  receives  the  tracer  request,  he  dispatches  a 
tracer  over  the  route  of  the  shipment.    The  carrier's  agent  notifies  the 
consignee  that  the  shipment  has  been  located  and  gives  the  expected  time  of 
delivery  and  the  reasons  it  has  been  delayed. 

If  a  shipment  connot  be  located  within  a  reasonable  time,  the  standard 
claim  form  will  be  filed  by  the  consignor  in  case  of  F.O.B.  store  or  the 
consignee  in  case  of  F.O.B.  factory. 
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TYPES  QF  INFORMATION  ON  A  PRICE  TICKET 


I.    Information  Most  Often  Used  by  the  Customer: 

*A.  Size 

*B.  Price 

*C.  Store  name 

II.    Information  Most  Often  Used  by  the  Sales  Force  or  Management: 

A.  Branch  number 

B.  Department  number 

C.  Vendor  number 
*D,  Style  number 
*E.  Class 

*F.  Season  Letter 

G.  Cost  Code 

H.  Color  Code 


Season  Letter 


Department 
Number 


Vendor  Number 


1^ 


-Class 
''Color  Code 


Style  No. 


*  foupJ  on  almost  all  apparel  price  tickets 
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RE:    COMPUTING  CHANGE  AND  RETURNING  IT  TO  THE  CUSTOMER 

_  Logan's  has  two  types  of  cash  registers.    One  computes  the  change  autb- 
matieany  (placed  in  heavy  traffic  departments)  and  the  ether  does  not  compute 
the  change  to  be  returned.    Since  most  employees  work  in  more  than  one 
department  at  times*  it  is  necessary  thst  you  be  knowledgeable  of  Logan's 
procedure  for  counting  change  in  both  situations. 

Following  is  the  procedure  required  of  all  salespeople  at  Logan's: 
A.    Making  Change  Manually  and  Returning  It  to  the  Customer. 

1.  When  a  customer's  purchase  has  been  totaled  on  the  register,  the 
salesperson  will  say,  "That  will  be  $24.51,  Mrs.  Jones." 

2.  Place  the  amount  tendered  on  the  change  plate. 

3.  Call  back  to  the  customerthe  total  of  the  sale  and  the  amount 
tendered.    "That  will  be  $24.51  out  of  $30.00." 

4.  Count  the  change  from  the  drawer  carefully,  beginning  with  the  amount 
of  the  sal e^ahd  ending  with  the  amount  tendered.    If-  the  customer 
gives  you  $25.00  for  payment  and  the  cost  is  $24.51,  the  change 
returned  to  the  customer  is  counted:  $24.51,  24^52*  24,53,  24.54, 
24.55,  2^-. 65,  24.75,  25.00.    USE  AS  FEW  COINS  AS  POSSIBLE. 

5.  Count  the  change  mto-ihe  customer's  hand.  Mention  each  dollar 
denomination  individually  to  prevent  skipping  a  dollar.  Do  not 
place  the  change  on  the  counter. 

6.  Place  the  money  tendered  by  the  customer  in  the  proper  compartment  or 
compartments  in  the  cash  drawer.    CLOSE  THE  DRAWER  IMMEDIATELY  to 
prevent  a  dishonest  customer  from  slipping  money  if  your  attention 

is  taken  with  something  else. 

7.  Give  the  customer  the  receipt.    At  Logan's  the  receipt  is  placed 
in  the  customer's  bag. 

8.  When  the  sale  is  satisfactorily  completed*  thank  the  customer. 
"Thank  you  Mrs.  Jones,  I  know  you  will  enjoy  your  new  blouse." 

EXAMPLE:    "Mrs.  Jones,  that  will  be  $5.58  out  of  $20.00." 


Give  to  Mrs.  Jones: 


Say  to  Mrs.  Jones 


2  pennies 
1  hi  eke 1- 
1  dime — 


1  quarter 


$5.58 
-5.60 
-5.65 
-5.75 
-6.00 
10.00 
20.00 
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era^iohs  Bulletin 

B.    Returning  Change  to  the  Customer  When  It  Is  Computed  Automatica"! ly : 

1 .  Announce  the  total . 

2.  Place  amount  tendered  on  the  change  plate. 

3c    Depress  the  amount  tendered  key.    Call  back  to  the  customer  the 

total  of  the  sale,  amount  tendered,  and  the  amount  of  change.  "That 
will  be  $5.?^  out  of  $10.00.    Your  change  is  $4.80." 

4.  Count  the  change  from  the  drawer,  beginning  with  the  highest  denomina- 
tion.   1  dollar,  2  dollars,  3  dollars,  4  dollars,  4,50,  4.75*  4.80. 

5.  Count  the  change  intdthe-customer-s  hand.    Mention  each  dollar 
denomination  individually. 

6.  Place  money  tendered  in  the  proper  comoartment  and  CLOSE  THE  DRAWER. 
7-    Place  the  receipt  in  the  customer's  bag. 

8.    Thank  the  customer. 

EXAMPLE:    "That's  $4.22  out  of  $10.00,  Mrs.  dones.    Your  change  is 
$5.73." 

Give  to  Mrs.  Jones  Say  to  Mrs.  Jones 

1  $5  bin— —————— $5.00 

1  half  dollar  5.50 

1  quarter  5.75 

3  pennies  5.78 

Making  change  is  ah  integral  part  of  yqur  job.    You  must  perform  this 
respohsibil i ty  with  accuracy  and  skill.    Practice  making  change^  so  that  you 
will  have  confidence  in  your  ability. 
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Gash  register  errors  are  made  by  everyone «  When  they  happen  you 
need  to  record  the  errors  so  that  they  dor/t  create  even  more  serious 
problems  for  you  and  your  store. 

Two  common  errors  that  are  made  are  over  rings  anc;  under  rings. 
Oyer  rings  happen  when  an  item  is  recorded  on  the  register  for  more 
that  it  is  prieedi    Generally,  over  rings  must  be  voided.    This,  is  generally 
done  by  writing  VOID  on  the  cash  register  recei       signing  the  receipt, 
indicating  the  reason  for  the  void,  and  perhaps  having  someone  in  manage- 
ment verify  the  void.    The  receipt  is  then  placed  in  the  register  and  the 
correct  amount  re-rung.    Under  rings  occur  when  ah  item  of  merchandise  is 
recorded  oh  the  register  for  less  that  it  is  priced^    This  can  be  handled 
by  computing  the  difference  and  ringing  it  separately  or_ by  voiding  as 
above  and  re-ringing  th-^  sale.    The  last  method  is  generally  preferred 
so  that  the  customer's  ticket  and  the  mercl^andise  that  was  actually  bought 
will  agree.    Of  course,  there  are  other  errors,  like  hitting  the  wrong 
department  number  key^  etc. 


J  All  businesses  do  not  handle  register  errors  the  same  way.  _A  very 
small  business  which  is  run  by  the  own  answer  to  a  home 

office,  may  have  no  definite  procedure  for  correcting  errors.    The  sales- 
person who  makes  the  mistake  may  simply  forget  the  error  and  begin  again. 
Larger  businesses  canrjot  operate  under  this  system.    Their  registers  are 
read  daily  and  sales  figures  are  compiled  from  the  information  on  the  tape. 
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RE:    AeeEPTING  LOGAN'S  CHARGE  CARDS 


LOGAN'S  Charge  Customers  are  the  backbone  of  our  business.    It  is  our 
responsibility  to  help  protect  the  Charge  Customer,  as  well  as  ourselves, 
by  attempting  to  assure  that  only  the  proper  people  will  use  the  charqe 
cards  that  we  have  issued. 

The  following  procedure  will  help  insure  that  stolen  cards  do  not  get 

used: 

1.  Request  the  custonier's  charge  card  for  every  charge  purchase. 

If  the  eustomer  does  not  have  the  card  with  them,  you  must  require 
a  written  identification  such  as  a  driver's  license.    Call  our 
credit  department  (ext.  69)  to  authorize  this  charge.    Ask  the 
credit  office  for  the  account  number  *  name  and  address  and  write 
it^on  the  sales  ticket.    Be  sure  that  the  information  on  the 
written  identification  agrees  with  the  information  in  the  credit 
office. 

2.  For  purchases  over  $50,  call  the  credit  department  to  authorize  the 
charge.    This  "floor  limit"  helps  keep  a  check  on  large  purchases 
and  keepsjthe  salesoerson  1n  touch  with  the  credit  department 
which  will  be  aware  of  all  cards  reported  stolen  or  lost. 

3.  If  a  purchase  is  not  authorized,  politely  explain  to  the  customer 
that  they  should  visit  the  credit  department  upstairs  for  ah 
explanation.    This  must  be  handled  tactfully,  noting  that  the  mistake 
could  be  the  store's  and  that  you  are  sorry  for  the  inconvenience. 
Hold  any  merchandise  until  authorized  by  the  credit  department 

to  complete  the  sale.    DO  NOT  take  the  customer's  word  that  "every- 
thing is  straightened  out." 

4.  Obtain  the  customer's  signature  on  the  sales  ticket.    There  are  two 
reasons  why  this  must  be  done.    First,  by  law,  the  customer  is  not 
required  to  pay  for  a  purchase  if  the  charge  si ip  is  not  signed 

by  the  customer.    Second,  this  gives  yuu  a  chance  to  compare  the 
signature  on  the  sales  ticket  with  the  one  on  the  back  of  the  charge 
card.    If  there  is  ^  very  obvious  difference  in  handwriting,  quietly 
call.ydur  manager  and  tactfully  detain  the  customer.    DO  NOT  RETURN 
THE  CARD. 
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TAKING  INVENTORY 

taken)-^*  ^^^^        ^^"^^  °^  inventory  (based  on  the  way  that  it  is 

1.  Perpetual  (also  called  running  or  book) 

2.  Physical  (sometimes  called  periodic) 

A  perpetual  inventory  is  a  "running"  inventory      one  that  is  kept  dailv 

in'Xl'^'^^t  not  based  on  what  is  actually  left 

in  the  department,  but  what  the  records  say  has  been  sold,  returned  to  th' 
vendor,  transferred,  etc.    This  Inventory  is  reall  '  the  "count  on  thrbooks 


H^vl  T'  '  snruiKage  that  has  occurred.    Some  stores 

make  an  abbreviated  count  monthly  of  only  specific  classes  of  merchandise 
reorder        P^^'P^^"  "  ot^^^rs  rely  on  their  perpetual  inventory  records  for 

Inventory  records  are  kept  by: 

1.  Units  (number  of  actual  items)-  This  is  called  unit  control. 

2.  Dollars  (how  much  the  merchandise  is  worth)-  Called  dollar 
control  -  Today's  businesses  most  often  keep  their  records  by  the 
retail  price,  but  a  few  small  stores  still  record  all  items  at 
cost. 

..c...i?f  an  actual  count  must  be  made  of  each  item  in  stock,  businesses 
Pn^  I^^  I   u-  P^^^^^^^  end  of  a  season  when  stock  is  low. 

For  most  fashion  retailers,  this  time  would  be  just  after  the  Christmas 
season.    A  ski  shop  might  take  its  inventory  in  June,  however.    A  shop  in 
a  summer  resort  area,  might  take  its  inventory  in  October  or  November 
usually,  a  business  runs  a  pre-inventory  sale  to  further  reduce  its  mer- 
chandise. 


^^^o^f^^on  which  the  quantity,  description  and  price  of  items  in  stock 
are  recorded  periodically  for  a  physical  inventory  is  known  as  an  inventory 
sheet.    These  forms  vary  depending  upon  the  type  of  merchandise  you  are 
^wJj"-*   The  inventory  sheets  provide  a  check  of  each  step  to  ensure  a  high 
level  of  acc^jracy.    Usually,  one  person  counts  the  items  and  calls  them  off 

Incff ^f'V  f^r;:°"^  U'*^  ^  the  inventory  sheet.  Different  persons 
must  initial  fhe  form.    Each  initial  certifies  that  a  certain  Dortion  nf  tho 


work  has  been  checked  and  rechecked. 
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Before  taking  "inventory  a  department  should: 

1.  Inspect  prire  tags^  replace  all  torn,  illegible  or  missing  tags 

2.  Locate  all  out-of-department  merchandise. 

3;  Group  merchandise  fay  department,  class,  price  and  season. 

4.  Gheek  merchandise  for  soils  and  damages. 

5.  Manager  should  see  that  all  markdowns  have  been  taken. 

6.  Stockrooms  shoula  have  merchandise  arranged  in  a  countable  orde 


M6BEb  STDCK  PLAN 


Glass 


Knit 
Shirts 


Style 


Round 
neck 
Short  si 


Price  Line 


I 


Collars 
short  si 


Tank  tops 


n  .38 


14.98 


18.98 


13.98 


19.98 


25.98 


9.98 


12.98 


Store  Wo.  3  Dept.  No,  10 
CI  ass  i  f 1 ca ti on  — Shi  rts 


Subcl a  s  s  i  f i  cat i  on     Kn  i  ts 


Color 

Sizes 

Small  :  Medium:  barae  Extra-Larae 

solid  basic 

25 

3CU 

 4S- 

20 

solid  fashion   

15 

20 

35 

10 

patterjied-ba  sic  

30 

40 

50 

25 

-pattarrmd  fashion 

25 

30 

45 

20 

— 5~« — ; — ;  !  

^ond  basic 

30 

35 

45 

?0 

solid  fashion 

20 

25 

40 

15 

patterned  basic 

35 

45 

55 

25 

patterned  fashion 

ao 

40 

50 

20 

solid  basic   

10 

20 

10 

sal^Td  fasMon-  

12 

15 

5 

patterned  basic 

12 

18 

25 

10 

patterned  fashion 

8 

10 

15 

5 

solid  basic 

15 

35 

W 

solid  fashion 

8 

15 

25 

patterned  ijasic  - 

15 

20 

35 

10 

pa  tterwed- fa  s  h  i  o  n 

10 

18 

30 

6 

solid  basic 

15 

20 

35 

10 

solid  fashion 

10 

15 

2S 

5 

patterned  basic 

12 

25 

30 

 ^ 

patterned  fasiiion- 

8 

U 

20 

5 

^sol  iJ  basic— 

5 

10 

15 

3 

*  • — ; — — —i — s  

soli^  fashion 

3 

8 

10 

\  2 

patterned  basic 

5 

10 

15 

3   

patterned  fashion 

3 

8 

 2  

solid  basic 

15 

 20 

Y5~~ 

10 

8 

12 

15 

5 

patterne^^asic 

10 

15 

20 

16 

patterned  fashion 

5 

10 

15 

3 

solid  basic 

10 

15 

20 

8 

solid  fashion 

7 

10 

IS 

J  

patterned  basic 

10 

IS 

20 

8 

patterned  f^hion 

5 

8 

12 

3 
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EVALtlATIGN  fG^S  m  lOS 
(OffiltNCY  /  TEST  -  Iiei  BflNK) 


OF  SPECIFICATIONS  FOR  TEST  CONSTRUCTION 


PROGRAM  ARgff  Marketing  and  Distributive  £dacat1on 
S£  HAME — F-ash4^on  Merchandising  

UNIT  -Merj:nail-d4^in;i- Operations 


Competency 

EXPECTED  STUDENT  OUTCOME 

0) 

u 

Total 
No.  of 
Items 

Cognitive  L^vel* 

I     n  III 

Performance 

-  c 
-*o 

-  X  4J 

CL 

055.    Locate  stock  on  the  selling  floor  and  in  understock  or  reserve 
stock. 

056.    Sort: merchandise  by  department,  size,  color  and  styles  where 
appropriate. 

X 

057.    Stock  merchandise  in  appropriate  place  and  appropriate 
manner. 

Y 
A 

058.    identify  the  necessary  stockkeeping  and  housekeeping  duties  as  they 
relate  to  proper  stock  care. 

X 

059.    Keep  customer  want  slips  as  told  by  manager. 

X 

060.    Advise  buyer  of  merchandise  needs. 

X 

061.    Identify  the  necessary  steps  In  closing  out  the  department  at  the 
end  of  a  selling  day. 

X 

til.    Revvew  for  accuracy  and  complete.  If  necessary,  receiving  records 
  such  as  freight  ticket,  packing  slip  and  Invoice. 

X 

L  ^ 

Check  merchandise  for  completeness  of  order  and  condition  of 
items. 

X 

X 

064.    Follow  through  on  non-delivered  or  lost  merchandise. 

X 

065.   follow  correct  procedures  in  handling  defective/damaged 
merchand'i^e . 

X 

X 

X 

066.    Place  price  tags  on  the  merchandise  when  necessav-y. 

X 

067.   Mark  merchandise  on  selling  floor  where  price  tags  have  ueen 
removed  or  lost  according  to  store  policy. 

X 

X 

06€.    Operate  cash  register:    itemize  sales,  ring  total,  add  tax,  change 
tapes,  correct  voids  and  take  readings. 

X 

X 

069.    Detenrlnt  the  correct  change  afid:c:ount  It  back  to  a  customer 
duriig  a  cash  .'ale  according  to  conpany  procedure. 

X  

X 

070.    Balance  cash  drawer  against  register  reading  and  complete 
appropriate  frms  for  register  close-out. 

X 

X 

071.    Authorize  customer  checks  according  to  the  score's  policy. 

X 

X 

072.    Examine  credit  cards  and  checks  for  bad  credit  or  stolen 
cards. 

X 

673.    Conduct  periodic  stock  counts- for  reordering  of  stock  (unit  control) 
 for  annual  Inventory  (dollar  control). 

X 

X 

i   -| 

 1 

m^i^-  "  Rec>1't  II  -  Comprehension,  III  -  Application 


com 


IS:    Locate  stock  on  the  selling  floor  and  in  understock  or  reserve 
stock. 


TEST  ITEM  055-00-11 
See  Test  Item  073-00-13. 


TE^"?^  i    "  OTb-00^12 


INSTRUCI  jl^S  TO  THE  TEACHER:    Reproduce  the  stockroom  floor  plan  in  SA-2. 

INSTRUCTIONS  TO  STUDENTS:    Today  you  are  working  in  the  children's  shoe  department, 
putting  up  new  stock.    £^uring  a  "rush  period",  your  manager  asks  you  tb  assist  on 
the  sales  floor.    Vou  wait  on  two  customers  who  wish  to  be  shown  the  following 
shoes: 

SToeK_boc/vn_^ 

CUSTOMER  1:    navy  striped  tennis  shoe,  size  6-C  

yellow  wedge  sandle,  si^e  6-C   

CUSTONfR  2:    white  Mary  Jane  shoe,  size  2  1/2-E  

The  shoes  have  the  following  style  numbers: 

Flat  sandles    -  19  Plain  tennis  shoe  -  25  Mary  Jane  dress  shoe  -  61 

Vfedge  sandles  -  30  Sitripe  tennis  shoe  -  27  Open  toe  dress  shoe  -  65 

Thong  sandles  -  59  Slip-on  dress  shoe  -  70 


The  color  code  is: 

Black  -  1  Red  -  4  Grey  -  7  Green  -  11 

Brown  -  2  Tan  or  beige  -  5  White  -  8  Orange  -  12 

Navy    -  3  Lt.  blue  -  6  Wine  -  10  YelJow  -  13 

Boxes  are  marked  in  the  follcwing  manner: 


ERIC 
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4 


38 


TEST  ITEM  055-00-12 


Using  the  floor  plan  of  the  stockroom  (provided  Dy. your  instructor),  indirate 
where  you  would  find  the  requested  shoes.    Place. this  information  in  the  blanks 
under  Stock  Location,    The  stockroom  location  Will  be  shown  by  aisle  letter, 
shelf  number  and  shelf  letter  (i  ,e,  A-l-e,  would  be  a  black  flat  sandle,  size 
2-B).    If  the  requested  shoe  is  not  in  stocky  write  OUT  in  the  blank  and  the 
location  of  a  shoe  you  would  show  as  a  substitute. 


Operations 


COMPETENCY  057 


^  COMPETENCY  057:    Stock  merchandise  in  appropriate  place  and  appropriate 


manner. 


TEST  ITEM  057-50-11 

See  Test  Item  073-00-13  (Part  8) 


operations 
54 


ERIC 


COMPETENCY  058 


GOMPETENCY   058:    Identify  the  necessary  stackkeeping  and  housekeeping  duties 
as  they  relate  ta  jsraper  stock  care. 


TEST  ITEM  058-00-n 

See  Test  Item  073-00-13  (Part  9) 


TEST  ITEM  058-00-12 

INSTRUCTIONS  TO  STUDENTS:  List  five  daily  and  five  weekly  house  keeping  duties 
regularly  performed  in  most  apparel  stores. 

Weekly  Daily 


1. 

1. 

2. 

2. 

3. 

3; 

4. 

4; 

5. 

5. 

441 
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eeMPETENey  059 


_J359:    Keep  customer  want  slips  as  told  by  manager. 


TEST  ITEM  059-00-11 

See  Test  Item  073-0O;13  (Part  10) 


4 


42 
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COMPETENCY  060 


TEST  ITEM  060-00-11 

See  test  Item  973-00-13  (Part  11) 


443 
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COMPETENCY  061 


at  the  end  of  a  selling  day. 


TEST  ITEM  061-00-11 

See  Test  Item  073-00-13  (Part  18) 


444 
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COHPETENCf  062 


COMPETENCY  062:    Review  far  aeeuracy  and  complete,  if  necessary,  receiving 
records  such  as  freight  ticket,  packing  slip  and  invoice. 


TEST  ITEM  062-00-11 

See  Test  Itetr  073-00-13  (Part  1) 
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TEST  ITEM  062-00-12 


IgjM^TIONS  TO  TEACHER:    Reproduce  the  invoice  arid  the  freight  bill: 

igpOCTlOWg  STUOENTS:  Bsing  the  invoice  given  to  you  by  your  teacher  and 
tFe  information  below,  complete  the  freight  bill.  ^-^^cner  anc 

Information  needed:    The  rate  is  $93. 5S 

bate  the  freight  bill  was  issued:  December  8 
Carrier  number:  472-1 
DHver:  Jim  Speedy 

Shlpm.^nt  arrived:  December  11  at  10  a.m. 


TOPoFtheLiNC 

19S4  Seventh  Avenue 
New  York,  New  York  10014 


7802 


Q  «antlty 


Sold  To: 


Logan ' s 

2808  Carolina  Avenue 
Raleigh,  NG  27511 


No.  pieces  shipped: 
Weight;  182  lbs 


Stvle  No. 


476J 


9^57 


20 


5 

-  1 


DeBcriptlon 


Princes s-lihe  coats 


Pea  Coats 


Trench  coats 


.Chesterfield  coat^_ 


Balm^caan  raincoats 


Order  No. 


Kcttvi;;  ;  and  Clr;iirs:    None  accepted  after  10  days  from 

receipt  of  goods 


Dept.  No,  ^   

Deceinber  7,  1982 

Terms    8/10  £0M  

Via:  Farawav  Transit 

m  Vendnr, 


4 


Unit  cost 


71.00 


42.00 


Extension 


710.00 


840.00 


55.60 


61.00 


38.00 


Total 


550. Ou 


30.5.00 


760.00 


teas  discount  j  2^—20 
discount  at  S%\ 
AMOUNT  DUE 


i  2,911 ^80 
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6 


f" 

o 
o 

J 

M 
tS 
0 

t 


W  iiouBtoi  Strut 
N(!v  York,  New  York  10037 


Dfite 


19 


i 


Received  bjL 
Dite 


Hour 


ir 


Pieces 


Briver 
!irrier  Ho. 


Pt.  of  origin 


Bescriptton  of  contests 


Velght 


total 


I6C  regolatiooB  requires 


Rate 


Charges 


otal      Piy  tliis 
-MmintTTi 


Prepaid  □ 


Collect O 


s 


•f  _ 
L 

9) 

a 
o 


IS 


ERJC 
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448 


TEST  ITEM  062-06-13 


INSTRUCTIONS  TO  STUDENTS:  Study  the  invoice  below  and  write  in  the  blanks  pro- 
vided, the  M_nd_  of  infornation  that  does  in  each  of  the  numbered  areas  and  v/here 
you  find  the  information.  ~ 


r 

TOPoftheL9N€ 

.     1986  Scvcrith  Avenue 
New  York.  New  York  lOOU 

7892 

bold  To: 

Order  No. 

2 

1 

Czpt.  NO. 

Date 

No.  pieces 

shipped:  ^ 

TercDB 

CO 

Weight: 

Via: 

4 

Quantity 

_S.tyl^Nq.  

Description 

Unit  coat 

7 

8 

10 

Total 

11 

Return  and  Clalras: 

None  accepted  after  lo  days  from 
receipt  of  goods 

Leas  discount 

discount-^  t  

AMOITJT  DUE 



m  

KINDS  OF  INFBRBAIim  SOURCE  OF  INFORMATION 

I .    


i. 


3. 


•5. 


5. 
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GOHPETENCY  063 

1 


COMP'ciTENCY  063:    Check  merchandise  for  completeness  of  orde    and  condition  of 
i  teris . 


TEST  ITEM  063-00-11 


INSTRUCTIONS  TO  STUDENTS:  List  the  four  checks  that  are  usually  made  when  checking 
merchandise  into  the  store  or  department. 

1. 
2. 
3. 
4. 

TEST  ITEM  063-00-12 

See  Test  Item  073-00-13  (Part  1). 


450 
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COMPETENCY  054 


COMPETENCY HBM    "oilow  through  on  nor -del i vered  or  lost  merchandise. 


TEST  ITEM  064-00-11 

jM||mMS  TO  TEACHER:    Reproduce  the  freight  bill  and  the  ReceTvinq  Exceptions 
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TEST  ITEM  064-00-11 


INSTRUCTIONS  TQ. STUDENTS;    Assume  that  you  are  receiving  merchandise  at  Lcqan's 
U3}  in  the  girl's^  department  (il4)_on  January  16.    Your  manager  has  already 
accepted  the  shipment  and  had  the  proper  notation  made  on  the  freight  bill. 
Now  your  manager  asks  you  to  complete  a  irecelving  exception  report  on  thi$  ship- 
ment.   Using  the  invoice  and  report  form  provided  by  your  teacher,  complete  the 
receiving  exception  report. 


leal  Iruckers 

_51  Mint  Street 
Los  Angeles,  Calif omla  90081 


Date 


October  25 


-19 


83 


025 


( 


2808  Carolina  Avenue 
JaleMh,  Ne  27511 

Date  -i^^  3^2j_Hour 


Received 


Shipper 


Sugar  *n  Spice 

147  fVerhill  Avenue 

Los  Angeles,    al.  90146 


Driver^  J >  Smith 
u«rrier_Ma. 


Jin   t.A.,  Cal 
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T£ST  ITEM  064-00-1 1 


LoqAN's 

Receiving  Exoeptioii  Report 


Store  No, 


Dept.  No. 


Da  te 


^Submitted  by 


1.  Check  type  of  report:  Shtprnent  from  vendor 


Received  from  (shipper)  

Yid_   

3.  Freight  bill  calls  for 
Actually  received  

4.  if  C2^^^,  ch^^cK  c>  dition: 


 ^   Shipment  from  warehouse 

—  -  Transfer  shipment,  sendina  store 

Procedure  error  ' 


Date  ^  ^c'd. 


 .._f'''ei9^)t  Bill  No. 


(cases — or  hanging  pieces 


--.-4 


 (cases  or  hanging  pieces  

 ^Ripped  seam 


 Hole 

— -Crushed 


Wet 


_8ouged 


Stained 


5,  i.neck  error  cetc  il:  __i^erchandi5e  improperly  ticketed   _Price/Quanti ty 

^:z::Wrong  coio-,  size,  or  style  not  listed 

^hipment  short  __  No  control  document 

—  Shipment  over 

Describe  circumstances,  comments  and/oi  remarks:  


5,  Description  of  merchandise  of  content  of  boxes  is  over  or  short: 


Vendor 

t--  

Class 

Su>  le     '  over  snort 

1  

[Unit  Retail 

Total  Retai] 
over  short 

i 

7.  If  damaged.^did  inspector  pickup  salvage?  if  so.  attach  bill  of  lading, 

•.t  not,  hold  merchandise  ^'n  store  until  told  how  to  dispose  of  it. 


.•.apartment  Manager's  Signature 


ERIC 
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eewPETtNe?  055 


[ 


eQMREI£Ney--Q65: 


Follow  correct  procedures  In  handling  defective/damaged 
merchandise. 


TEST  ITEM  065-00-11 

INSTRUCTIONS  TO  STUDENTS:    In  Column  I  is  damaged  merchandise  that  is  in  your  de- 
partment at  Logan's,.  From  the: alternatives  for  handling  defective/damaged  mer- 
chandise in  Column  11^  select  the  one  which  is  most  appropriate  for  each  item  in 
Column  I.    Record  the  letter  of  your  choice  in  the  space  provided  to  the  left. 


1 . 
2. 

3. 


6. 
7. 
8. 


10. 


Column  I 

Pant  with  missew^i  Tec 

Badly  faded  shirt 
display  window. 

Jacket  with  lining  that  shrunk 
when  dry  cleaned  the  first  time. 

Suit  with  a  button  missing. 
Button  lost  in  store. 

Sweater  with  snag  in  the  back 
while  being  tried  on. 

Shirt  with  collar  pulled  loose. 

Handkerchiefs  hemmed  incorrectly. 

Trousers  with  dirty  hem  from 
being  used  in  a  fashion  show. 

RaincOtv  with  a  rip  in  the  back- 
has  been  in  department  for  a 
month. 

heather  belt  that  has  become 
scarred- 


A.  Mark  out  of  invi^t?nto  v  ^nd  send 
back  to  the  ver)()rf\ 

B.  Repair  and  sel .        ^-^gular  re- 
tail price. 

C.  Mark  down  and  sell  at  a  reduced 
price. 

D.  Mark  out  of  stock  and  destroy 
or  give  to  charity. 


TEST  ITEM  065-00-12 

Se'   rest  Item  073-00-13  (Part  3), 
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TEST  ITEM  065-00-13 


IhSlRUCnONS  TO^gACHER:    Reproduce  a  copy  of  the  following  forms  for  each 
Student:  receiving  exception  report,  Request  for  return  of  merchandise,  damaqe 
t-'ket,  inventory  adjustment  report,  ana  return  to  vendor  form. 

IWSTRUCTIOMS  TO  STUijEm:    For  each  of  the  fornis  you  have  been  provided^  list 
appropriate  time  to  use  each  in  Handling  defective/damaged  merchandise. 


-CRM 


WHEN  TO  USE 


1 


Receiving  Exception  Report 

2.  Request  for  Return  of  Merchandise  2. 

3.  Damege  Ticket  3. 

4.  Inverntory  Adjustment  Report  4. 

5.  Return  to  Vendor  Form  5. 
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455 


TEST  ITEd  065-00-13 

f 


( 


Receiving  Exception  Report 


store  No.  Dept.  No.  -Date  Sabmltted  by_ 


1.  Check  type  of  report:  ^Shipment  frorj  vendor  ---—Shipment  from  warehouse 

Transfer  sh'a/ment,  sending  store ^  

^   -Procedure  error 

2.  Received  from  (shipper)     Oate  rec'd. 


Via    ^Freight  Bill  No. 


3.  Freight  bill  calls  for  (cases  or  hanging  pieces^  

Actually  received  (cases  ^or  hanging  pieces   

4.  If  cases,  check  condition:    ^_Mo^e   Ripped  seam   Wet  -  stained 

 Crushed  Gouged 

5.  Check  error  detail:   Merchandise  improperly  ticketed  -Price/Quantity 

 ^Wrong  color^_si2e,  or  style  not  listed 

Shipment  short  —  No  control  document 

-  Shipment  over 

Describe  circumstances,  conrrents  and/or  rerrarks:  

6.  Description  of  merchandise  of  content  of  boxes  is  over  or  short: 


Vendor 


Class 


Style 


over 


Quantity 
er  sn 


ort 


Unit  Retail 


Total 
over 


Reta il 
short 


7    If  damaged,  did  inspector  pickup  salvage? 


If  so,  attach  bi'l  of  lading, 


".f  net,  hold  merchandise  in  store  until  told  how  to  dispose  of  it 

Department  Manager's  Signature_ 


EKLC 
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TEST  ITEM  065-00^13 

R  E  Q  U  r  S  ■[ 


Date^ 

To 


Street 
City 


Re:  Invrncp  #  Invoice  Bate   -  - 

Permission  is  requested  to  return  certain  merchandise  covered  by  the  above  invoice 
iceins  10  be  returned   


Reason  for  return 


Mode  of  transportation  proposed:    Collect  (  }     Prepaid  (  ) 

(  }  Parcel  Pest  insured 
(  )  REA  Express  insured 
(  )  Motor  Freight 

Permissison  is  granted  to  return  merchandise  - 


M     u  r  (Signature)  (Date) 

Merchandise  will  be  shipped  to  above 

address  unless  indicated  here.   


If  reply  is  not  received  within  -  d.^vs.  the  return  will  be  made  as  indic^t  vd; 
Please  return  authorization  to  the  attention  of   


Operations 
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TEST  ITEM  065.00-13 


DAMAGED  OR  DEFECTJVE 
MERCHANDISE  TICKET 


Complete  and_attach  to  as  soon 

as  damage  or  defect  is  found. 


Store    Discovered  

Item 

Description  

Price  (or  amount  of  credit  given)  


or  Defect 


Prepared  By  

Disposition: 
Q  Mark  Out  of  Stock  jnd  Destroy 

O  Return  To-Venddr 

Q  Markdov^  n  and  Sell 

□  Repair 

□  Other    


Department 


Date 


Describe  Damage 


*Plsa8e  pin  where  dejeciivt. 
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tCCT  ftEM  065-00-13 


i 


DATE 


INVENTORY  ADJUSITlENt  KEfGRT 
Store  No.   ^    Department  Wo. 


No. 


by 


REASON  ■ 

(Checkoric^    _    _  i 

^      Returned  to  Vendor 

  Store  Use 

  Sale  j 

Destroyed  or  given  to  charity  ] 

I 

Other  j 


NO, 

ARTICLE 

QUANTITY 

SIZE 

1  OLD 
PRICE 

r 

j  NEW- 
PRICE 

f   

1    AMT,  OF 

ADJUSTMEKT 

4^-  

-1  

 i 

!=-'■  

{ 

    ! 

'  i 

;  1 

i 

! 

1 

! 

1 

i 

: 

i 

i 

' 

.  _  i 

i 

! 

» 

I 
f 

f—  

i 

Total 
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TEST  ntM  065-00-13 


Date 


Dept. 


Store  No. 


Ship  to: 


RETURN    TO    VENDOR  FORM 


in's 

2808  Carolina  Avenue 

Raleigh,  North  Carolina  27511 


Address  Label 


B  11200 


Ch  arge  to: 


We  have  charged  your  account  for: 


Merchandise  Returned 


_Merchandise  Found  Short 


Reason  for  Return  or  Adjustment: 


^Merchandise  Damaqed 


EKLC 


3dte 


FROM  VENDOR *S  INVOICE 


Style  No. 


Amount 


Quantity 


Classification 


Invoice  Number 


Description 


Unit 
Price 


Total 


Total 


dumber  of  Pieces 


Date  Shipped 


Signature^ 
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-OMPETENCY  Cv 


' •  inerchandue  on  selling  floor  where  price  tags  have  been 

removed  or  lost  according  to  store  policy. 


TEST  ITEM  067-^0-11 


INSIgUCTJONS  TO-  STUDENTS:    Read  each  of  the  questions  or  Incomplete  sentences  Below. 
Detemirn  which  of  the  possible  answers  or  completion  choices  is  the  most  appropri- 
ate_for  each  statement.    Write  the  letter  of  this  response  in  the  space  provided 
to  the  left. 

  1.    The  season  letter  oh  a  price  ticket  specifies: 

A.  Date  merchandise  goes  pn  sale. 

B.  Dite  merchandise  arrived  in  the  store, 
e.  Date  merchandise  must  be  inventoried. 

B.  Whether  the  item  is  fall,  winter,  spring  or  summer  merchandise. 
  2.    The  cost  code  on  a  price  ticket  is  helpful  when: 

A.  Markdowns  are  being  taken  on  specific  items. 

B.  A  sale  to  a  customer  is  being  made. 

C.  The  merchandise  is  being  advertised. 

D.  The  merchandise  is  being  arranged  on  the  sales  floor. 

 3.    When  1s  the  best  time  to  replace  a  lost  price  ticket? 

A.  At  che  end  of  each  selling  day. 

3,  When  a  customer  wants  to  purchase  it. 

C.  Only  when  specifically  told  to  do  so  by  the  manager. 

D.  As  soon  as  it  is  discovered. 

  4.    It  is  necessary  to  make  new  price  tickets  when: 

A.  Merchandise  has  been  damaged, 

B.  A  customer  returns  merchandise  with  only  one  portion  of  the  tag 
St  ill  Cfi  the  item. 

C.  Pre-tieketed  merchandise  arrives  in  the  store. 

D.  Ther3  is  a  price  increase. 

 5.    When  a  price  >an  has  been  lost  and  the  manager  is  unavailable,  where 

would  you  go  to  find  the  price  of  the  item?    (List  all  choices  in  the 
order  you  vvould  Sv  '^r^ct  them). 

A.  Cal 1  the  buyer. 

B.  Search  for  another  >Fm  just  like  it  oh  the  sales  floor. 

C.  Call  a_branch  strre  lo  see  if  they  have  the  same  item. 

D.  Ask  the  cus.,mer  what  they  have  seen  similar  items  selling  for. 

Firsts  i  would   

Second,  I  would  

Third,  I  would   
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TEST  ITcM  067-00-12 

See  Test  Item  073-00-13  (r,.:  •  5). 
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COMPETENCY  068 


COMPETENCY  068:    Operate  cash  register:  itemize  sales,  ring  total,  add  tax, 
change  tapes,  correct  voids  and  take  readings; 


TEST  ITEM  068-00-n 

JNSTRBCTieNS  TO  STUDENTS:    IniColumn  I  are  the  parts  of  a  cash  register  keyboard.. 
From  'tH'e  fonctions  In  Golunti  11,  select  the  one  which  is  most  appropriate  for  each 
Item  in  Golurm  I.    Record  the  letter  of  your  choice  in  the  space  provided  to  the 
left. 


Column  I 

1 .  Salesperson  key 

2.  Total  key 

3.  Department  key 

4.  Transaction  key 

5.  Amount  key 

6.  No  sale  key 

7.  Correction  key 

8.  Subtotal  key 

9.  Tax  key 


Column  IT 

A.  Classifies  the  type  of  activities  on 
the  register,  such  as  cash^  charge, 
paid-but. 

B.  Records  the  amount  of  the  transaction. 

C.  Identified  who  rang  the  transaction. 

D.  Totals  all  items  before  tax  added. 

F.    Indicates  the  amount  of  sales  tax  on 
a  sale. 

F.  Frees  amount  whic^  rias  been  depressed 

but  net  '^ung  up 

G.  Indies       total  ,  lourt  of  the 
transdc . i  on : 

H.  Records  the  merchandise  by  depa^^t- 
ments . 

I.  Al lows  you  to  open  the  cash  drawer 
without  ringing  a  sale. 


TEST  ITEM  068-00-12 


INSTRUCTIONS  TO  TEACHER:    After  having  instructed  your  students  in  the  proper  pro- 
cedure  for  changing  the  receipt  and  detail  audit  tapes*  have  each  student  change 
these  tapes  using  the  correct  procedure. 


TuST  ITEM  668-6D-13 
See  Test  Item  069-00-13. 


ERIC 
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eOMPETENCY  069 


COMPETENGY  065: 


Determine  the  correct  change  and  count  it  back  to  a  custom 
during  a  cash  sale  according  to  company  proeedare. 


TEST  ITEM  959-90-11 

See  Test  Item  073-00-13  (Part  12) 


TEST  ITEM  069-00-12 

See  Test  Item  073-00-13  (Part  13). 


TEST  ITEM  069-00-13 

INSTRUCTIONS  TO  TEACHER:    After  naving  instructed  yr  -  students  oh  the  procedure 
for  operating  the  cash  register  available  to  you,  hc.e  each  student  ring  up_a 
cash  transaction  correctly,  announce  the  sale,  accept  the  amount  tendered,  count 
the  change  back  manually  and  thank  the  customer.    Ahead  of  time  do  the  following: 

1.  Obtain  several  sets  of  play  money  and  have  each  student  "set-up"  the  cash 
drawer, 

2.  Reproduce  and  cut  apart  the  six  sales  transactions  provided  or  make  up  some  of 
your  own,  if  you  have  a  fairly  large  clas:       The  key  to  each  transaction  will 
be  on  the  back_of  the  transaction  and  you  may  want  to  have  a  copy  to  look  at 
while  the  student  is  role  playing  their  part. 

3.  Tape  a  tax_ schedule  to  the  cash  register. 

^.    Reproduce  and  pass  out  student  rating  sheets  for  students  to  look  at  and  to 
fill  in  their  name. 

NOTE.    If  there  is  ho  cash  register  avai lable,  simulate  a  cash  drawer  and  svaluate 
students  on  counting  change  only.    Change  the  student  instructions  and  rating 
sheet  to  inatch  -jp  with  the  needs  of  an  automatic  register. 


INSTRUCTIONS  TO  STUDENTS:    You  are  to  correctly  ring  up  a  cash  sale  on  a  cash 
register. 

Follow  the  ;>teps  below: 

1.  Take  your  place  at  the  cash  register  and  give  the  teacher  your  rating  sheet. 

2.  Take  the  instruction  sheet  handii^d  to  you  by  the  customer  (your  teacher)  and 
ring  up  the  amounts  indicated  on  the  sales  tickets. 

3;    Subtotal ,  add  tax  and  total  sale,  and  ahnouhce  the  sale, 

4.  The  customer  will  tender  their  money  and  you  must  compute  the  change  and  re- 
turn it  to  the  customer,  following  the  steps  for  computing  and  returning 
change. 

5.  You  will  5e  rated  on  the  rating  sheet  by  your  teacher. 
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TEST  ITtM  069-00-13 


TRANSACTION  1 


TRANSACTION  2 


j 

D«pl. 

3 

Ciiti 

e 

3 

Cliti 


TRANSACTION  3 


0«>L 

3 

Cl«u 

22 


Styt* 

kS67 
Sin  I 

B 


Oapt- 

22  :: 


9^21  7^  y 


/  - 



Dept.  Style 

-  3 
Cl«s» 

5566 

Silt 

3  9J 
Clati  Situ 

88  7 

66  . 

k  5 

TRANSACTION  4 


ClM* 


It's 


77 


\ 


3"  U3A 

Sl»  /I 


9f« 


\_ 


TRANSACTION  5 


Lo%v/t 

Dipt  Sry)» 
42«  ^ 


3 

ClHi 

77 


I  15.67 


,1 

32 


SIzd 


0900 


87^ 


23.74 
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TEST  ITEM  069-00-13 


TRANSACTION  1                      ...  Gives  Siyl 

vLudeht  arinounees:  That  will  be  $52;25  Your  change  should    4  pennies  =  52  30 

Customer  gives:       $55:£Q  be:                          2  dimes  =  52.'50 

Student  announces:  Tl.at  will  be  $52.26  1  half  =  53. OQ 

out  of  $55  2  $1  =  5.00 


TRANSACTION  2 

Student  announces: 
eu:bomer  gives: 
Student  announces: 


That  will  be  $27.53 
$30.00 

That  will  be  $27.53 
out  of  $30.00 


Vc'jr  change  should 
be: 


2  j5ennies  =  r7.55 
2  dimes     -  27.75 

1  qu^-ter  ■  28.00 

2  $1  =  30.00 


TRANSACTION  3 

Student  announces: 
Customer  gives: 
"tudent  announces: 


That  wil i  be  $42.03 
$50.00 

That  wii:  be  ^42. 03 
out  of  $50 


Your  change  should 
be: 


Bives  Says 

2  pennies  =  42.05 
2  dimes  =  42.25 
1  quarter  =  42.50 

1  half      =  43.00 

2  $1  =  45.00 
1  $5          =  50.00 


TRANSACTION  4  aives  Sa^ 


Student  announces:  That  will  be  $23.09         Your  change  shoi.       1  penny  =  23.10 

Gusto^r  gives:       $30;00  (3  $10s)  be:  1  nickel  =  23.15 

Student  announces:  That  will  be  $23.09  1  dime  =  23.25 

out  of  $30. C:  'I  quarter  =  23.50 

1  half  =  24.00 

.  $1  -  25.00 

1  $5  =  30.00 


TRANSACTION  5  Siyes  Says 


Student  announces:  That  will  be  $48.35  Your  ch.    -,e  shoi'd    1  nickel  =  48.40 

Customer  gives:       $60.00  (3  $20$)  be:                          1  dime  =  48;50 

Student  announce,:  That  will  be  $48.35  1  half  =  49^00 

out  of  $60  1  $1  =  Boioo 


1  $10        =  60.00 


Operations 
79 

4^8 


TEST  ITEr:  369-00-13 

RATING  SHEET 
CASH  REGISTER  OPERATIONS:  MAKING  CHANGE 
INSTRUCTIONS:    Circle  the  appropriate  score  for  each  item  and  total 


The  student 


Unacceptable 


Poor 


Average 


1.  Greeted  the  customer 

2.  Rang  up  each  amount  correctly 

3.  AskRd  if  there_ would  be  "anything  else' 
before  subtotal ing 

4:    Chdrged  cQi^recL  ■  mount  of  tax 

5.  Announced  tota'     .in;  of  sale 

6.  ilace'^  a„iount  tendered  on  the  change 
p  1  <e 

7.  Announced  total  sale  and  amount 
tendered 

8.  Used  correct  procedu»'e  to  count  change 
from  cash  drawer 

9.  Computed  correct  amornts  of  change 

10.  Use  J  as  few  coins  and  bills  as 
possible 

11.  Countrrd  change  into  custome,\'s  hand, 
mentioning  each  coin  and  dollar 
denomination 

12.  Placed  amount  tendered  in  register 
drawer  and  closed  i.ie  drawer 
intnediately 

1,.     Gave  customer  the  receipt 

14.    Thanked  the  customer 


Excel  lent 


0 

d 

d 

0 
0 
0 

0 

0 


0 


0 
0 


1 

10 


2 
20 


5 
6 


3 
30 
3 

6 
4 
6 


9 
9 


TOTAL  SCORE 


Total  possible  score  is  100, 


1^7 
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eONPETENCY  6/0 


I  COMPEIENCX  070:  Balance  cdsn  c"  :rv\-r  aga::ist  register  reading  and  complete 
1  appropriate  forms  ^or  register  close  out. 

i  -   


TEST  ITEM  070^-38-11 

INSTRUCTIONS       SlHeEfilS:    Complete  the  following  sentences  by  writing  the  \^or'l/ 
phrase  tha  r:"l)esr completes  the  sentence  in  the  blank. 

).    The  tape  that  gives  daily  sales  totals  dnd  is  used  when  closing  out  a  register 
is  called  a    tape. 

2.  Cash  registers  are  usually  closed  . 

3.  When  the  salesp:5rson*s  total  sales  agree  with    he  amount  shown  on  the  tape 
in  the  register,  -he  register  is  said  to  bt  

4.  When  closinc^  out  a  register,  checks  are  co..:  :  ired  to  be  iht  same  as 


5.    When  closing  the  rec,:ster,  the  salesperson  must  remove  the 
before  counting  the  curr.acy  and  ':oins. 


TEST  ITEM  070-BQ-U' 

See  Test  Item  073-00-13  C^art  19). 


4r,3 
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TEST  ITEM  070-00-13 

INSTRUCTIONS  TO  TEACHER:    Reproduee  the  cash  register  close  out  form  with  the 
numbers. 

INSTRiJEIietiS  TB_STHDENTSj    Carefully  study  th-  cash  register  close  out  report 
given  to  you^    identify,  by  writing  in  the  blanks  below,  the  kind  of  informa  on 
that  goes  in  each  designated  numbered  area  and  where  you  would  find    hat  informa- 
tiori. 

Kind  of  Information  Sourcs 


2. 
3. 


5. 
6. 
7. 
8. 
9. 


n 


12. 
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TEST  jTEM  070-00-13 


ERIC 


CASH    REG  ISTER    CLOGE    OUT  FORM 


Date 


"DpemngTlind 
Amount 


Store  No. 


Dept.  No. 


CASH:  List  amount  at  dosing  less 
opening  fund. 


Pennies 


f^ie''e_U_ 


Dinies 


-Quar-ter's 


!  Half  Ullars 


\  Lurre 


Total  Currency  and  Coins 
(after  removing  opening 
furudj  


2.  Total  Checks  (+) 


3.  Total  Gift 

Certificates  '+) 


Total  Paid  Outs  (+) 
^_(a_ttac-D  vQucber-s) 


Postade 


Fr^  ^Wt^ 
Supplies 


"DtTier 


5.  Refunds  (+) 

(attach  tickets) 


6._£ash-VQids  (  +  ) 


7.  Total  CASH  Sales 


Cash: 


_Prover 
_Ovcr 
Short  $- 


Register 

-No.  


Employee  Closing: 


8.  Charge  Voids  (+) 


9.  Store  Charges 


10.  Bank  Card  Charges 


11 .  Total  Daily  Sales 

(Add  lines  6,7,8,  &  9) 


Detail  Audit  Tape 
Seading-ol-total  -Sa1  es^ 


!3:  Register: 


Proven 

Over 

Short 


DAILY  SUMMARY 
Tv;tal  Cash  Sales   


Total  Charge  Sales__ 
Total  Sales 
Number  of  Paid  Outs 
Nu.nber  of  Voids 
Number  o^"  No  Sales 


Nunibei 


Refunds 


Reading  of  Customer 
Counter 

Amount  of  Average 
Sa  les 


Consents: 
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Individual  Employee  Totals: 

Key  A   Key  C   

Key  B  Key  D 


eeMPETENeY  071 


CBMPETENEY   671:     Authorise  customer  Checks  according  to  the  store's  policy. 


TEST  ITEM  071-00-11 


INSTRUpiONS  T0_^TUDEN;^^      In  the  blanks  that  corr>:^spond  to  the  numbers  on  the 
cli'ecV  Ve Vow/ writ e'^ side  each  part  the  requirements  for  acceptance  in  most 
apparel  stores. 


Moore  Successful 

25  Securitv  Place 
Anywhere.  U  S  A 


103 

ooo-oco 
ooo 


TUT}  IK 
ORDER  OF^ 


m 


Southern  National  Bank 


-  DOI  i  AUS 


Identi"  f'y 


Requirements  for  Accepltan£g 


1  . 

2. 


4. 

5. 

6. 


5: 

6. 


TEST  ITrM  071-00-12 

See  Tesc  Item  073-00-13  (Parts  15  and  16) 


TEST  ITEM  071-00-13 

See  Test  Item  073-00-13  (Part  i  ■). 
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ebMPEttMCY  072 


• 


7  COMPETENCY  e72:  Examine  credit  cards  and  check:  for  bad  credit  or  stolen  | 
j  cards .  * 


TEST  ITEM  072-00-n 


INSTRUCTIONS :TG  STiiBENTS:    Read  the  case  study  be-QW  and  list  a^l  possible  steos 
that  you  could  take .  '  ^ 

It  is^just  before^closing^timfe  U  Logan's,  when  a  customer  comes  into  the  shoe 
department.    He  seetrs  to  be         great  hurry,  and  quickly  picks  out  a  pair  of 
shoes  and  purchases  them  wth  his  '  ^cer  Charge.    The  purchase  amounts  to  $72.00, 
not  quits_enough  to  require  you      call  the  bank  Card  company  for  approval.  You 
writa  up^the  chares  ticket  and  ask  for  his  signature.    This  customer  seems  sus- 
picious     you.    What  steps  can  you  take  to  insure  thai  this  bank  card  does  belong 
to  this  customer? 

TEST  ITEH  072-00-12 

Ifc^i^UCTIONS  TO  STUDENTS:    Answer  the  questions  below  in  the  space  provided. 

1.    Li  it  the  steps  you  can  take  to  insure  thac  a  store  credit  card  is  being  used 
ty  If..'  proper  person . 

What  must  you  remember  MOT  to  do  if  you  aro  sure  that  a  credit  card  is  stolen? 

Give  two  reasons  yfiy  it  i^;  important  that  a  customer  sign  a  charge  ticket. 

(1) 

(2) 

4.  What  do  you  tell  a  custon.er  if  the  credit  office  does  not  give  you  permission 
to  authorize  a  sa  it? 

5.  What  is  a  'floor  limit"? 
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COMPETENCY  073 


COMTTENCY  073:    Conduct  periodic  stock  counts  for  reordering  of  stock  (unit 
control)  and  for  annual  inventory  (dollar  control ). 


:*^r  ITEM  C73-00-n 


pTRyc^  Read  each  of  lhe  incomplete  sentence.  .    Batermine  which 

u  J    i  "^"^P]!^^^  appropriate  for  each  statement. 

Write  the  letter  of  this  -esponse  in  the  space  provided  to  the  left. 

 ^'  actual  count  of  the  merchandise  on  hand  on  a  given  date  is  called: 

A.  Perpetual  inven.'-ory 

B.  Opening  inventory 

C.  Physical  inventory 

D.  Book  inventory 

  2.    Most  alert  retailers  take  a  physical  inventory  at  least: 

A.  Weekly 

B.  Monthly 

C.  Semi -annually 

D.  Annually 

  3-    When  a  retailer  is  get,  ting  ready  to  take  inventory: 

A.  He  will  increase  the  amount  of  stock  oh  hand 

B.  He  will  reduce  the  amount  of  stock  on  hand 

e.    He  will  be  unconcerned  about  the  amount  of  stock  on  hand 
D.    He  will  have  all  of  the  stock  moved  to  the  stock  room 
 Inventory  1s  usually  tsken  at: 

A.  Retail  value 

B.  Cost  value 

C.  Mark  up  value 

D.  Mark  down  value 

 ^  form  on  which  basic  .nvcrtory  information  is  recorded  is  called: 

A.  A  ba?-:nce  sheet 

B.  A  profit  and  loss  sheet 

C.  A  work  sheet 

D.  An  inventory  sheet 

 ^  ^'    When  an  employer  of  a  department  store  moves  down  the  aisle  to  take 

inventory,  he  should  not  record: 

A.  The  number  of  un 

B.  The  retail  price 

C.  A  detailed  description  of  each  item 

D.  The  cost  price 
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TEST  ITEf^  073-00-12 

iNSTftHeTIOHS  T6biTUBENT5:    Read  each  of  the  following  statements  about  inventory. 
Determine  if  each  statement  is  true  or  false;    Write  the  correct  response  ^true 
or  false)  in  the  blank  to  the  left  of  each  statement. 

  1.    Both  forms  of  inventory  (pliysical  and  perpetual)  are  usually  used  by 

most  apparel  stores. 

 2.    Unit  control  figures  Will  give  specific  information  on  how  many  items 

of  a  style  are  In  jtock. 

 3.    Mistakes  on  inventory  sheets  should  be  carefully  erased  and  the 

ccrrection  made  as  soon  as  the  error  is  discovered. 

  4.    A  physical  inventory  is  necessary  if  a  store  is  to  have  an  accurate 

accGjnting  of  Its  profit, 

  5.    Unde/  no  circumstances  should  any  inventory  sheet  be  destroyed  because 

employees  are  accountable  ^or  each  sheet. 


^74 
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TEST  ITEM  073-00-13 


Iv^StRUCTIdHS  to  TEACHER:    In  order ;  to  make  this_uh]t  more_meam*ngf  al  and  show  the 
interrelationship  of  forrns  and  activities,  the  following  Test  item  has  been  or- 
ganized to  simulate. ah  actual  situation  in  ah  apparel  store.    This  Test  Item  can 
be  used  as.  a  prdicct  or  an_exam  n  the  completion  r-f  the  unit  or  the  different 
parts  xan  be  used  S€pdfatr]y  choose.    Time     r  completing  the  entire  Test 

Iter      approximately        ::si.rs,  if  the  students  v  ; consistantly.    You  will 
nev.       :  ^produce  one  Test  Itciii  Booklet  for  each        ent,  one  set  of  answer 
r     r.-^.i  one  set  of  forms.    The  forms  that  yor  eed  to  reproduce  are: 

Buyers  Purchase  O-^Ber 

Invoice 

Freight  bill 

Inventory  Adjustment  Report 
Return  to  Vendor  Form 
Memo  Form 

Rating  Sheet  for  Memo  (This  is  for  your  use  and  is  not  given  to  the 

 students . ) 

Floor  plan  for  the  department 

Rating  sheet  for  floor  plan  (For  >our  use  only) 

Basic  Stock  List 

Stock  Requisition 

Merchandise  Description  Sheet 

Inventory  Counting  Sheet 

Register  Close  Out  Report 


Prepare  3  file  folder  for  each  student  which  contains  the  Test  Item  Booklet, 
the  answer  sheets^  and  the  forms  listed  above. 


INSTRUCTIONS  JO  STUDENTS:    Your  teacher  wi  1 1  give 
read  carefully.    It  is  divided  into  "larts  and  ea-^' 
you  or  asks  you  to  perform  some  dut       You  »vin 
contains  answer  sheets  ar  '  forms  v/Uicy  vp'j  will  c 


you  a  booklet  which  you  should 
p^rt  requires  an  answer  from 
0  receive  a  file  fo'.der  which 
asked  to  complete. 


475 
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ilEM  073-00-13 


H  IONS  DAY  AT  LOGAHl 


TEST  ITEM  073-00-13 


A  LONG  DAY  AT  LOGAN'S 

Oh  September  2^  you  are  working,  partti^Tie,  for  Logan's  f  '3),  in  the  Junior  Snorts- 
wear  Department  (#3),    Your  department  has  four  fulltirr-  .  Ployees: 

  Empi oyee  Numtei  Assigned  to  Register 

Sally  Smith,  Manager  01      ^  #]  Key  A 

Linda  Brown  02  §2  Key  A 

Charles  Grey  03  #1  Key  8 

Becky  tittle  04  #1  Key  C 

ano  three  parttime  employees: 

Don  New  05  ^2  Key  B 

Susie  Careless  06  ^1  Key  D 

"You"  07  ^'2  Key  C 

Today  you  are  scheduled  to  work  fr&wi  2: 00  p-m,  until  closing.    Aftv.r  5:00  p.m., 
you  and  Don  will  be  the  only  employees  in  the  department.    You  willbe  in  charj^, 
since  Don  has  only  wcrkGd  for  one  week,  and  still  needs  a  lot  of  help. 

When  you;  arrive  at  work,  Sally  asks  you  to  cheek-in  some  newly  arrived  merchan- 
dise.   She  has  accepted  the  order  and  needs  you  to  log  it  on  the  receiving  record 
and  check  the  items  against  the  invoice  and  the  buyer's  purchase  order- 
la.    Ir  your  folder,  you  have  the  buyer's  order  rorm*  the  invoice  and  the  freight 

bill  for  this  shipment.    Record  the  shipment  on  the  receiving  record  which 

you  will  find  on  the  answer  sheet, 

lb.    You  make  the  fol lowing .count  of  items  in  the  shipment: 
18  blouses,  style  482 

24  blouses*  style  333  You  notice  that  these  items 

15  vests*  style  271  coordinate  with  each  other 

26  skirts,  style  271  -nd  are  in  the  newest  fall 

14  pants,  style  252  colors. 

Using  the  buyer's  order  form  and  the  invoice,  make  the  r^ecessary  checks  to 
indicate  receipt  of  goods  on  the  invoice. 

Ic.    There  is  one  check  which  eahhot  be  made  on  the  invoice,  but  is  dr.  important 
step  in  checking  in  merchandise.    What  is  it?    Record  your  answer  '.r,  the 
space  provided  on  the  answer  sheet. 

2.  The  buyer's  order  form  tells  who  muit  pay  the  transportation  cost  tor  this 
shipment.    Indicate  on  the  answer  sheet  who  is  to  pay. 

3.  While  checking  the  merchandise,  you  find  that  two  items  must  be  returned 
to  the  vendor  because  they  arriveddefective,  one  skirt,  size  9,  has  a 
flaw  in  the  material,  one  {^air  of  pa?its,  size  7,  has_pne  leg  shorter  than 
the  other.    When  you  show  these  two  items  to  Sally,  she  asks  y?iu  to  return 
them  to  Arpeja  today,  since  Logan's  has  an  "open  return  policy"  with  tn.s 
vendor.    You  will  need  to  complete  an  inventory  adjustment  report,  a  '^t:- 
turn  to  vendor  form  and  write  a  memorandum  indicating  the  reasons  for  the 
return.    Do  this  now  on  the  three  forms  provided  in  your  folder. 
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4. 


5b 


6, 


7. 


Oh  the  ahsr^er  sheet  explain  the  meaning  of  an  '^open  return  policy." 

After  you_finish  the  forms  for  returning  the  defective  merchandise,  Sally 
asks  you_to  mark  [ne  price  tags,  f cr  everything  that  you  received.  Since 
Bon  has  not  done  this  before,  she  asks  you  to  show  him  the  procedure  for 
iJiarking  new  price  tags.    Ycu  explain  to  Don  that  Logan's  uses  the  cost 
code  of  "P  A  R  I  S  C  L  0  T  H^'  arid  the  seasonal  code  is  "H  A  V  E  F  u  N  T  0 
DA  Y."    Vou  also  explain  the  togan^s  uses  a  keystone  markup  to  determine 
the  retail  p-ice.    You  mrk  one  tag  for  each  style  of  merchandise  to  show 
Don  how  It  IS  done.    Or?  vuur  answer  sheet  you  will  find  the  tags  Mark 
them  now  using  size  9. 

While  you  are  marking        price  tags.  Sally  asks  you  to  mrk  down  a  jumper 
3d%  that  was  damaged  on  display.    You  will  find  the  tag  to  be  changed  and 
the  price  change  form  on  tf.e  answer  sheet. 

Don  asks  you  what  "class"  on  the  price  ticket  means, 
sheet  what  you  would  tell  him. 


Write  on  the  answer 


As  she  is  getting  ready  to  leave  for  the  day,  Sally  tells  you  and  Don  to 
put  the  merchandise  that  you  recei-'ed  on  the  sales  floor,  if  there  is 
tv.ne.    Otherwise  put  it  in  an  appropriate  place  and  it  will  be  put  out 
j.omorrow     After  she  leaves,  Don  asks  you  where  else  the  merchandise  could 
le^placed.    You  tell  him  the  names  of  the  three  major  stock  locations,  and 
tel    him  where  each  is  1— ated.    On  the  answer  sheet  write  what  you  would 
tell  Don. 


time 


Sincr  the  dinner  hour  is  usucilly  slow,  you  decide  that  this  is  a  good 
for  yoi.  and  Don  to  arrange  the  new^y  arrived  merchandise  on  the  sales 
floor.    Using  the  floor  plan  in  you:-'  folder  and  the  list  of  merchandise 
below,  indicate  b^-  placing  the  merchandise  number  on  the  fixture  how  you 
will  arrange  the  departme.  J;. 

Unless  indicated  as  new  or  sales  items  *  assume  other  merchandise  has  been 
in  your  department  for  a  week  or  so. 


1.  New  blouses  and  coordinated  pants 
and  vest 

c    New  blouses  and  coordinated  skirts 
3.  Trendy  jumpsuits  in  2  colors 
.  Coordinated  velvet  skirts  and  pants 
arid  tweed  blazers,  lacy  blouses-- 
_  new 

5.  Clearance  of  summer  skirts 

6.  Trendy  pants--4  colors 

7.  deans 
lias  10  pants 
Basic  blouses 
Si  Ik  blouses 

Basic  pant  style  in  fashion  colors 

12.  Plaid  shirts 

13,  Basic  bulky  iri -eaters 


3 
9 

VQ 
1 


14.  Salt:--5ummer  l-^ouses. 

15.  Hand  knit  sweaters--4  style::, 

16.  Velvet  skirts  and  ruffle 
blouses--new 

17.  Basir  "ackets 

18.  Sale-- -all  sweaters 

19.  Trendy  pants  and  tops 

20.  Bas'e  cowl  sweaters--8  colors 

21.  Tweed  skirt  coordinated  with 
:i  sweaters 

22.  Basic  blazers 

23.  Basic  dresses 

24.  Dresses--four  styles  in  shades 
of  ru'St 

25.  Coordinated  sk'rts  and  blouses 
?6.  Trendy  '/resses 
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9.     Don  cdnrnehts  thit  he  is  glad  that  the  two_of  you  had  to  rearrange  the  de- 
partment, because  there  is  really  not  much  to  do  tonight.    You  decide  that 
now  is  a. good  time  to  tell  him  about  all  the  regular  stockkeepihg  duties 
that. must  be  performed.    You  emphasize  that  in  an  apparel  department  there 
is  always  something  to  do.    List  at  least  ten  of  the  stockkeeping  duties 
that  you  would  describe  to  Don. 

10.  Finally  custiDftief's  begin  to  come  in  again  and  you  make  several  sales.  How- 
ever, you  miss  two  $ales  because  you  do  not  have  any  plaid  blazers,  in  size 
5  or  13.    You  feel  that  it  is  in^portant  that  Sally  be  made  aware  of  the 
requests  that  you  have  had.    You  leave  her  a  want  slip  for  the  blazers. 

Fill  out  the  want  slip  that  you  wi!l  find  In  vour  folder,  as  you  would  leave 
it  for  Sally. 

11.  Notieing  that  some  of  your  Top  Seat  jeans  are  getting  lew,,  you  decide  that 
this  is  a  good  time  to  show  Don  how  to  requisition  items  from  a  basic  stock 
list.  You  show  Don  the  basic  stock  list  and  the  stGck  requisition  form  anH 
tell  him  that  as  long  as  you  have  two  items  over  the  minimum  required  it  7S 
not  necessary  to  request  additional  items.  You  exhlain,  however,  that  wh^n 
an  item  is  requisitioned  it  is  necessaryto  bring  your  stock  up  to  maximum. 
You  and  Don  make  the  following  count  of  Top  Seat  jeans: 


Style  496 


Style  497 


Size 

Color- 

Quantity 

6,8,16,12 

blue  d. 

10 

in  each  size 

5,12 

be  i  ge 

5 

in  each  size 

8,1G 

be  i  ge 

in  each  size 

6,8 

grey 

6 

ii  each  size 

16,12 

grey 

4 

in  each  size 

6 

blue  d. 

2 

8il2 

blue  d. 

4 

in  each  size 

JO: 

blue  d: 

7 

6,12 

be  i  ge 

6 

in  each  size 

8,10 

bei  ge 

8 

in  each  size 

6 

grey 

2 

8  ; 

grey 

5 

10.12 

grey 

4 

in  each  size 

These_jeans  are  classified  untar  65.  Using  the  basic  stock  list,  complete 
the  stock  requisition  form.    Both  of  these  are  in  your  folder. 

12.  You  watch  Don  while  he  is  makihg_a  cash_sa1e  and  notice  that  he  is  having 
trouble  nakihg  change.    After  the  customer  leaves,  you  go  over  the  eight 
steps  in  announcing  a  sale  ahd_returning  the  change  to  the  customer.  List 
these  steps  on  the  answer  sheet_as  you  would  explain  them  to  Don,  being 
careful  to  list  them  in  the  proper  order. 

13.  You  have  had  only  five. cash  sales  today.    9n  the  answer  sheet  you  will  find 
the  amount  of  these  sales  and  the  amount  tendered.    Indicate  the  amount  of 
change  that  yoi;_ returned  to  each  of  your  customers,  using  tne  least  number 
of  coins  and  b1'  r- . 

14.  Don  brihgs  two  checks  to  you  for  authoriz.ation* 


C|)erat16ns     A  7o 
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You  WillTihd  these  checks  oh  the  answer  sheet:    Indicate  if  they  are 
acceptdbU  or  unacceptable;    IF  the  checks  are  unacceptable,  circle  the 
parts  that  make  them  unacceptable; 

15.  You  explain  to  Don  that  certain  types  of  checks  are  hot.  usually  accepted 
at  Logan's.  On  the  answer  sheet  list  the  types  of  checks  that  you  would 
tell  Don  are  uniaccei)table . 

16.  You  remind  Den  that  hogan*s  store  "policy  requires  that  the  name  be  printed 
on  the  check,  that  1^  is  written-^ for  the_amount  of  purchase  or  less,  tha^ 
you  have  a  driver's  license  and  a  ma jor  credi t  card,  and  that  you  get  the 
phone  n':;:':ber  and  place  of  employment.    Further,  if  the  check  is  over  $50, 
you  are  supposed  to  call  Check  Fax.    The  next  customer  of  Don's  purchases 

a  dress  for  $45.78.    She  presents  the  following  check  and  identification. 


ID  Presented:    Driver's  license  and  Social  Security  Number. 

Don  carefully  stud-:es  the  face  of  the  cheeky  writes  the  ideh ti fi cation  oh 
the  back,  and  gives  the  lady  her  dress.    What  would  you  sucf^est  to  Don  that 
he  do  differently  to  insure  that  the  customer's  credit  is  good?    Wrjte  your 
Suggestions  on  the  answer  sheets  explaining  anythihy  that  you  feel  Don  won't 
understand. 

17.     ^ust  before  closing  time,  the  blouse  buyer  for  your  department  caj Is  andasks 
for  an  inventory  on  all  tadyette  blouses  that_you  have  in  stoclc.    He  is  going 
to  re -order. from  this  vendor  tomorrow  and  needs  this  information  before  he 
places  the. order.    He  apologizes  for  cal j ing  so  late,  but  he  has  just  gotten 
clearahce-on  the  funds  and  needs  to  act  immediately.    Since  this  will  be  a 
short  inwentory,  you  tell  the  buyer  that  the  iriventury  will  be  on  Sally's 
desk  in  the  morning. 

Using  the:merchandi se  description  sheet  in  your  folder,  have  Don  call  the 
items  while  you  list  them  on  the  inventory  counting  sheet  (which  is  also 
in  your  folder) . 
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18. 
19. 


Befpre_^ou  know  if,,  it  is  9:00  p.m;  and  time  t5  begin  closing  your  department- 
List  the  duties  that  you  and  Den  will  have  to  perform.  apartment. 

As  soon _as  the  department  is  officially  closed,  you  begin  to  close  and  balance 
the  register.    You  open  the  cash  drawer  and  find  the  following  information: 

f^^"^        ^^-^^  ^"  pehhies,  $11.00  in  nickels, 
$16.00  in  dimesi  $18.00  in  quarters,  and  $9.00  in  half  dollars 

-YbU  count  $351.06  in  bills 

-Your  opening  fund  verifieation  indicates  that  you  had  $50  00,  which 
included:  $3.00  irj  pennies,  $4.00  in  nickels,  $6.0C  in  dimes,  $10  0G 
in  quarters,  $5.00  in  half  dol lars,  and  $22.00  in  bills 

-ether  items  in  the  drawer  include:  $182.79  in  checks,  a  $10  00  gift 
certificate,  $20.00  in  Paid  outs  for  freight  charges,  $57.42  in"cash 
voids,  $81.27  in  charge  voids,  $51.80  in  Bank  card  charges  and  $179  16 
in  store  charges  f>'^.t^ 

Taking  readings  from  your  activity  counter  indicates  that  you  had: 

-68  customers  during  the  day,  7  No  sales,  0  returns,  7  voids,  and 
1  paid-out 

The  detail  audit  tape  indicates  the  following: 

r 


2 

Se 

2 

23n 

0628 

60 

CA 

2 

Se 

2 

235 

0322 

23 

CH 

2 

Se 

2 

236 

0950 

83 

TL 

2 

Se 

2 

237 

0038 

03 

TX 

2 

Se 

2 

238 

0452 

54 

A 

2 

Se 

2 

239 

0213 

28 

B 

2 

Se 

2 

2A0 

0285 

01 

C 

2 

Se 

2 

241 

0*038 

03 

TX 

Complete  the  cash  register  close  out  report. 
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la. 


I^rUDLNI  ANSWLH  SHLLI 


REOE 

\rM  R 

EGQRD 

Store  No.  = 

Record 

Jia.  J 

Date 

Shipper 

Origin 

Reed. 
Vie  • 

No. 

No. 
Pieces 

Velght 

Charges 

Dept. 

Excpt* 

Re* 
By 

11 

7 

lb.  Mark  the  invoice  in  your  folder. 

1e.  Gheck  for    . 

2.  The   pays. 

3.  Complete  the  inventory  adaustmeht  report,  return  to  vendor  form  and  the  memo- 
randum in  your  folder. 

4.  '•Open  return  policy''  means    

5a.  jT-  — 


B4  — 


Style 

NO 


Dept.  tf-^SO-'.i-fiif- 

O  OHSS  4-1 
725  7 


•-f 


Season  letter 


Vendor 
—  Cost  code 


9> 
Ldc^s 


9  . 


98 


Example 


.  1 


i 


Vest 


Poly  blouse 


Skirt 


9 


n 

Q 
Ct- 
rl- 


O 

m 


8 


9 
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Name 


la. 


umm  mm 


Store  No.  ^3 


Record 
No. 


Date 


Shipper 


Origin 


Reed, 
Via  • 


CuTTlet 
No. 


No. 
Pieces 


1^ 


Weight 


^3' 


Charges 


Dept. 


3 


ExcpC* 


lb.  Hark  the  invoice  in  your  folder. 

Ic.  Check  for  4.,^a>^^<ux^^^  /t^j^cJvOwjL^-^-^  • 

2.  The       K^Jj^r^JLj  pays. 

3.  Comp1ete_  the  inventory  adji^stment  report,  return  to  vendor  form  and  the  memo- 
randum  in  your  folder. 

4. 
5a. 


"0pen  return  policy"  means  /yt^  v£>  rui^c^^.^^>ji^  ^jLyx^Y^^iiX^ 


2? 


1  9  _  o 


Style 

NO 


Dept.  U-^50-33-81f 

O  0MSS4H 
725 


lilt 


Season  letter 


LoqAN's 


J^lasa 


-  Vendor 

—  Cost  code 


%  A2.-98 

Example 


ft) 

ct- 


Vest 


G  b 


Srii 


t'oiy  blouse 


>■  j 

LoCjAN's 

o  o 


US'  2^  - 
 / 

Skirt 
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STOBCNT  ANSWER  SHFET  (Con tiMu''cl) 

5b.    Price  Ticket  te  be  ehahged:   ...     -  --  7  y 

r    .  n  \ 

( 

,  -  1!  8657 

I  CUu  Siii 
61  12 

^16,98 


RETAIL 

PRICE  CHANGE             ■  ~ 

u 

XjAN'S 

Store  No. 

Department  No  

Date 

Type  of  Change: 

Markdown 

Markup 

Markdown 

 Markup 

cancellation        Cancel lation 

By 

Authorized  bv 

Style  No. 

Class 

Article 

Qty. 

Old 

^New 

Amo.'jnt  of 

Change 

Price 

Price 

Adjustment 

Extension 

 :  *■ 

TOTAL 

Why  the  change  was 

necessary: 

6.  "Class 

"  means 

7.     Stock  locations: 


(1) 

(2) 
(3) 
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strntir  /^SUER  sWitT  (Co'n  tmued) 
5b.    Price  Ticket  to  be  changed:  ^ — 


i 


12 


RETAIL  PRICE  CHANGE 


5tore  No,  3-- 


Department  No.  3 


Type  of  Change:  y/^Markdewn 

By  J^L>L^,..^yCt^ 


Markup 


Jterkdbwn  Markup 


—  I 


cancel lation 
Authorized  by  ^^jIa 


Cancel lation 


Style  No, 


Class 


Article 


Qty. 


-Old 
Price 


New . 
Price 


Amount_  of 
Adjustment 


Change 
Extension 


TOTAL 


Why  the  chrhge  was  necessary:  . 


6, 
7, 


"Glass"  means  ^^^^^^^^"^^^^ 

Stock  locations:  ^ 
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8. 
9. 


10, 


STUDENT  ANSWER  SKEET  (Continued) 


Mark  the  floor  plan  in  your  folder. 
List  the  10  stbckkeepihg  duties: 

(1)  

(2)  

(3.   

(4)  

(5)  

(5)  

(7)  

^3)  —  -  -   

(9)  

(10)  


WANT  SLI? 


salesperson 


Date 


Store  No 


Dept.  hJo. 


— Cnde  :  -  Sjl^     ?>pecial  order 


OS  -   out  of  otock 


Code'    Description  (item,  color, size,  price) 


■      Customer  name  S  address 
request^         if  special  order 


The  follo^>7ing  stock  is  low: 
Vendor,  styie^ color  price 


Ho.  of  pieces 
in  stock  


SUGGEST_A_  SUBSTITUTE 


11.     Canplete  the  Stock  Requisition  in  your  folder. 


EKLC 
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Stubr>JT  /WSWER  SHEET  ^Continued) 


8; 

S. 


Mark  the  floor  plan  In  your  folder 
List  the  10  stockkeepins  duties: 


(? 
(2 
(3 
{4 
(5 
(6 
(7 

(9 


ReceXue,  checfe,  mcw.fe  and  io-^t  new?  meAciianclue.. 
AnARr.gs.  mzn.chancii^e.  on  ^£oo/t. 

SiAOyigMzh  tible^  and  bim. 
RotaJta  appn:opfuj}Xt  itock. 

Mafee  imnt  6tLp6  .  Advl&z  buytfi  maAchahLlUo.  nte.di. 
FaM  ovX  itock  ttqtU^ltloh  Mhtn  htce>Si(Viy. 


\0. 


S  a  1  e  s  p  e  r  s  b  h  i<iiu^ 


SEND  TO  OfJiCE  At  ONCE 

WANT  SLIP 

i  /rtgj<cfc^bat:e  ^  -  ;i    S ^  Store  rfe  ^ 


Dept.  fJo. 


OS 


but  of  stbclc 


Code!    Bescription  (item,  color, ©ize,  price) 


requests 


Cusfedmer  name  address 
special  order 


The  foiiowing  stoclc  is  low: 
v^eddor  ,^tyie^  coibr^  price 


tlo .  of  pieces 

on^stocfc^  -  - 


SUGGEST  A  StiBStlTUT  E 


n.     eoraplete  the  Stock  Requisition  in  your  folder. 
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STUDCNT  ANSWER  SHEET  (Continued; 


12.  Step 

s,  in  order, 

fc^  making  change: 

_   



... 

(3). 

 — - 

(4) 



------- 

 ■ 



-   

 ^. 

(5) 

 — 

 ~  — 

(7) 



 — 

 .  



13. 



Amoant  of 

Anlolin  t 

D 

e  n  o  ID 

t  n  a 

t  i  on  8  i 

T^dered 

.01 

.05 

.10 

-.50 

]  1,00 

5.00 

10.00 

$  6.95 

^10.00 

j  .25 

-- 

j 

9.81 

20.00 

— 

11.22 

15.00 

5.16 

to. 00 

2.35 

-2^50- 

 1 

i 

14; 


MARGARET  V.  L  DEANE 

243  TRANQDIC  AVE:  332-^089 
CHARLOTTE,  N.C.  28209 


539 


<  >KIJ|  K  I  ;| 


jj      First  Citizens.  The  Can  Do  Bank 

\  Ch.ir.6ite,  N  (j  ,'m.'i 

f 

li  M)M(.> 
1 


Acceptable 
Unacceptable- 


EKLC 
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STUDENT  ANSWER  SHCET  CGontinued) 

12.      Steps,  in  order,  for  making  change: 

[/)  Anhoance,  amouyiX.  6aZe,. 

[2]  Ptacl  amount  tmdzn.e,d  on  c/ioAge  platt. 

(3)  Call  back  amount  o^  mtz  and  amount  t^nd^td. 

[4]  Count  change,  gAom  dAxxw^. 

(5)  Count  change.  Into  cMtomztrs  Ivand 

{6)  PZac^  anount  trnd^Azd  In  cask  dAJXw^  and  clo6^  dAoivoA. 
(7)  G^iue  cMtomeA,  tho.  A^ceipi. 
(S)  Tfuxnk  ciuiome^t. 


13. 


Amount  of 
 Sale 


4-6^95 


'"7 


9.81 


Amount 
Tendered 


$10.00 


.01 


.65 


li.22 


5.U 


-10.00 


B  e  n  iQ— iBk  j^n  a  t  i  o  n  8 


-^2-5- 


.50 


.00 


5.00 


2.35 


2.50 


14. 


MARGARET  V  t.  OEANE 

243  TRANQUIL  AVE.  3^3^2-4089 
CHARLOTTE.  N;C:  28209 


I'AV  to  THj 
(^KIPI  H.  Of 


539 


CO)  Ul-'rA 

530 


9/ 


0  O  L  L 


A  R  b  \ 


\      First  Citizens.  The  Can  Do  Bank."" 


Ch;)rK)ll<?.  N  C  28202 


3  .: 


□  5  30  tOL.L.5i:0  i3&a3  3qL.  lii-0>jn 


Acceptable 


Unacceptable  i/" 


osnouYit^  mu^t  agktt  in  numhojtA 

and  m^d6.    SignatuAe,  ^houtd  be,  the. 

6ame,  06  pnUnte,d  ^lame,. 


ERIC 
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4B9 


■mST  ITEM  373-ed-i3 


14 


STUDENT  ANSWER  SHEET  ("tontinueii) 


El izabeth  Smith 
fkiS  Carolyn  Drive 
'  Raleigh,  N.C. 

f TO  THE  ,J^/<L>,,  A  y 
ORDER  OYt^Lj£jlJuO^^^^/^^/k*^, 

Southern  National  Bank 


2)0]  \ 


ooo-ooo 
660 




Dollars 


OF  NORTH  r.AROCiNA 


Acceptable 
Unacceptable 


15.  Types  of  unacceptable  checks: 

(1)  _„  _  _   

(2)   _  _    '^'[^  '        '  ~_ 

(4)  

(5)   "ZZ^Z.'Z._^Z 

16.  What  would  you  suggest  that  Don  do  differently? 


17.      Complete  the  Inventor  ,'  sheet  in  your  folder. 


ERIC 


Opera ti  ons 
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4dQ 


TEST  ITEM  073-(3O-l3:  Key 


14. 


16. 


STUUCNT  ANSWER  SHEET  (eontinDea) 


El izabeth  Smith 
§35  Carolyn  Drive 
Raleifiji,  N.C. 

KTtXTHE        -I  ^         -  ' 
iORDER  O 


Southern  Kalional  Bank 


OF  NOPTM  CAPOCtNA 


Acceptable 
Unacceptable 


J 


Types  of  unacceptable  checks: 


What  would  you  suggest  that  Don  do  differently? 


17.     Complete  the  Inventory  sheet  in  your  folder 


Opera ti  on s 
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ERIC 


TFSt  ITEM  073=00-13 

STUDENT  ANSWER  SfiEET  (Continued) 

18.  Closing  duties: 

( 1 )  _:  

(2)  

(3)  _  

(4)   

(5)  

(5)  

(7)  

(g)    --  --  

19.  Complete  cash  registe'-  clo^-  out  report  in  your  folder. 


Operations 
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TEST  ITEM  073-DG-I3 

STUDENT  ANSWER  SHEET  (Continaea) 

18:      Closing  duties: 

(/)  Pick  up  VuJiih  Itlt  In  tht  6tock. 

[2]  Chzck  dA(^ii.ng  ^oom  and  put  cu'vaij  all  rnt.xclviyidl6P^  <ound. 
(5)  Pui  "^o£d"  mmcliandtsz  in  loma.id  :6iock. 

(4)  Rack  cdZ  fw-ngCJU  and  move  to  stoAagc  oAca. 

(5)  StAJolghZcn  mjxp  itand  and  ^i^^tock  6uppHc^. 
[6]  u/ztXte  up  dclcctXvc  moAclyindUc. 

[7)  Cloze  owt  AzgizioA. 
.  __       (S)  map  i:^,ont  n^ckjb . 

19.     Complete  caiH  register  close  out  report  in  your  folder. 
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tEST  IITM  (373-00-13 


t?  SHIP  to  - 


2808  Zen'C)]  ina  AvehJe 


Ra  le-'rjh,  NC 


iOflOER 
|6IVEN  TO 

Arpa.ia 

B STREET 

78934  Seventh  Avenue 

pciTy  A  sTatf, 

New  York,  NY 

ZIP  CODE  10411 

SHIPPING  INSTRUCTIONS  VENDOR  NO.  632. 

.t«  ncf  •  t'uri.   ;    gmde  •".suli I  Dy  Traffic  Dc,-:..  Charlolic,   Ypyr  ACcpun^ wijl  bo  char^^  F/p.7i  rccqlcj  cJ_invoi:c  or  gord*^  whichever 


TPRMR-  2/10.  n/FOM 


•♦i'.  Jii',  K'uled  tjclow. 

_  UPS,  FOB  vendor 


STYLE 

on: 

LOT  NO. 


I 


I 

333, 

,271. 
1  255_ 
252 


CLASS 


DESCRIPTION  —  FIBER  —  COLOR 


.12_ 


12 


White  17s  uolv.  blouse 


Asso,  1/s  cot,  blouse. 


62 


Blk,  wool  fitted  vest 


32 


22 


B&w  wool  wrap  ski rt 


Wh  wool  drawst.  pants 


transpprtatipn  charges  due  to  your  failuro  \o  jf  later.  On  shjpmeiiit  r^ce'Vfd  en  •-  r'.  i^r  the 
(ollow_lnsLnjction3.  Invoice  must  show  routing  ;:5'h  of  ;ho  rnonlli,  leri^i  fceg;-!  •■ '  'ho  lifsF 
of  shipment.   :  ol  tho  follr.vvirg  month  : 


UNITS  AND  SIZES 


-  3- 


I 


11 


13 


Tf'is.Q/der  oiacKUjsubjfict  to  loftns  and 
conditions  on  both  sides  Including  all 
Ooveirnneni  reaijlsiiohs. 


CANCEL  AFTER 

69/15/8- 
DAtg  


No  US< 


15 


QUAN.  COST  i  TOTAL 
ORDERED!  IcOST 


18    jSJl.  ,$2711 


I 


24  IS12. 


-+5- 


m-- 


PRICE 


-24 


-  44  - 


$2-1-^  ]  $546 


S20. 


$280. 


Myra  Bumgardner 

BUYER 


STORE  NO; 


$1  .579.00 


ERIC 


Operations 
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COPY 
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TEST  ITEM  073-00-13 
(Part  lb) 


-PRETA  PORTA 


DUMMY  INVOICE 


Mfg  Nome 

AdJr^s^        125690  Selwyn  Avenuo 

Chaxlx^tce,  North  Carol  ina  28209 


Order  #  '9H^56  

bept    it  5-._z:~  :zz  z: 

bare  : 

Authorizotion  .  _fL  .  Bamqardner 


QUANTITY         StyLE  3t 


DESCRIPTION 


24 


48Z 


 L 


333 


15 


271 


26 
14 


265 


-t  ■-■ 


252 


white ,  long  sleeve  poly  blouses 


assort,  colors,  long  sleeve  cot,  blouses 


bl ack  wool ,  fitted  vests 


black  and  white  wool  wrap  skirt 


white  wool  drawstring  pants 


TOTAL  COST 


UNIT  COST  [  Exj 


111.00 


S13.0G 


$21 .00 


S20.OO 


$15.00  Ji270.0B_ 


312.00 


195.00 


545.00 


280.00 


j_$_U502 . 00 


- —  1 

-r  

1 

 1  

1                                       nT.srnrwr  imum  

1 

4 

Marked  By 


Date  Marked 


R#c  d  Oh  Floor  By, 


ERIC 
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4m 


N?  9801 


T^ST  ITE^  073-00-13:  K^y  DUMMY 
(Part  lb) 


INVOICE 


Mfg   Nome  -PRETA  PORTA  

AjJr«$»        125690  Selwyn  Avenue 


CharJotte,  North  Carolina  28209 


Order  #  10BR56 
btpt  it  — 5  


Pock.flg  Slip  #  980TH 

Oofe  :      .  . 

*urhbrizbtion  _  JL  Bam^ardfier 


QUANtiTY     !  STVLC  # 


OCSCmPTION 


482. 


3i3 


15 


271 


26  ^    ,  265^ 

i  


1 


white,  long  sleeve  poly  blouses 


assort,  colors^  '.ohg  sleeve  cot.  blouses 


black  wool ,  fitted  vests 


black  and  white  wool  wrap  skirt 


white  wool  drawstring  pants 


TOTAL  COST 


UNIT  COST  ,  Extens 


v>fl5.00  v>$270.0^_ 


25B. 


oo 


DTsnnTiwr  amount 


^^13.06  n^95:66 


-^^00 


00 


\4  1/^11 'OO 


JAofk^d  By  

Obi*  Mbrked 


••c'd  On  Floor  Sy, 


No.  V360 


ERLC 
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4.96 


N?  9801 


Test  item  073-00-13 

(Part  la) 


FREIGHT  BILL 


RAINWATER    TRANSFER  COMPANY 

4589  Houston  Street 
New  York,  New  York  10037 


;Ua te _  August  27  ,  1  98--- 


!.___  _   CONSIGNEE 

j  Logan's 

1              2808  Carol  iria  Avenue 

Raleigh,  North  Carolina  27511 

Received  by  ^w^^;.>i^  

Date  ,^^>  ^         Hour    / ^ . 

'u                      r/  ~" 

Arpaja: 

78934  Seventh  Avenue 

New  York,  New  York  10546 

f^^i^^^    R.  Bagby 
Carrier  No.-HZa^ 

Pt.  of  Origin      New  York,  N.  Y. 

Pieces 

Description  of  Contents 

Weight 

j  Rate  Charges 

2 

apparel  (bl oases ,  vests , 
shirts  and  pants) 

45 

1 $20.00 

Pay  this 
amount 

Prepaid  /'T 
Collect 

$20.00  1 

Total  2 

ICC  Regulations  require 
payment  within  7  days 

Total 
45 

Operations      >  ^  - 

no  ^.97 


ERIC 


lE3t  ITeM  073-00-13 
(Part  3) 


1                                                       INVENTORY  ADJUSTMENT  REPORT 

nATK                                    Store  No.                    Department  No. 

No. 

by                                                                    REASON        .  . 

_(Gheck  one) 

He turned  to  Vendor 

  Store  Use 

-—  Sale 

~    ■  Ciestroyed  or  given  to  charity  , 
Other 

STYLE  NO. 

ARTICLE 

QUANTITY 

SIZE 

OLD 

NEW 

AMT,  OF 

A  n  TT^QTMFTJT 
riUJ  Lo  irlCli  i 

  - 

  --  -  - 

J 

1 

j 

1 

Total 

Ope  ra  t  i  bh  s 

in 


TEST  ITtM  673-00-13 
(Part  3)  K£-Y 


1 

INVENTORY  ADJUSTMENT  REPORT 

1 

!           HATE     ^  -  ^  -  _ 

Store  No.       3           Department  Wo,  3 

by  J^^'^djL^ 

REASON 

(Check  one) 
t^^etumed  tc  Vendor 

—  Store  Use 

—  Sale 

  Destroyed       given  to  charity 

  Other  


STYLE  NG. 


ARTICLE 


to  flay  /xjjjuC  ^     _  J 


QUANTITY 


SIZE 


_CLD  NEU^ 
PRICE  PRICE 


KHT.  OF 
ADJUSTMENT 


Total 


Operations 
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ERIC 


TEST  ITEM  0^-00-13 
(Part  3) 


Date 


Dept. 


Store  No.- 


Logan ' s 

2808  Carolina  Avenue; 
Rdieigh,  HC  27511 


8  200 


Address  Label 


Ship  To: 


Charge  to: 


We  have  charged  your  account  for: 
Merchandise  returned 
Merchandise  found  short 
Merchandise  damiiged 

Reason  for  Return  or  Adjustment 


Date 


Amount 


FROM  VENDORS  INVOICE 


invoice  Number 


Mfg. 

Style  No 

i  Quantity 

Classification 

Descript  ion 

Price 

Total 

total 

Ijomber  of 

Pieces  

Date 
Shipped 


Signature- 


Operations 
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TcST  ITEM  073-00-13 
(Part  3)  KEY 


RETURN  TO  VENDOR  FORM 


Date  JlM: 
Dcpt .  3 


Store  No.  3 
Ship  To: 


jan's 

2805  Carolina  Avenue 
Ralfi  gh,  NC  2751  1 


8  ) 1  ZOO 


Charge  to: 


Address  Label 

Arpaja 

78934  SBS/EhiTU 

1(941/ 

We  have  charged  your  account  for: 
Merchandise  rctunrjed 
Merchandise  found  short 
Merchandise  dam4ged 

Reason  for  Return  or  Adjustment 


FROM  VENDORS  INVOICE 


Amount 


Invoice  Nu^nber 


Mfg. 

Style  No 

Quantity 

Cl^s-sif4cAtlon 

Hescrtptioxt  — 

Unic 

Total 

/ 

32. 

1a/rap  6*^»«T 

2/ CO 

/ 

22- 

Total 

—       -  1 

4-/^ 

>er  of 
Pieces 
DAte 
Shipped 


Signature 


Operations 
114 


TEST  ITEM  B73-0O-13 
(Part  3) 


Memorandum 

TO: 
FROM: 
SUBJECT: 
DATE: 


ERIC 


Operations 
1 15 


502 


TEST  ITEM  073-00-13 

(Par t  3)    Sample  Memorandum 


Memorandum 

TO:  Arpaja 


FROM: 


Logan's 


SUBJECT:    Defective  merchandise  (Invoice  9801) 


DATE: 


Septenfcer  2,  198- 


Enclosed  are  two  pieces  of  defective  merchandise. 

The  flaws  are  as  follows: 

Style  #265  (skirt)  -  flaw  in  the  material 

Style  #252  (pant)    -  one  leg  shorter  than  the  other. 

Please  replace  these  items  immediately  or  credit  our  account. 

Thank  you  for  your*  attention  to  thlsT  matter. 


Operations 
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Tt:ST  ITEM  073-00^-13 
(Part  3; 


DEFEeTlVE/OAMACED  MERCKANOISE 
MEMdR>\NDUM  RATING  SHLLT 
RETURN  TO  VENDOR  FORM  RATING  SHEET 

Memo  (Total  Points.  SQ) 


Possible 
Poir  -s 


1.  Is  the  memo  effectively  written,  with  all  information 
included?  ]5 

2.  Bid  the  participant  include  the  reason  for  each  item 

being  returned?  15 

Return  to  Vendor  Form  (Total  Points:  70) 
Did  the  student  correctly: 

1.  Fill  in  the  date  and  department  number?  5 

2.  Fill  in  the  "ship  to"  address?  5 

3.  f^ill  in  the  "charge  to"  address?  5 

4.  Check  both  merchandise  returned  and^  merchandise  damaged?  5 

5.  Write  in  the  reasons  for  return  and/or  refer  to  the  5 
attached  memo? 

5.    Fill  in  the  "From  Vendor's  Invoice"  section,  including 

date,  amount,  and  invoice  number?  5 

7.  Complete  the  section  on  merchandise  being  returned, 
including  manufacturer,  style  numbers^  quantity* 
classification,  description,  unit  price,  total.  30 

8.  Complete  bottom  section  of  form,  including  number 

of  pieces,  date  shipped,  and  signature.  10 


TOTAL  POINTS  RECEIVED 
TOTAL  POSSIBLE  POINTS 


Operations 
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TEST  ITEM  073-00-13 
(Part  8) 

JUNIOR  SPORTSWEAR  DEPARTMENT 


TEST  ITEM  G73-00-13:  Ke^ 
(Part  8) 

JLiNidR  SPORTSWEAR  DtPARTMcNl 
FLOOR  PLAN 


Entrance  Entrance 


NOTE  TO  TEACHER:    Answers  may  vary.    Key  indicates  model  answers 


Operations 
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TEST  ITEM  073-00-13 
(Part  8) 


RATING  SHEET 


Note:    Merchandise  may  be  placed  in  more  than  one  spot  and  still  be  aeeeptabie 
Themaih  consideration  is  whether  the  merchandise  is  oh  the  right  type 
of  fixture,  kept  within  classifications  (except  coordinated  looks)  and  is 
in  the  best  area  according  to  store  policy.    Teacher  judgment  must  be  an 
important  part  of  this  rating. 


Please  rate  the  student  on  each  of  the  following  items.  Circle  the 
score  for  £;;h  item  anc  total  for  overall  retihg. 


Task 

1  

Poor 

Fair 

Good 

Excel  lent 

1.    Wd s  bdsic  tvDe  merc:hahd"i^.p  hl;^rpH 
in  the  back  of  the  department? 

0 

1-2-3 

5-6-7 

8-9-10 

2.     Was  sale  merrharidiQp  u/ithiri  it'c 
classification  and  placed  at  the 
back  of  that  area? 

d 

3-4-5 

8-9-10 

13-14-15 

3 .     We  re  n  ew  a  r  r  i  v^^  1<^  and  hinh  "fAcHn  rsh 
colors  placed  in  the  entrance  area? 

0 

1-2-3 

5-6-7 

8-9-10 

A,    Were  "trendy"i terns  placed  in  the 

second  row  of  fixtures,  or  in  that 
 ge^ieral  area? 

0 

1-2-3 

5-6-7 

8-9-10 

5          WPPP    r  1  a  C  Q  "i  "F  i  pa  +  T  An        U^n-t-  +-nnQ*^ho^ 

^  •           r  c   1.  J  a  55  1  1  1  Ca  L  1  Qf  1  ^   KSp  L    tOye  unsr, 

except  "go-together"  separates  on 
wall  rods  and  coordinated  items  on 
-A-my  racJcs-and  "T"  stands? 

G 

2-4-6 

9-11-13 

16-18-20 

6.    Were  coordinated. items  placed  on 
4-way  racks  or  "T"  stands? 

0 

1-2-3 

5-5-7 

8-9-10 

7.    l-^ere  single  classifications  and 
clearance  sale  items  placed  on 
round  raefc^? 

0 

1-2-3 

5-5=7 

8-9-10 

8.    Were  wall  rods  hung  with 
coordinated  looks? 

0 

1-2-3 

5-6-7 

8-9-10 

9.    Were  shelves  merchandised  with 
easily  folded  merchandise? 

0 

1-2 

3-4 

5 

TOTAL  SeORE   


TOTAL  POSSIBLE  SCORE    -  100 


operations  - 
120  fT 


ERIC 


TEST  ITEM  073-00-13 
(Part  11) 

BASIC  STOCK  LIST 

Store  No.       3      Dept.  No.    3         Item    Top  Seat  jeans 

Vendor  and  addressi-Jup  Seat,  1926  Seventh  Avenue,  New  York,  NY  16144 


Style  No. 

Description 

Col  or 

Size 

Mih.  qty.  |  Max.  qty. 

jRetail  Price 

496 

— Tampered  leqs 

blue  d. 

6 

5         i  12 

1  $15.98  

8 

^       !  12 

- 

10 

7 

r:;ii. 

j  — .__J6__a_._  

L    -10  -+-4J3-.98 

1? 

 7 





beige  c. 

5 

!  4 

-8-1  4 

10 



10     :  5 

i_     -04  i- 

12    1  6 

14  1 

— 

grey  e . 

6    i  3  

 8  S13.98 

8    j  3 

8 

■m-j  5-  

12 





12    1        5         i         12        L    - 

497 

straiqht  legs 

blue 

 5-                 12  $15.98 

8 

5         1         12_  ____ 

in 



12 

7 

 J5__  _  _  _ 

10 

-& 

-  4 

$13.98 



8 

4 

10 

 - 





4^1 

6 
5 

14 



12 

grey  c . 

6 

3 

8 

$13.98 

8 

 3-  

 8 

10 

5 

 12  

5- 

 12 

" .  — ^ 

Operations 
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TEST  ITEM  073-00-13 
(Part  n) 


STOCK  REOUiSITION 

Store  No.   Dept.  No.    .  -  Date    By 


Vendor  - 
Address 


Class 


Merchandise  Description 


Style  // 


Color        i  size 


Qty.  Needed 


Style  ^ 


Color 


Size 


Qty.  Keedcd 


Ope  ions 


ERIC 


5^0 


TEST  ITEM  073-00-13:  Ke^ 
(Part  11) 


258 


Store  No.      3  Dept.  Ko, 


Vendor     Top  Seat 


STOCK  REOUISITiON 

-     Date  Sept,  2,  198-    By    Studpnt  Name 


Address    1926  Seventh  Ave..  N.-Y.,  N.  Y.  10144 
Merchandise  Description       JeaflS   . — 


Class  f^B 


Style  ^ 


496 


497 


Color 


Beige 
Grey 


Blue 
Denim 


Beige 
Grey 


EKLC 


size 


Qty.  Needed 


8 

6 

10 

10 

12 

8 

10 

8 

12 

8 

6 

10 

8 

8 

10 

9 

12 

12 

12 

8 

:5 

6 

]0 

8 

12 

8 

St 


Operations 
121 

510 


Color 


Size 


Qty.  Needed 


TEST  ITEM  073-00-13 
(Part  17) 


Locii 

Dtj)!. 

Siylc 

3 

Site 

60 

M 

^.98 


o 


910 


Dept. 

CU«  Sti« 

6o 


M 


j/7.98 


o 


910-fi 


Dept. 
CUlt  Slit 

6o  M 


|i7.98 


^  o 


CUt$  SiM 

^7.98 


 :  iNVrNTORY 

ML  UCIIANDISI.  iJLStjuN  iON  M 

Ladyette  Blouses  


These  are  long  sleeve 
cdttbh-plaid  . 

iou  have  12  on  hand  . 


These  are  long  sleeve 
cotton-with  lace 
collar  . 

You  have  15  on  hand  . 


These  are  long  sleeve 
silk  blend  . 

Yoii  have  10  on  hand  . 


These  are  long  sleeve 
silk-cowl  neck  . 

You  have  12  on  hand  . 


Loam's 

3  15^^865 
61  12 


$16 


,98 


These  are  short  sleeve 
cotton  with  lace  col- 
lar , 

You  have  20  on  hand  . 


On}\  itylc 

CidSi  5|/  ^'^^ 
6 1  M 


These  are  s 
cotton -stripe 

You  have  IC  on  hand 


sleeve 


f     ~i  ^ 

bent.  Siylt 

3    ISA'  ,652 


CUu 
61 


^16, 


Silt 

12 

98 


These  are  short  sleeve 
poly  blend-jewel  neck  • 

You  have  12  on  hand  • 


Dyjl  Style 

3  6A5 

Cliiti  5^  Si/e 

61  M 


98 


These  are  short  sleeve, 
silk  blend-ruffle  neck- 

You  have  8  on  hand  . 


Season  code:  HAVEFUNTODXY 
Day  is  firsts  then  month. 

Fixtures  are  not  numbered. 


Operations 
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TEST  ITEM  d73-dC)-l3 
(Part  17) 


SHEET 


Check  if: 
recoun  ted 

Description 

Stvle 
No. 

Class 

Age 
A,B.X 

Unit  Retail 

ijuantit^  Extension 

i 

p 

i 

■   1  

i 

 V 

1  ' 

1  ^ 

i 

1 

—4 — — 

Q 
u 

1 
i 

1 

4 

\ — 

1 

5 

\ 
\ 

I 

i 

I 

1 

j 

 r 

i 
1 

• 

 1 — 

j 

! 
1 

 1  

1 

 i 

j 

W- 

i 
f 

1 

i 
1 

iO 

\ 
\ 

-  ■    -  ■  \ 

1 

1 

n 

\ 

1 

i 

i 

i 

_     .  _j  

i 
1 

13 

- 

1 

1  \ 

I 

1 

i 

\ 
1 

1 

—  t 

1 

 ^  1 

\ 

TOTAL  SELLING  VALUES 

A 

B 

X 

Sheet  Total 

Called  by- 


Listed  by 


Recounted  fey 


Extended  by 


i 


store  No. 


Department  Mo. 


Fixture  Mo. 


LIST  ONE  DEPARTMENT  PER  SHEET 


Operations 
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TEST  ITEM  d73-dd-l3 
(Part  17)  KEY 


iNVEHTORy  GDUNTIH8  SHEET 


Dste 


Check  if 
recounted 

Description 

Style 
No. 

Class 

Age 

A.B.X 

Unit  Retail 

vanntity  llxtcnslon 

tp  D 

■  r  - 

11  _ 

5 

M 

I 

-$LmXiO  

9 
3 

^2Mi  ! 

1 

4 

 -^  y  iQ^  '  /:i 

R 

/  i 

6'/ 

1   _  1 

1 

jl 

U 

I  T 

E 

do  5 

LP  1 

  1         !  ■ 

1 

J 

 1 

9 

i 

1 

f 

[0 

i 

f 

jj 

1 

1 

1 
1 

12 

j  

i 

1 
i 

 —  , 

! 

--  -  -  i  - 

1 

i 

t 

1 

TOTAL  ^l::LLIMC-VJa-UES 

 B   

-  X 

Cailcci  by 


Recounted  by 


Listed  by  t 
Extended  by       .^//^^[^^^^^  /J^^TK^ 


Store  No« 

Department  1^ 

1 

Ftxtare  No. 

3 

J 

 i 

LIST  ONE  DCPARTltEW  Plir:  SUKr.T 

  .  ^fc 
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TEST  ITER  073-00-13 
(Part  19) 


CASH  REGISTER  CLOSE  OUT  REPORT 


Bate 

Opening  Fund 
^ount 

Store  No. 

Dept.  No. 

Register 

-No--  1 

Employee  Clos^'ng: 

opening  fund. 


-'ennies 


JJjxkeJs- 


Dimes 


-Quarters 


Half  Dollars 


-Currency 


9.  Store  Charges 


10.  Bank  Card  Charoes 


_  _  j__ 


1.  Total  Currency  and  Coins 
(after  removing  opening 

 fund)  

2.  Total  Checks  (+) 


3.  Total  Gift 

-  Certificates(+) 


4.  Total  Paid  Outs  (+) 
(attacti-YOuchers) 


Postage 
Freight 


ttl 


upT 
ther 


r 

Other 


 + 


11 .  Total  Daily  Sales  ! 
(Add  lines  7,8,9?  10 


12.  Detail  Audit-Tape 

Re  a  d  i  n  g-of  _  Jata  l  -SaJ^  s 


13:  Register; 


Refunds  (+) 
(attach  tickets) 


6.j:ajh  Volxi^-(-+) 


7.  Total  CASH  Sales 


Proven 

Over 

Short 


DAILY  SUMMARY 
Total  Cash  Sales 


Total  Charge  Sales 
fotdl  Sales 


Cash: 


—Proven 

Over  $ 
'"'Short  r 


Number  of  Paid  Outs 
Number  of  Voids 


Conments:" 


Number  of  No  Sales  

Number  of  Rpfuruls 


Readiny  of  Cusloiifr 
(Counter 

Amdurit  of  A\'erage 
Sales 


Operation: 
127 


Individual  Employee  Totals: 

Key  A   Key  C  _ 

Key  B  Key  D  " 
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TEST  ITEM  073-00-13  :  ^ 

(Part  19) 


CASH  REGISTER  ElOSE  OUT  REPORT 


Pate 

Oper-i-g  Fund 
Amdun  t 

Store  No: 

Bept.  No.  1  Register  I  Employee  Closing: 
"        jNo.  j 

^5-0 

3 

opening  fund. 


Penni^ 


Nickels 


^3 


10 


CO 


8.  Charge  Voids  (+) 


I 


(garters 


Half-Oo-IJars 


Correhcy 


1.  "Total  Currency  and  Coins 

(after  removing  opening 
—  fund) 


2.  Total  Cheeks  (+) 


3.  Total  Gift 

Certificates  jj- J— 


oo 


00 


355 '^3 


9.  Store  Charges 


10.  Bank  Card  Charges 


11.  Total  Daily  Sales 

(Add  Mnes  7.  8.  9  &  IG 


12.  Detail  Audit  Tape 
— Reading  of  Total  Sales 


fc./    I  Bo 


^61?    1 78 


13:  Register: 


/02.  i  7o 


/O 


Total  Paid  Outs  (+) 
(attach  vouchers) 


Postaqe 


If 


rreiqht 
Suppfiei 
Other 


'other 


I 


2c  i 


20 


60 


P  rover. 
Over 


Short 


DAILY  SUMNWRY 
rotal  Cash  Sales  57/- 


5.  Refunds  (+) 
— (^ach^  tickets) 


6.  Cash  Voids  (+) 


7.  Total  CASH  Sales 


0  I 


628  \5€: 


Cash: 


 Proven 

"Over  $ 
-v^  Short  0^ 


Comments; 


Total  Charge  Sales  1^0. 


Total  Sales 


/ 


7 


Number  of  Paid  Outs 
Number  of  Voids 
Number  of  No  Sales 
Number  of  Refunds 


Reading  of  Custoii^r     /  f 
Counter 


7 


Amount  of  Average 
Sales 


Operations 
^28 


Individual  Employee  Totals: 

A  ^g2.  -^^  Key  C  j^gf;^ 
Key  B  jjg^^  '     key  D 
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reST  ITEM  KEYS 


• 


055>00>n 

See  Key  for  leil  item  073-00-13, 

Customer  l;  navy  striped  tennis  shoe,  B-4-c_ 
yellow  wedge  sandle,  A-2l'e 
Customer  Z:  wh1t«  Mary  Jine.  nU!.  bring 

C-17-B 

Q57-QQ-1 1 

See  key  for  Test  Item  073-00-13  (Part  8). 
058-bb-ll 

See  Key  for  Test  Item  073-O0.]3  (Part  9). 
058-00-12  . 

Weekly:    Wash  plants  aha  water  them.  Wax  rais,  dust 
baseboards  2nd  dressing  rooiiis,  sweep  and 
mop  storage  and  office  areas,  clean  bath- 

-  rooms, -Inove  fixtures  and  vacuum. 

Dally:     Dust  all  furniture,  fixtures  and  ledges, 
clear,  mirrors  and  glass,  sweep,  vacuum, 
remove  trash,  and  polish  chrome. 

Teccher  judgment  depending  upon  class  discusstCT. 

See  key  for  Test  Item  073-00-13  (Part  10). 

060-  00-11 

See  Key  i"or  Test  Item  073-00-13  (Part  11). 

061-  00-11 

See  Key  for  Test  Item  073-00-13  (P?rt  18). 

062-  00-11 

See  Key  for  Test  Item  073-00-13  (Part  1). 
062-00-12 


062-00-1: 


4sm 


1 . 

2: 

3. 


8. 


9. 

10. 


12. 


Person  or  burliness  buying  the 
merchandise 

Number  taRefi  from  the  buyer's 
purchase  order 

When  thi?  bill  is  duc  and  the 
amount  ««3  dift  <Utc  of  the  <j»s- 
coiinl  ti»t  the  bwyer  m  ^t. 

ifaiiy 

How  the  merchandise  is  sent 
arid  who  pays  for  the  transpor- 
tatlbri  costs 

How  irany  boxes,  cartons,  etc. 
.^.^  s^iP^'^nt  was,  sent_in 
Hpw.  niany  items  were,  sent. 
Number  assigned  to.a_certain 
style  of  apparel_heips  to 
Identify  a_specif ic. style 
Brief  description  of  the 
merchandise  to  help  identify 

it_   : 

Ibe  cosi  to  the  retailer  of 
one_item_of  3:sp€Cific  style 
Unit  cost  multipl ied-by  the 
quaotity  ofeach  style.  Hill 
be.  the  total  :aihourit  that  the 
r&tailer  will  have  to  pay 
for  each  style 
Total  of  al 1  extensions 
Arrount  lh€  reta-iler  must  poy 
the  vendor  for  the  merchan- 
dise. Will  have  the  discount 
I'nourit  subtracted,  if  there 
is  one 


buyer's  order  form 


buyer's  order  form 
the  vendor  sets 


i^gr^ed  upon  by. the 
retai  lf;r  ana  vendor 

vendor 

vendor       .  . 
vendor-wi 11  Be  ori 
buyer's  order 

vendor-will  be  on 
buyer's  order 

veridor-wi 11  be  on 
buyer's  order 
'''?ndcr 


Vt^ndor 


01^^3^00.11 


1  . 


Count  the  i>ems_and  see  that  the  quantity  is  the  same 
_as_on_  the_  invoice^:  _  : 

Compare  thp  invoice  with  the  buyer's  purchase  Order 
to. see  that.  the.  items  sent  Wlere  the  items  ordered. 
.Verify  the  arithmetic  calculations. 
Check  for  physical  damage  of  the  merchandise . 


053-00-12 

See  Key  for  Test  Item  073-00-13  (Part  1). 
064-00-11 


nil  tllM  OM.no. I 
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065-00-n 


D 
A 

c 
c 


6. 

7. 

f . 
-9. 
10. 


See  Key  for  Test  Item  073-00^13  (Part  3). 
065-00-13 


1. 


5. 


Used  wheri  the  damage  is  discovered  during 
receiving.  ^ 

S^i) ^.  to  ve n  dp r  p  r j  p r  1 0 .  r e t y r n  i og  th e .  ricr  - 
c^^"djse  to  get  permission  to  retarn  the 
:T*^'*c.hanciise^  

Pirned  to  the  merchandise  as  soon  as  the 

damage  is:discovered. 

FiJled  oat  when  the  merchahd  se  is  marked 

out. of  stock  or  marked-d-nwn. 

Sent  when  the  wrchcrdise  Is  actually 

toeing  returned  to  the  vendor. 


067-00-11 

1:  B 

2.  ft 

3.  0 

4.  0- 


S.    First,  B;  Second.  C;  Third.  A 

See  Key  tor  Test  Iter;:  073-00-13  (Part  5) 
063-00-1 1 


1.  C 

2.  G 

3.  H 

4.  A 

5.  B 

065-00-U 


6.  3 

7.  E 

8.  D 

9.  E 


^^tirig  will  be  devised  by  theteacher  according 
to  the  procedure  for  your  cash  register. 

068—  "OO^l  3 

See  key  for  Test  Item  O69-0C-I3. 

069-  00-1 1 

See  Key  for  Test  Item  073-00-13  (Part  12). 
069-00-12 

See  Key  for  Test  Item  073-00-13  (Part  13). 

069-  00-13 

Use -rating  sheet.    The  student  should  reach  a 
proficiency  rating  of  80. 

070-  ;^14- 

^  •    P^taiJ  audit  tape 

2.  At  the  end  of  a  sell'ing  day 

3.  Proven 

4.  Cash  

^.    Opening  fund 

070-00-12 

See  Key  for  Test  Item  073-00-13  (Part  19) 


O70-^0pj3 

1,    Asiduht  that-was  placed  ^n  the  register  at  th«?  beqinning 
of  the  day  for  the  pumose  of  nriaKing  change.  Informa- 
tion oh  th?  evening  r.'hd  Verification  Fom  found  in  cash 
drawer^ 

aroitr  au4  Tigi^f^  Mtir  ojijr.rrtj  fund  (us  i>€<m  r#«iio\f#d 

J.    Money: that  waspjid  out  of -the  register  duriny  tde  day. 
Vouchers  for  that  amount  of  money  will  be  found  in 
cash  drawer.  . . 

4.    Errors  hiade  dCifiriy  cash  sales.    Found  in  osh  drawer. 
Total  cash  saliss  for  the  dav.    Found  by  adding  ^nes 
*. .  2,  3.  4_,  5.  and  6. 

6.  indicates  whether  you  have  the.  right  amourit. of  cash 

the  drawer,  as  compared  to  the  detail. audit  tape. 
'?po  isj'ound  inside  register  and  it  is  compared  to 
the  amount  on  line  7^_ _ 

7.  Amount.of  nipney_charged  on  store  charge  accounts. 
Sales  tickets_3re_found  incash  drawer:    .  . 

8.  Totdl  amount  of. sales  for  the  day:    Found  by  adding 
lines  7,  8^  .9.  and  10:. 

9.  Telis  bow  much.the  cash  register  says  the  total 
sales. should  be.    Found  inside  the  repister. 

IC.    Indicatesjwhether  the  amount  on  line  12  agrees  with 

the  amount  on  line  IK  ... 
n.    Total  amount  charged  for  the  day.    Found  by  adding 

I ines  5  and  10. .  - 
12:    Tells  individual  sales  totals  for  the  enployees 

using  this  register.    Found  on  the  detail  audit 

tapis. 

071-00-11 

^-  '-heck  number  -  Should  be  high  number;  question  low 
numbers,  by  carefully  checking  all  other  identifi- 
cation, etc, 

^-    Customer  name^  address  and  phone  nu,Ti)er  -  Usually 
needs  tp.be  printed.on  the  check. 

3.  Pa.te  -  Must. be  current;  accept  no  post  dated  checks. 

4.  Payte.r  Person  or  business  to  whom  check  is  written; 
Must  be. to  the  store;  Accept  hb  3  party  checks. 

5.  Amoont:in  words  and  numbers  that  the  check  is  worth  - 
Amounts  must  agrise  with  each  other  and  be  written  so 
that  they  can  be  read. 

6.  Signature  -  Must  agiree  with  customer's  i  dpnti  fi cation 
6hd  with  the  name  printed  at  the  top  of  the  check. 

07J-p0-J_2 

See  Key  for  Test  Item  073-00-13  Cfarts  15  and  16). 

071-  00-13 

See  Key  for  Test  Item  073-00-15  (Part  14). 

0^-^0-4^1 

Check  the  expiratJon_date  on.  the  card;. check  the  list 
of.stpler  and  lost. cards;  ask:  to  see  other  identifica- 
tion such,  as  a. drivers  license  and  compare  ?;ignatures 
ind  pictures,  call  the  bank  card  company  for  author;- 
zatlon  anyway. 

072-  00-12 

1.  Check  signatures,  CJM  the  credit  office  for 
authbri/,it  ibn.  Ask  for  other  idcnti  f  icoti  (in  ind 
cbmptire. 

2.  Do  not  return  the  card 

3.  (1)  Customer  doesn't  have  to  pay  for  the  purchase 

^^.jt  is  not  signed 
f^)  ^ives  the  salesperson  a  c ho nee  to. compare. the _ 
sales  ticket  signature  with  that  on  the  charge 
'3rd^  

4.  t.he  salesperson  should  visit. the  credit  office. to 
getjiiort  infomiation. .  :Apologize,  and  explain  thdt 
it.cooidbe  the  store's  mistake: 

5.  Tbe  highest  amcun.t  thot  a  customer  can.  charge  at 
one  tioie  and  not  have  to  have  the  purchase 
authori.?ed. 


i 


073-00-11 


1:  £ 

2.  C 

3.  B 

4.  A 


5. 
6. 
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073-00-12 


Triie 
True 
Hal  St 
True 
True 


^3-00-13 

Wi.1.1  be  found. or. the  back  of: the  dppropriat; 
student  answer  sheet  or  inmedutely  fol  i  owir 
each  form  that  needs  to  b€  compleced. 


PRINIH)  REFERENCES 
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PRINTED  REFERF     7S  FOR  MERCHANDISING  OPERATIONS 


TEXT: 

Edison  and  Mills.    Checker_Ca$hier,  Cincinnati:    South-Western  PR-1 
Publishing  Company,  1959. 

Mathisen^  llarilyh.    Apparel_and  Accessories.    New  York:  McGraw  PR-2 
Hill  Book  Company,  1979. 

Moffett,  Carcjl  . Willis.    Setting  Herchandise-Ready-for  Sale .    New  FR-3 
York:    McGraw  Hill  Book  Company,  1969; 

Stockkeeping,    Austin,  Texas:    University  cf  Texas,  1957.  PR-4 

Stull,  William  A.    Marketing  Math.    Cincinnati:    South-Western  PR-5 
Publishing  Company,  19/9. 

Vonndran/Litchfield.    teneral  Merchandising  Retailing.    New  PR-6 
York:    McGraw  Hill  Book  Company,  1979. 


SIMULATIONS: 

Koeniger,  Jinmy  G.  and  Thomas  A.  Hyshrier.    Jefferey's  Department  PR-7 
Store-^A  Retailing  Simulation.    New  YorFi    HcGraw  Hill  Book 
Company,  1978. 
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Marketing  and  Distributive  Education 


^^ashipri  Merchandising  -  7271 

Fashion  Merchandising  and  Management  -  7272 


COMPETENCY  STATEMENT 


Introduction  to  Sales  Promotion 

A.  Purposes  of  Sales  Promotion 

074    identify  the  uses  and  purposes  of  sales  prbinbtioh. 

The  student  will  list  the  broad  purposes  of  sales  promotion. 

The  student  will  match  the  specific  purposes  of  sales  promotion  with  examples  of 
promotional  activities. 

The  student  will  define  personal  and  nonpersonal  promotion. 

B.  Forms  of  Sales  Promotion 

The  student  will  identify  the  various  forms  of  sales  promotion  and  advantages  and 
disadvantages  of  each.   


11. 


Visual  Merchandising 

A.  drientatior 

075    Drvelop  display  ideas  congruent  wi     the  purposes  or  uses  id  .'ntified. 
Tie  student  will  identify  display  objectives. 
The  student  will  distinguish  between  mass  and  fashion  displays. 
The  student  will  develop  a  mass  and/or  fashion  display.   

B.  Art  Elements  and  Principles  of  Design  in  Display 


7271 


076    Identify  the  basic  art  elements  of  display  and  the  principles  of  design. 

The  student  will  recognize  art  elements  arid  their  characteristics. 

The  student  will  label  principles  of  design  at  work  in  display  11 lustratibris. 

The  student  will  use  art  elemerits  and  design  principles  in  creating  effective 
displays.     


Interior  Display  arid  Store  Arrangement 

077   Highlight  advertised  items  on  shelves  and  displays. 


"•"he  studerit  will  explain  the  purpose  and  importance  of  highlighting  an  advert. ^ed 
item  in  a  display.  


078 


Select  appropriate  display  fixtures,  props,  and  backgrounds. 

The  student  will  label  tte  various  props  used  in  a  display  according  to  their 
functido.   


i 
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079  Plan  location  of  displays  considering  logical  groupings,  maximum, customer  ex- 
posure, present  and  anticipated  sales  volume,  in  keeping  with  the  store  layout. 

The  student         suggest  appropriate  display  locations.  

080  Develop  point-of -purchase  signs  (show  cards)  and  banners. 
The  student  will  recognize  the  qualities  of  a  good  show  card. 

The  student  will  prepare  a  good  point-of -purchase  sign.  

Display  Planning 

081  Obtain  information  and  materials  for  displays.  

082  Select  merchandise  for  display  that  is  seasonal  and  timely. 

The  student  will  choose  a  seasonal  display  theme  arid  plan  merchandise  accordingly. 
The  student  will  list  the  sources  for  display  then«s. 
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Ma»^keting  and  Distributive  Education 


Fashion  Merchandising  -  7271  ^Bk 
Fashion  Merchandising  and  Management  -  ^27^^^ 


COMPETENCY  STATEMENT 


083    Coordinate  displays  with  other  promotional  activities. 


7271 


The. student  wi'il  determine  if  a  display  is  coordinated  with  other  promotional 
activi  ties . 

The  student  will  select  the  display  that  is  most  appropriate  for  a  promotional 
campaign . 

The  student  will  describe  a  display  that  coald  be  coordinated  with  a  special 
event.  


084  Display  merchandise  appropriately. 

The  student  will  identify  the  character f sties  of  display  arrangements.   

085  Build  displays. 

The  student  will  list  in  proper  sequence  the  steps  to  bi/ilding  a  display. 
The  student  will  construct  a  miniature  window  display.   - 


E.    Display  Maintenance 

086  Prepare  merchandise  for  display  including  pressing,  repairing,  etc. 
The  student  will  identify  proper  procedares  in  preparing  merchandise  for  display.^ 

087  Maintain^ lesappearanee.pf  disp^       by  rearranging  when  necessary  or  replacing 
merchandise  sold  from  displays. 

TtiG.student  wi  1 1  identify  the  procedures  used  when  replacing  merchandise  sold 
from  displays.    


088    Use  housek  eping  procedures  necessary  for  the  proper  upkeep  of  department  displays 
of  merchan  ise. 

The  studen    will  identify  housekeeping  procedures,    


089    Eyaloate  the  effectiveness  of  display  by  analyzing  sales  results  with  regards  to 
the  purpose  of  the  displiay. 

The  student  will  evaluate  the  effectiveness  of  the  displays  by  analyzing  sales 

results.   .      
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Intrbductibri  to  Sales  Prbmbtibri 

A.    Purposes  of  sales  promotion 

1.  9r CM 4. purposes  (All  hroad  purposes  should  be  present  in  each  form  of  ssjes 
promotion) : 

a.    Sell  a  prgduet,  service,  or  idea  at  a  profit. 
b:    Build  costmiier  ullegiancf?  to  the  store. 

c.  Arouse  custojner  interest  _fp  servicp^  or  idea. 

d.  Provide  information  to  prospective  custon»ers: 

e.  Promote  the  image  of  the  store. 

2.  Specific  Purposes  (One  or  several  specific  purposes  is  present  in  any  one 
sales  prdmotibri  activity). 


3. 


c. 


d. 


f. 


g. 


1 . 


(1) 

(2) 


Introduce  new  products. 

(1 )  A  hew  1 ihe  of  makeup  may  be  prombted  by  haying  a  free  "make  over" 
available  to  customers  in  the  cosmetic  department.. 

(2)  A  new  food  processor  roay  be  prdmcted  by  a  cooking  demonstration 
held  in  the  housewares  department. 

indicate  product  assortments. 

A  c^isplay_may_ feature  all  the  colors  available  in  a  line  of  sport 
shirts  for  men.  :  _ 

A  spring  advertisement  may  feature  assorted  straw  handbags  in 
various  sizes,  shapes,  prices- 
Present  special  offers,  prices,  and  conditions  of  sale . 

(1)  A  television  comnercial  may  feature  the  special  offer  of  one  free 
pair  of  childrehs'  shoes  with  the  purchase  of  one  pair  at  the 

or  iginaL  price.. 

(2)  Direct  mail  sent  to  homes  mc^  advertise  a  special  half  price  sale. 
Coordinate  related  products . 

(J)    A  window  display  may  coordinate  accessories  with  apparel. 
(2)    A  magazine  advertisement  may  feature  the  "total"  look  for  men  for 
fall. 

Attract  hew  customi5rs. 
(1) 

(2) 


A  fashion  show  for  toe  "large  sized"  woman  may  feature  clothes  from 
a  hew  department  in  the  store. 

A_  bicycle  giyefaway  may  be  held  in  the  sports  department  to 
encourage  pre teen  shoppers. 


identify  brands. 

(1)  Ah  advertisement  may  feature  d<?sigh(Br  jeans. 

(2)  Free  perfume  samples  may  be  given  away  in  the  cosmetics  depart^rrent. 
Establish  the  store  as  a  fashion  authority. 

(1)  An jadyertj semen t  nay  feature  a  designer  trunk  showing  in  the 
better  dress  department.  _  _ 

(2)  A  fashion  show  may  feature  the  latest  fall/winter  looks. 

Render  community  service. 

(1) 
(2) 


A  store  may  spphspr  a  marathontoraise  money  for  a  local  charity. 
A  store  may  support  the  local  symphony  by  sponsoring  a  Symphony 
Day. 


Give  useful  information  on  use  of  product. 

(^)    ^'^Ji'^verti semen t  may  feature  facts  and  selling  points  about  the 
product. 

(2)   A  demonstration  may  be  given  oh  hdw  to  use  a  product. 
Reach  persons  who  influence  the  purchaser. 

(1)  Commercials  are  featured  on  Saturdiay  mbrhing  during  cartoons  for 
chi]dren-s  products, _ 

(2)  dewel ry  advertisements  are  placed  In  women's  magazines. 


Nohpersonal  promotion  [Cqn^  are  sponsored  by  a  store  that  reaches 

many  prospective  customers  by  various  media). 
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4.    Personal  priDniotibn  (Face  to  face  corrinunicatioh  occurs  between  the  store's 
representative  and  a  customer  usually  at  the  point-of-sale): 

B.    Forms  of  Sales  Promotion 

].    Publicity  (Verbal  or  written  nbnpaid  mention  of  a  company,  product,  or 
service  is  made  in  public  information  media). 

a.  Advantages  inclode: 

(1)  Canereate,  deyelopi  and  maintain  goodwill. 

(2)  Establishes  a  belief  in  all  forms  of  sales  promotion  (paid  arid 
unpaid)  pre sierited  by  the  comjDany.  _ 

(3)  Gpmmunjcates  to  the  public  what  a  company  is  doing  in  the  public's 
interest. 

(4)  Printed  or  spoken  at  no  charge  to  the  company. 

b.  Disadvantages  inclode: 

(1) 
(2) 
(3) 


PlANNiNG  NOTES 
[CTIB  074-00-13] 


Lack  of^control .  : 

Does  not  direct  when,  where,  or  hbw  the  message  appears. 
Discourages  customer  t»^ade,  if  poor. 

2.    Advertising. (Paid  message  is  sent  to  a  mass  audience  of  potential  customers 
by  ari  identified  sponsor). 


5.    Advantages  include: 


(1) 

12) 


A  large  riumberof  potential  buyers. 

Presales  of. a  product,  service,  or  idea  so  that  less  time  Js  needed 
for  personal  siBlling. 

Drawing  customers  into  the  store  to  look  at  merchandise  and  to  the 
point  of  personal  promotion/selling. 
^P^^^PV^y        company  triat_ pays  fpr:and_ sponsors  it. 
Information  to  help  the  customer  select  the  right  product. 
Reduction  of  other  expiBrtses  by  creatirig  more  business. 

(7)  Gairijngiaceeptance  of  new  products,  services,  or  ideas. 

(8)  Reduction  of  pet*  unit  selling  expenses  by  allowing  more  efficient 
use  of  faci lities. 


(3) 

(4) 
(5} 
(6) 


3. 


b.    Disadvantages  inclade: 

(U    Results _cannot_be  determined  i rrmed lately . 

(2)  Intended  customer  not  alv^ays  reached: 

(3)  Considerable  expense  and  coordinated  efforts  are  involved. 

Visual  Merchandising  (A  nonpersonal  physical  presentation  of  merchandise  is 
made  at  the  point-of-sale). 


Advantages  include: 

(1)  ThiB  fwBrchandise  is  seen  by  customers . 

(2)  The  merchandise  can  be  handled.  __  _ 

(3)  Mannequins^hat  show  how  a  garment  Will  look  when  worn  and 
accessorized. ::    :  _ 
Customer  convenience  in  asking  questions: 

Window  displays  that  continue  to  sell  even  after  the  store  has 
c 1 osed . 


(4) 
(5) 


4. 


b.    Disadvantages  include: 

(1)  Merchandise  may  often  be  damaged,  soiled,  or  stolen. 

(2)  Merchandise  may  not  be  seen  unless  people  intentipnally  visit  the 
.    store  or  are  attracted  to  the  point-of-sale  by  other  forms  of 

sales  promotion. 

(3)  Daily  mairiteriance  and  upkeep. 

Special  Events  (Special  uemonstrations,  exhibits,  attractions,  service  or 
sales  inducements  promote  the  sale  of  a  product,  service,  or  idea). 

a.    Advantages  inclade: 

0)    The  increase  Gf_stpre_traffic._: 

(2)  Interest  in  educational  and  entertaining  events  are  developed. 

(3)  A  constant  interest  in  the  store  and  its  activities. 

(4)  Opportunities  tp_ receive  free  publicity  by  local  media. 

(5)  Provides  merchandising  impact  when  used  in  conjunction  with  other 
means  of  sales  promotion. 
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Disadvantages  include: 

(1J  Thorough,  pldhnihg  and  coordination  ure  required. 
(2)    A  large  budget  nay  be  required. 


5.    Personal  Sel 1 ing  (Face. to  face  communication  occurs  between  the  store's 
representative  and  customers). 

d.    Advan cages  inciude: 

(1)  First  hand  customer  reactions  and  impressigns. 

(?)  P^fsbnaL attention  anci  service  is  offered  customers. 

(3)  Immediate  respcn<;e  tc  customer's  questions. 

(4)  Increased  sales  by  suggesting  additional  merchandise. 

(5)  Completion  of  the  sale. 

(6)  Overcoming  objections  to  the  sale. 

b.    Disadvantages  include: 

(1)    Sales  lost  by  unqualified,  uninformed  sales  personnel. 
^2]    Expense  of  seles  promotion. 

(3)    Pr-eference  of  cubtomers  for  simplified  sel  ling/self-service. 

Visual  Merchandising 

A.  Orientation 

1.    Display  ideas  congruent  w.'^h  the  identified  purposes 

a.  Display  objectives  include: 

(1)  Promotions  are  designed  to  produce  immediate  sales  and  feature 
current  jTierchahdise  with  tjmelihess,  :       _  _  :__ 

(2)  institutional  events  and  themes  of  public  interest  attempt  to 
create  a  feeling  of  goodwill  :oward  the  store. 

b.  The  store  image  indicates  the  personality  the  store  wants  to  impart  to 
the  customer. 

(1)    Mass  displays  are  made  up  of  related  items: 


(a) 

(b) 

(C 

(d 

(e 


yrse  amounts  of  merchandise  are  crgwded:in  the  display. 

Often  no  spacing  is  left  between  groupings. 

Items  )iave  high  volume  sales  potential. 

^ss  displayed  items  suggest  buying  tp  customers. 

Tlie  display  suggests  a  sale,  a  special  promotion,  or  budget 

prices: 


Fashion  displays  add  to  the  store's  prestige. 

(a)    less  mtrchandise  is  displayed. 

(bJ    targe  amounts  ofunused  space  are  allowed. 

(c)    Higher  prices  are  reflected. 


on 


Art  Elements  and  Principles  of  Design  in  Display 
1 .    Art  Elements 

a.  Space  is  an  area  where  there  is  a  void. 

(1)  Space  is  essential  In  design  because  of  the  physical  and  mental 
relief  It  provides. 

(2)  Space  in  a  display  carl  be  bbtairied  by  >lid,  subtle  color  used 
the_wa11Si  infabricSi  snd.bnpaper, 

(3)  Neutral  colors  and  smooth  textures  usually  offer  good  space  In  a 
display.    _:  :  _  _ 

(4)  Space  in  a; display  can  occur  between  objects  in  the  window. 

(5)  Mass  merchandise  displays  have  very  little  space  opposed  to  the 
fashion  display  where  there  is  more  emphasis  given  to  spact. 

b.  Form  is  the  shape  of  things  and  falls  into  four  categories. 

(1)  geometric  forms  are  made  up  of  IjneS;. 

(2)  Naturalistic  forms  are  real  or  appesr  real. 

(3)  Stylized  forms  look  like  a  form  in  nature  but  do  not  appear  life- 
line orreal.: 

(4)  Abstract  forms  do  not  relate  to  anything  in  nature  and  are  not 
geometric  in  form. 
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that  are  important  to  the  impact  of  the 


Lines  create  certain  feeling 
display. 

(1)  Curved  ^ihes  create  h  feeling- of  fcniinirnty  becaosc  they  are 
representc\tivc  of  the  female  body: 

^'^'''^^.^  ^^"'^s  suggest  qther^fprms.that  are  found  in  na-^iure; 
(b)    Curyedjines  suggest  .Tiovement,  elegance;  softness,  and 
spontane  ity ; 

(2)  Straight  lines  creale  a  masculine  feeling  because  they  are 
representative  of  the  rale  body. 

(a)    Straight  lines  that  areivertical  create. a  fcnnal  atmosphere, 
add  height,  suggest  boldness  and  strength. 

^^'"^'9^''t  lines  that  are  horizontal  create  a  relaxed  atmosphere 
add  v/idth,  suggest  tranquility  and  stability. 
Straight  jines  that  are  diagonal  create  an  insfcure  feeling 
""t  used  alone  in  a  display  and  must  have  sopport  from  another 
diagonal  line  or  a  vertical  line. 

d.  Texture  is  the  visual  feel  or  surface  quality  of  an  object; 

(1)    Textures  creating  formal  feelings  are  smooth,  shiny,  etc. 

"^^^^ures  creating  informal  j  feel  ing  are  dull,  bumpy,  rough,  etc: 

(3)  Textures  creating  mascul ine _feel ings  are  tdUgh,  hard,  coarse 

(4)  Textures  creating  feminine  feelings  are  smooth  and  soft. 

e.  Color  is  powerful,  expressive  tool  of  visual  iiierchandi sing 
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(b) 
(c) 


etc. 


(1) 


(2) 


Warm  colors  are  red,  orange,  and  yeDow  and  their  variations. 

Warm  colors  ^enJ  to  come  forward  and  are  noticed  more. 
Warm  colors  make  objects  appear  closer  and  larger, 
^^rm  colprssuggest. action,  movement,  and  Infernal  feelings 
when  used  in  high  intensity. 

colors  are  green,  blue,  and  purple  and  their  variations, 
(a)    £ool  colors  suggest  relaxation. 

^pol  colors  create  an  illusion  of  space, 
(c)    Cool  colors  offer  less  distraction  and  suggest  a  fonnal. 
stately  feeling. 

(3)    Colors  have  personalities  and  emotional  meaning. 


(b) 


^oc^ 


(SA-4) 


(SA-5) 


(a) 
(bj 
(c) 
(d) 
(e) 


(4) 


r^l^ow  indicates  suhshine^heati. and  happiness. 
Blue  indicates  coolness,  sky^  water,  and  calmness. 
Orange  indicates  harvest,  vitality.  tensioHi  anH  action. 
Green  indleates  cpolness,  plants,  spr'r.gtlme,  and  nature. 
Red  indicates  fire,  warmth,  action,  excitement,  danger,  and 
passion .  _     :  _ 

White  iridicdtcs  purlty  and  cleanl  inciis. 
Purple  indicates  royalty,  seriousness,  and  richness. 
^^^.^  !"^]cates  ruffles,  fciridnessijand  sof tness. 
Gray  indicates  dullness,  quietness,  and  formality. 

Colors  must  be  seen  in  contrast  to  be  easily  distinguished  from 
each  other. 


(i) 


2.    Principles  of  Design 

a.  The  shape  of  items  in  a  display  mast  be  functional  or  have  a  definite 
purpose  that  is  appropriate  for  its  use. 

(1)  The  shape  of  the  display.case  should  be  designed  so  that  functional 
-     and  decorative  preps  will  fit  adequately. 

(2)  Most  mannequins  are.designed  to  be  easily  dismantled  for  quick 
changing  of  the  merchandise. 

(3)  Display  cases  (closed  back)  are  usual ly  covered  with  cork  or  some 
ether  material  In  which  staples,  pins,  and  thumbtacks  cen  be 
placed. 

b.  Variety  in  Unity  is  sometimes  referred  to  as  "Harmony". 

(1)  Variety  Is  created  when  different  aspects  of  each  art  element  are 
used  In  a  display. 

(2)  Unity  is  created  when  the  same  art  elements  are  repeated  In  a  dis- 
play. 


(SA-6) 
(TM-6) 
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g. 


fclance  is  the  arrangewtnt  of  merchandi se  and  prop?,  aro-jnd  \.l)c  center 
of  ^he  di5,play  in  siich  a  way  that  their  weijhts  will  balarire  when  thoy 
are  eqjally  di ^-.tnbuted.  .  . 

{ 1 )  Syniiietr  ica  1  or  Fprtnaj  .54^ ^nee  15  .achieved .when : objects  of  simi  lar 
size  and  weight  are  placed  on  both  sides  of  the  display  windo.i  or 
spicc. 

(2)    Asynimetr icai  or  Infbmal  Balance  is  .created. whehiobjects  of  yaryinc 
size;  weigh.l,  or  qoantity  arc  placed  ©ft  both  sides  of  a  display, 
and  tney  aciiieve  balance  of  sixe  and  weifht. 

Rhythm  creates  ej<  movement  that  has  an  essy,  fioid  pattern: 

(1)  B^P^.tition  repeats  a  sin§]e_e^  in  a  regular 
..      pattern  spaced  eqoa { 1y  apart:  .  _  

(2)  Alterhdtioh  is  a  form  of  repetition  with  the  art  elements  slightly 
varied _     :  _  :  ::   _:  _.  :         :   : 

(3)  Progress  ion  i  5  the  ptacenent.of  timilar  items  in  varying  sizes 
next  to  each  other  in  a  stepfike  arrangewent. 

Emphasis  13  created  whtn  the  eye  is  9Ctided  to  »  certain  point  of  interest 
(focal  point}  in  the  d^spl^ay^ 

pr  oportion  shows:howone  obgect.used  in  a  display,  relates  or  compares  in 
size  to  another  object  and  how  the/  each  cbmpare  to  the  display  as  a 
whole. 

Scale  is  determined  when  jrcw  compare  afl  object  to  the  average  in  life. 


^TM>7) 


Interior  Display  and  Store  ArrangcnicnC 
1.    Types  of  Promotiondl  Interior 'D?5play5 

a.  An  assortment  display: 

(1)  Is  geared  toward  a  self  ^election  operatioh. 

(2)  Gives:  customer  the  opportunity  to  select  and  buy  different  types 
merchandise: 

(3)  Is  much  like  a  mas^  d1&pta>. 

b.  A  fashion  display: 

(1)  Concentrates  oh  one  or  several  related  items  of  apparel  and 
accessories .  :  : 

(2)  Attracts  aifitofier  s n teres t  by  effective  use  of  light  and  color, 
artistic  arrangicinent  of  wiT'nnequins  and  the  correct  use  of 
accessories : 

c.  An  impulse  display: 


(1) 
(3) 

An 


Arouses  custoner  interest  and  desire  to  buy  an  item  he/she  had  not 
planned  to  purdiase. 

is  located  where,  they  wiM  be  easily  seen  by  a  nuniber  of  people.. 
!s  labeled  and  clcsrly  signed  so  it  will  attract  even  disinterested 

passersby.     ^ 

Can  be  a  mass  or  fashion  display. 


environmental  display: 

(1)  Places  merchandise  \m  1 ifelike  settings. 

(2)  Depicts  ownership  of  merchandise. 

(3)  Is  especially  suited  for  furniture. 

Fixtures  for*  Interior  Displays 


A  shovjcase  display: 
(1)    Can  be  classified 


glass  wall  case,  shado*^  box  or 


b. 


as  a  glass  case, 
interior  window: .  .. 

(2)  Is  inaccessible  to  the  customer. 

(3)  Is  used  for  fragile  and.casily  soiled  merchandise, 

(4)  is  used  for  expensive  items  such  as  jewelry  to  cut  down  on  theft. 

A  counter  display; 

(1)  Allows  the  cUs toller  to  handle  the  merchandise. 

(2)  Assists  the  salesperson :in_illustrating  selling  points . _    _ : ._  _ 

(3)  Should  be  small  so  the  display  does  not  block  the  view  of  other 
merchandise  beneath  the  glass  counter  or  inter'fere  with  selling. 

(?)    Typically  features  currently  advertised. items. 

(5)  is  an  effective  location  for. Impulse . i terns . 

(6)  Is  located  on  top  glass  of  glass  selling  case. 


{TM-8) 
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c.  A  ledge  or  wall  display: 

(-1)  :l5  usually  located  above  the  porinal  eye  level  of  customers. 

(2)  May  be  used  to  draw  attention  to  a  particular  line  of  goods  or  to 

di splay:  sma]  1  itt?nis,  :  _  . 

(J)  May  help  customers  Icscate  depirtment  frwn  a  distance. 

(4)  Is  often  used  for  seasonal  decorations. 

I;5)  Js  relatively  expensive  to.  construct. 

(6)  May  be  used  to  hold  decorative  sighs  and  banners. 

(7)  May  be  used  to  hold  pinned  or  draped  merchandise. 

d.  A  hanger  display: 

(1)  Is  suspended  from  the  ceiling. 

(2)  Is  practical-in  stores  where  display  space  is  limited. 

(3)  Must  be  small  and  confined  to  a  few  items  to  avoid  a  cluttered 
appearance . 

e.  Ah  open  bin: 

(.1)    Allows  customers  to  see  and  examine  the  merchandise. 
(2)    Encourages  impulse  buying. 

f.  An  island  display  (platforms): 


f'lANNING  NO(£S 


(1) 

(2) 
(3) 
(4) 
(5) 
(6) 
(7) 

A  point-of-purchase  (POP)  display: 

(1)    Is  often  developed  by  manufacturer  for  re tai ler .use . 


Is  an  isolated  dj splay  placed  amid  the  shelves  and  counters  to 
highlight  merchandise. 

Is  pijced  at  areas  of  concentration  for  effect^: 
isiused  to  show; featured  merchandise  and  related,  items: 
Should  not  be  usea  as  stock  r^reas  or  crowded  with  boxes  and  signs. 
May  or  may  hot  have  background.: 

Is  often  finished  with  carpet,  grass^  linoleum  or  wood. 
Should  be  well  illuminated,  not  crowded. 


(?)    Is_mpst_of ten  seen  as  customer  self  service  units: 
(3)    Stimulates  impulse  purchases. 

Props  for  displays 

a:    Functional  props  are  used  to  display  wearing  apparel  and/or  hold 
merchandise . 

(J)    Mannequins  are  fu]l  figured  forms  and  are  hot  flexible.  -__ 

(2)  Body  forms  represent  a_pflrt  of  the  human  body  and  are  often  used 
..    as  space  saving  devices.. 

(3)  Display  stands  can  be  acijusted  to  various  heights. 

(4)  Racks  can  be  round,  cross-bars,  or  a  "T"  form. 

b.  Decorative  props  may  held  merchandise  but  their  primary  objective  is  to 
present  a  display  atmosphere. 

(1)  Can  be  used  to  establish  a  mood  or  setting  for  merchandise. 

(2)  May  or  may  not  be  for  sale. 

c.  Structural  props  support  functional  and  decorative  props. 
(U.    Are  architectural  in  design. 

(2)    Can  change  the  physical  appearance  of  the  display. 
Display  Backgrounds 

a.    The  purposes  of  the  background  are: 


(2) 


To  create  appropriate  envicrnment  for  merchandise  being  displayed. 
To  help  unitize  the  merchandise  being  displayed. 


Factors  to  consider  when  planning 

(J) 

(2) 
(3) 
(4) 
(5) 
(6) 


The  store  iiiiage. 

The  amount, of _ money  that _ has  been  budgeted. 
The  type _of  merchandise  -  to  be  displayed. 
Length  of  tii.ie  display  is  to  be  used^  ^ 
Size  ar.J.type  o^. display  window  or  store  space. 
Architectural  nature  of  window  or  store  space. 


(7)    Type  of  materiel  used  in  construction. 
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Principles  of  Interior  Display 

a.  Tixtures,  mahrieqliihs,  an <i  props  arc  orchettrALed  ;o  Drincj  the  nierchandi<;e 

io!^PL  the  spot  light,  1  _.:  . 

b.  Visaal  merchandising  should  allow  for  ease  of  selection  and  self-siervice. 

Locations  cf  Interior  Displays 

a:    The  area  between  the  entrance  and  the  esc^":  la  tor/elevator  is  the  most 
1     "ilLippi^taht  sel  1  ihg  space  on  the  main  floor. 

b.    impalse  items. and  featured  advertised  i terns  should  be  placied  at  loca- 
tions that  neighbor  traffic  patterns.  :        _    _  : 
in  the  highly  traffic     area,  the  merchandise  mcst  be  changed  frequently. 
Windows-on- the-Aisle  are  the  primary  area  of  presentation  and  are 
located  at  the  front  of  a  department. 

(1)    Fixtures  and  merchandise  must  maRe  strong  fashion  statement  and 

provide  immediate  intc • estiandiexcitement. 
(Z)    Fixtures  are  kept  low  in  height  to  allow  a  view  Into  the  department. 
(3)    The  merchandise  should  be  "facing  out"  to  the  aisle. 
W    StgcksLon:these_f ixtures  are. limited. 
(5)    Coordinated  outfits  are  out  front  on  each  fixture: 

e.    The  bread-and-butter  display  area  is  the  center  of  a  department. 


c. 
d. 


PLANNING  NOTES 


(1) 

(2) 

(3) 

(4) 

(5) 
(6) 


Mass  merchandising  of  "o^ce  coordinated  groups  are  located  in  this 
core  area.  ■        _  _ 

Fixtures  include  rounders,  4-ways,  and  other  fixtures  that  allow 
great  stock  rapacity. 

I'^ie^ heights  of  these  fixtures  may  be  varied  to  allow  more  visual 
impact. 

?olbr  coordinated  merchandise  oh  these  fixtures  ^'re  sized  within 
each  color  group.  :      .   : . 

Fixtures  are  removed  as  stock  quantities  decrease. 
Sale  or  promotional  racks  are  located  in  this  area  to  draw  customers 
into  the  department. 


f.    Vistas  are  located  on  the  back  walls  of  the  department  and  can  be  seen 
from  the  aisle. 

(1)  Should  be  visually  interesting  enough  to  entice  the  customer  Into 
the  department. 

(2)  Must- offer  variety.  - 

(3)  Should  avoid  one  level  of  presentation^ 

(4)  Should  create    focal  points  for  the  department. 

(5)  Color  is  of  prime  importance  in  arranging  merchandise. 

7.    Point-of-Purchase  signs  (show  c  -  Js) 

a .  A  good  show  card: 

(1)  Serves  asa  silent  salesperson.  _: 

(2)  Tells  what  the  product  is,  its  benefits,  and  thie  cost. 

(3)  Is  factual _and_ in  formative. 

(4)  Tells  about  theproduct  from  the  customers'  viewpoint: 

(5)  Stands  out  and  is  large  enough  to  be  easily  read. 

(6)  keeps  display  information  fresh  and  attractive, 

b.  Parts  of  a  show  card  include: 

(1)  A  lead-in  line  that  identifies  the  main  benefit  of  the  product. 

(2)  A  headline  that  identifies  the  merchandise,  often  by  the  brand 
name. 

(3)  The  body  copy  that  tells  the  features  of  the  merchandise. 

Display  Planning 
1 .    The  theme 

a.  Sources  Include  the  merchandise  to  be  displayed,  special  everits/promo- 
tioriSi  dealer  aidSi_custprnerSi  fashion  period^         and  own  creativity. 

b.  Should  project  a  single  and  emphatic  impression. 

c.  Can  show  the  direct  relationship  of  various  types  of  merchandise. 

d.  A  single  theme  is  most  effective. 


(HO-4) 
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4. 


The  merchandise 

d.  Should  be  in  demand. 

b.  Should  impress  Gustpmers^^^^^ 

c;  Should  relate  to  the  tfieme. 

d.  Can  be  displayed  by  several  groupings. 

(1)  A  s ingle. t>pe  of  merchandise  can  be  shown. 

(2)  A  line  of -merchandise  can  be  shown  in  a  range  of  prices. 
1^)    A  §rgup  of  related  merchandise. can  be. shq^ 

(4)    Seasonal  merchandise  or  merchandise  for  a  special  event  can  be 
shown . 

The  plan 
a . 


The  display  must  be  considered  as  a  whole  when  selecting  the  theme, 
merchandise  and, props, 
b.    A  series  of  sketches  of  the  planned  display  should  depict  the  background, 
foreground,  and  bird's-eye  view. 

The  construction 


PLANNING  NOTES 


(SA:12) 


(PR-1;  pp.  180-186) 


a.    The  old  display  must  be  removed  and  the  area  cleaned  in  preparation  for 
the  new  display. 

^-    T^^.'™S'"C^3ridise  should  be  collected  and  prepared  for  display. 

c.  Materials  and  props  roust  then.be  collected  or  built. 

d.  In  constracting. the  display,  the  background  is  developed  first  and  then 
props  are  in stal  led.  :  :  __   .  _ 

e.  The  merchandise  can  be  arranged  in  a  number  of  patterns,  including: 
pyramid,  step,  zigzag,  radial,  and  repetitious  arrangements. 

f .  Once^merchandise  is  appropriately  arranged,  the  show  card  should  be 
placed    .  _ 

g.  The  display  should  be  properly  maintained  and  all  merchandise  sold  from 
it  should  be  replaced  iimiediately . 

5.    The  effectiveness 

a.  Sales. results  from  the  display  should  be  evaluated  in  terms  of  cost 
effectiveness. 

b.  Qi-her,  influences  to__be  considered. in_eval ua ting  a. display,  include., 
current  economic  conditions,  the  support  of  the  sales  staff,  and  the 
competition . 


(SA-2) 


(PR--1;-pp.  188-190) 
(SA-13) 
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STIJOT  ACTIVITIES 
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SAt^S  PROMOTION  FUR  FASHION  MERCfiANDlSlNG 

divide  the  class  Into. groups,  of  four;:  Have,  each  group  choose  a  rr^l1  or  shopping  center  with  which  thPv  arp  ' 

familiar.    Have  them  ]ist  those  stores  which  present  a  mass  imoge  and  those'store^which  p.'es^^^^     fashlon  lnage. 

See  pace  14.  SA-i 

Haye  the  students .exanine.lhe  ootfits  they  are  wearirc  and  decid'  which  forms  are  renresen'^^  in  fh«  f.hri.c  «  SA-3 
teacher  nay  have  samples  to  tr^rg  to  class  t«  support'the  discussion  of  fo^  (^e^  fabric  ^a^Usj  "  '  ' 

See  page  17;  05<ng  the  color  wheel ,  have  students  color  and  label  the  warm  colors  and  cool  lors.  ^'^ 
b\'L^^%h'inu!tral"n-"''  ''''  ^11"'^"^^°"  -^h  crayons  or  color  pencils  to  achieve  the  effect  listed  ^^'^ 

See  pjge  19. 
See  paqe  20. 


See  pdcjc  cl ; 
See  pp()c  i??. 
Stt^  pa  ye  23. 
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boe  page  24  .    Instructions  to  .teacherA  ._Assign_students..to. groups  of  three.    Have  each  student  dssunic  a  role  as 
either  the  junior  buyer,  the  display  manager,  or  the  merchandise  manager. 

O^^^"""  copies  of  mail  order. catalogueSj-Tiagazines,  :anci  newspaper. advertisements  from  the  teacher.    From  these  SA-13 

C^^.^.o^^'ces,  CLt  out  illustrations,  of  .merchandise  that. you  can  paste-up  to  illustrate    he  following  basic  display 

arran!,en»erits:     (1).  pyramid  arrangements,  (2)    radiation  arrangements,  (3)    repetition  arrangement,  (4)  step 
arrangement,  (5)    zig-zag  arrangement 


EKLC 
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MINIATiiRI   (MSfM  AY 


INSTRUCTIONS  TO  TEACHER:    This  project  should  be  used  as  a  culminating 
ac'tTvl ty. Tbr  this  unit.    Students  should  be  told  whdt  is  expected  of 
them  early  in  the  unit.    However^  their  actual. work  on  the  project 
should  be  completed  in  phases  as  pertinent  content  is  discussed  in  class. 
A  rating  sheet  is  provided  for  your  evaluation  of  each  student's  work, 
You  may  Wailt  to  use  this  activity  as  an  evaluation  measure  to  document 
student  competence. 

INSTRUCTIONS  TO  STUDENTS:    You  ar.        plan  and  construct  a  miniature 

window  ^splay  using.a  box.    You  will  go  through  al]  the  steps  a  dis- 
V/  artist  would  follow  when  constructing  ah  actual  display.  Activi- 
as  will  be  assigned  atvarious  points  in  this  unit  to  assist  you  with 

J  yar  planning.    The  final  completed  window  display  will  be  due  at  the 

end  of  the  unit  on  sales  promotion. 

Step  1.    Us!;  available  resources  in  the  classroom  to  look  for  display 
ideas;    took  carefully  at  the  way  merchandise  is  presented  in 
advertisements.    Look  in  display  reference  books .  Think 
about  what  merchandise  you  would  like  to  display.    Let  your 
imagination  go. 

Step  2.    Plan  a  theme  for  your  display  that  coordinates  your  ideas. 

Step  3.    Decide  on  the  merchandise  to  be  displayed. 

Step  4.    Decide  on  the  type  of  display  you  will  construct. 

Step  5.    Decide  on  your  display  background. 

Step  6.    Decide  on  the  props  to  be  used. 

Step  7.    Draw  skematics  for  your  display. 

Step  8.    Plan  the  point-of -ptirchase  sign. 

Step  9.    Actually  construct  your  display. 
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MINIATURE  DISPLAY 
RATING  SHEFT 


INSTRIIC-T-ION-S:    Encircle  the  points  earned  on  each  factor,  that  is  . being 
evaluated.    Total  the  score  for  the  entire  project  (total  possible  . 
points  is  100).    Each  student  should  reach  a  proficiency  level  of  70. 


FACTORS  10  BE  EVALUA:_D 


Excellent    Good    Average  Poor 


I.    Display  Idea/Theme 

3.  The  display  idea  indicates 
creativity  and  research  on 
the  part  of  the  student. 

b.  The  display  theme  is  obvious 
and  provides  unity  for  Lne 
display. 

c.  The  display  theme  compliments 
the  merchandise  that  is  fea- 
tured . 


8 


II.    Technical  Excellence 

a.  The  arrangement  adds  to  the 
overall  appearance  of  the 
display. 

b.  The  m«rchandiso  is  wgIj 
placed  and  creates  a  pleasing 
eye  fl ow . 

c.  Design  principles  (balance, 
proportion ,  etc. )  are 
effecti vel y  appl ied. 

d.  Color  and  line  principles 
are  effectively  applied. 


III.  Arrangement 

a.  Display  props  enhance  rather 
than  detract  from  the  mer- 
chandise featured. 

b.  Related  items  enhance  overall 
appearance. 

c.  Amount  of  merchandise  dis- 
played is  appropriate  for 
the  area  allocated. 


EKLC 
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III.    Arrangement  (Gbntihued) 

d.  The  display  has  a  focal 
point  which  attracts 
interest. 

e.  The  background  is  appropri- 
ate for  the  overall  effect 
ol"  the  display. 


Excellent    Good    Average  Poor 


IV.    Sel 1 ing  Powe> 


c. 


Marketing  features  of  the 
merchandise  are  clearly 
shown . 

The  most  important ,  featured 
merchandise  stands  out. 

The  point-of -purchas*^  sigh 
conveys  a  message  designed 
to  sell. 


Neatness 


b. 


The  overall  appearance  of 
the  display  is  neat. 

The  total  display  is 
pleasing  to  the  eye. 


TOTAL  SCORE 


EKLC 
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INSTRUCTIONS  TO  STUDENTS:    With  crayons  or  colored  pencils  achieve  the 

effect  named  below  each  picture. 
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Select  one  season  and  one_in-store  pronation  listed  below.  Then 

select  a  type  of  mannequin  and  using  up-to-date  fashion  magazines,, 
write  a  list  of  merchandise  and  accessories  that  you  would  select  for 
dressing  the  mannequin. 

Types  of  mannequins:    Adult  male,  adult  female,  teenage  male^  teenage 

female,  child  male*  child  female 

Seasons:    Winter,  Spring,  Summer,  Fall 

Ih-Store  Promotions:    Back  to  school.  Coming  of  Spring,  Sports  Fans, 
Summer  Clearance,  Wedding,  Sports  Events,  Introducing  New  Fashions, 
Rainwear. 


Type  of  Mannequin  to  be  Used: 


Season  Featured:  


Ih-Store  Promotion: 


£3-0tfiing  to  be  Used  Accessaries  to  be  Used 
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SA-8 


II 


■^ead  the  three  statements  below.  FroR  the  column  at  the  left  ^ele^* 
the  term  that  best  matches  the  statement. 


A.  Functional  Prop 

B.  Decorative  Prop 

C.  Structural  Prop 


1 


3. 


The  major  prop,  such  as  platforms, 
columns,  and  steps  that  support 
other  props  and  merchandise. 

Preps  such  as  easels,  legs,  hands, 
and  niannequii,  forms  used  to  sup- 
port merchandise. 

Props  such  as  flowers,  trees,  and 
animals. 


Look  at^the  "Item"  column.  For  each  item,  check  either  Column  (A), 
Column  (B),  or  Column  (C)  based  upon  the  type  of  prop. 


1  ITEM 

STRUCTURAL 

 (A) 

FUNCTIONAL 
(B) 

DECORATIVE 
(C)  _ 

1. 

Stuffed  Gat 

2. 

Sunglasses 

3. 

Books 

4. 

Floor  Carpet 

5. 

Step  background 

6. 

Palm  tree 

7. 

Torso 

8. 

Roses 
Peg  Board 

KEY: 
I. 


1.  C,  Structural  Prop 

2.  A,  Functional  Prop 

3.  B,  Decorative  Prop 


II.  1 . 

Column 

C 

2. 

Column 

c 

3. 

Column 

B 

and 

C 

4. 

Columh 

A 

and 

C 

5. 

Column 

A 

6. 

Columh 

C 

7. 

Column 

B 

8. 

Column 

C 

9. 

Column 

A 
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Select  three  newspaper  ddvertiserrierits .    Follbwing  the  previbcis  sagyestiohs 
for  developing  good  copy,  prepare  the  show  card  copy  ybu  would  ase  in  ah 
interior  display  for  each  of  the  advertisements  yoa  have  selected:  Write 
that  copy  in  the  spaces  provided. 

Interior  Di splay--Show  Card  Copy  #1 


Interior  D  i  spTay  -  -  Sh  oiv  Card  Copy  #2 


Interior  Display--Show  Card  Copy  #J 
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INSTRUCTIONS  TO  SIUBEN-T&:    Read  Ihe  situation  and  assume  the  role  of  the 

display  manager  in  making  the  necessary 
decisions. 

You  are  planning  a  Valentines'  fashion  display  for  the  Ladies  Designer 
Department. 

1.  ''elect  the  merchandise  to  be  featured. 

2.  Choose  one  of  the  fixtures  available  for  interior  displays. 


3.  Select  functional,  decorative,  and  structural  props. 
Functional  - 

Decorative  - 

Structural  - 

4.  Decide  on  a  display  background  that  is  appropriate  for  the  Valent'ine 
promotion. 


5.    Describe  the  location  of  your  display  within  the  Ladies  Designer 
DepartiTient, 


6.    Desion  a  point-of-sale  sign  for  your  display. 


54. 
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DEVELOPING  DISPLAY  IDEAS 


Effective  dist)lays_ usual  ly  result  when,  the  display  person  has  a  clear 
idea  of  what  the  finished  display  should  look  like..  There  are  many 
sources  for_creative  display  ideas  which  can  save  time  and  effort  and 
produce  displays  that  will  sel  l  merchandise..  . Some  excel  lent  sources 
for  ideas  include  the  merchandi se  itself^  publications,  other  displays, 
customers,  special  events,  and  persoh.al  display  files.    Very  often  the 
experienced  display  designer  will  combine  several  ideas  from  these 
sources  to  cohstruct  a  single  display. 

This  display  project  provides  opportunities  to  become  acquainted  with 
the  various  sources  of  display  and  to  practice  developing  creative 
display  ideas. 


MERCHMOISE 


For  each  item  of  merchandise  below,  list  some  customer  uses  and  briefly 
describe  a  creative  idea  you  would  use  to  display  that  merchandise. 


ITEM 

CUSTOMER  USES 

CREATIVE  DISPLAY  IDEA 

MEN'S  TIES 

CHILDREN'S 
PAJAMAS 

DESIGNER 
JEANS 

RAINeoATS 

TENNIS 
SHOES 

Sales  Promotion 
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CASE  STUDY 


Logan's  IDepartment  Store  is  planning  to  hold  a  special  .back-to-school 
promotion  during  the  second  week  of  August.    Today  is  June  2.  Realizing 
that  merchandise  and  display  supplies.  mUst  be. ordered  for  the  event,  Mr, 
MaybG-rry,  the  store  manager,  sends  out  nemos  to  his  junior  buyer,  his 
merchandise  manager,  and  the  display  manager. 


MFMnDAMni  IM 
rlurlUKMJN  uun 

1  u: 

JUmor  Buyer 

Merchandise  Manager 

Display  Manager 

FROM: 

R.  K.  Mayberry,  Store  Manager 

DATE: 

June  2,  19— 

Please  plan  to  meet  In  my  officR  at  1:96  p. m:  on 

June  b  to  ^''>-''jis  our  back-to-school  special  pro- 

motior                  -^ng  ^or  this  meeting,  the  three 

of  you                  : ly  develop  a  proposed  plan  for 

this  pr                   ;r  plan  should  include  the 

follnwir.               t  : 

»'     !.            .se  needed  for  the  promotion. 

(2)0        ^  ^uppHe^  nh?t  will  be  reeded 

for  tiiC  promotion , 

(3)  A  qeric  dil  ^-lieme  for  the  promotion. 

We  will  make  find!  decisions  regarding  your  plon 

during  our  meeting. 
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=_       Unit  VI-  Sales  Prbrtiotion 

^  RO-1  Examples  of  Effective  Use  of  Proportion  in  a  Display 

Hd-2  Suggested  Procedures  For  Preparing  Mannequins  for  Display  - 

Display  LAP  13,  #193,  H.q.2. 

Hb-3  Things  to  ConSider_Wheri  Planning  Display  Background  - 

:  Display  LAP  14,  #182-8,  H.0.1.    _  _      .  _ 

HO-4  Prime: Locations  for  Special  Displays  -  Display  LAP  19,  #20O-A,  R.0.3. 

HO-5  Guidelines  for  a  Good  Display  Sign 

H0-6  Procedures  Necessary  For  the  Proper  Upkeep  of  Department  Displays 
of  Merchandise  -  Display  LAP  8.  #177-A,  Hu-1 . 

TM-1  Broad  Purposes 

IM-2  Special  Events 

TM-3  Mass  Display        _  : 

TM-4  Mass  Multiple  or  Related  Products 

TM-5  Art  Elements 

TM-6  Design  Principles 

TM-7  Repetition,  Alternation,  Progression 

TM-8  Emphasis 

TM-9  Locating  Signs  in  Displays  -  Display  LAP  30,  #225-A,  T.M.#1 

TM-10  Locating  Signs  in  Displays^  Display.LAP  30,  #225-A,  T.M.#2 

TM-11  Lead-in-line,  Headline,  Body  Copy,  Price 


ERIC 
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EXAMPLES  OF  EFFECTIVE  USE  OF  PROPORTION  IN  A  DISPLAY 


1.  If  a  feminine  Iddk  is  desired: 

Use  about  2/3  curved  lines  and  1/3  straight  lines 
Use  about  2/3  soft  textures  and  1/3  hard  textures 

2.  If  a  masculine  look  is  desired  in  a  display: 

Use  2/3  straight  lines  and, 1/3  curved  lines 
Use  2/3  hard  textures  and  1/3  soft  textures 

3.  If  a  formal  look  is  desired: 

Use  about  2/3  vertical  lines  and  1/3  horizontal  Tines 
Use  about  2/3  smooth  texCL;>^es  and  1/3  rough  textures 
Use  about  2/3  subtle,  cool  colors  and  1/3  warm  colors 

4.  If  an  informal  look  is  desired: 

Use  about  2/3  horizontal  1 ines  and  1/3  vertical  lines 
Use  about  2/3  smooth  textures. and  1/3  rough  textures 
Use  about  2/3  Warm*  bright  colors  and  1/3  cool  colors 

5.  When  using  a  mannequin  or  another  tall  object  ih  a  display, 
another  object  should  be  about  2/3  the  height  of  the  tall 
object,  and  other  objects  should  be  about  2/3  the  height 

of  the  second  object.    The  eye  will  fldw_easily  from  the 
top  of  the  display  and  will  move  tothe  floor  by  resting  on 
the  various  sizes^of  theobjeets .    This  is  much  more  pleasing 
than  ahabruDt  fall  straight  from  the  tallest  object  to 
flat  objects  on  the  floor  of  a  display. 

6.  Props  should  be  only  about  1/3  o^  the  items, found  ih  the  dispiay 
with  merchandise  making  up  the  other  2/3.    The  purpose  of  props 
is  to  enhance  the  merchandise,  not  to  overpower  it. 
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GUIDELINES  FOR  A  GOOD  DISPLAY  SIGN 

1.  Signs  ?nust  serve  as  a  r.^lent  salesperson. 

2.  Signs  should  tell  what  the  product  is,  its  benefits,  and  its  cost. 

3.  Signs  must  be  simple,  factual^  and  informative. 

4.  Sign  should  tell  about  the  product  from  the  customers'  viewpoint. 

5.  Sign  lettering  should  stand  out  (black  or  red  on  white  signboard) 
and  large  enough  to  be  easily  read. 

6.  Sign  should  be  legible. 

7.  Sign  should  be  in  good  condition  as  it  keeps  display  information 
fresh  and  attractive. 
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TM-i 


ROAD  PURPO 


1.S#II  a  product 


.  Build  alliaianc 


Arouse  interest 


4  Provide  Informatioii 


.Prornote  store  I  mage 
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PUPPiT  SHOW 

Ur(!aNj  iO:C5O.ll:Q0.i2,:00 


ERIC 


Sales^  Promotion 

24;7 


Sales  Prbinotiori 
24.13 


TM-8 


BODY  COPY 


PRICE 


As 
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EVALUATICM  FEASURES  md  KEYS 
(COTEBICY  /  lEST  -  ITEM  BANK) 


TABLE  OF  'jPLC'ICAilONS  f  OR  T-EST- C-^}NSTRijC7  ION 


PROGRAM  AREA--.Mckilina-diid:-IU^trilmti££^ 
eOURSE  NAME      rashion  Morchcindi sing 

UNIT      Sales  Promotion 


Conpetency 

074.     Identify  the  uses  and  (}arpose5  of  5a^:?5  promotion. 


EXPECTED  STUDENT  OiJTCOMF 

Cognitive  level*  DA^fr^^.r.^ 
^  rertormance 

I         II  III 


0Z5. _  Develop  display  ideas  congruent  with  the  purposes  or  uses  identified 


076.    Identify  the  basic  art  elements  of  display  and  the  principles  of 
design . 


077^    Highlight  advertised  items  on  shelves  and  displays.     ._  _   

078 .    Se 1  PC t  c pp r opr i a t e  display  fixtures,  props,  and  backgrounds. 

079;    Plan  location  of  dispT^ays  considering  logical  groupings >  rr^xinum 

customer  exposure,  present  and  anticipated  sales  volume,  in  reepinq 

 with  the  store  Igyj^iL.       


U80.    Develop  point-of-pjjrchSse  signs  Jshow.  cards  )  and  banners. 


81.    Obtain  infqrmatu)n  and  for  displays. 


082^    Select  merchandise  for  display  that  is  seasonal  and  tiinely. 


0S3.    Coordinate  displays  with  other  promotional  dctivitiG^ 


084.    Display  merchandise  ap^  opriately. 


085.    Build  displays. 


086.  Prepare  merchandise  for  display  including  pressing »    ri?!^:  i r * .ig, 
etc . 

087.  Maintain  sales  api^earance  of  displays  by  rearranging  when  necessary 
or  replacing  merchandise  sold  from  display 


088.    Use  hoQsrkeepinfy  procedures  necessary  for  the  proper  upkeep  o\ 
department  displays  merchandise. 


089.    Evaluate  the  ef fee  i. i veness  of  display  by  analyzing  sales  results 
with  regards  to  the  purpose  of  the  display. 


O 
Q. 


Total 
No,  of 
Items 
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m  I  -  Recall i  II  -  eomprehenslon.  III  -  Appllcati 


on 


~5M 


COMPETENCY  074 


I 


eGMPETENeY   074:     Identify  th'      es  and  purposes  of  promoti 


on , 


TEST  ITEM  074«00-ll 


INSTRUCTIONS  TO  STUDENTS:    List  the  five  (5)  broad  purposes  of  ^M-.  promotion 

1  . 

2. 

3. 

4. 

5. 


TEST  ITEM  074-00-12: 

INSTRUCTIONS  TO  STUDENTS^:     In  Co]umn  I,  various  sales  promotion  activities  are 
listed.    Specif 1c  purposes  of  sales  promotion  are  listed  in  Column  II.    Match  the 

specific  purpose  to  each  of  the  activities;  In  some  cases,  more  than  one  specific 

purpose  is  addressed.    Record  the  letter(s)  of  your  choice  in  the  space  provided 
to  the  left. 

Column  I  Column  U 

 1-    Accessories  matched  with  apparel  A.  Attract  ne^    ^lroup^    '  cu:  ~mers 

in  a  window  di splay .  ^    ^    _ 

B.  Coordinat        la  ted  ;    'di.\ '.s 

-  -    2.    Commercial  during  cartoons  ^    _  , 

Establish  SLorL       d  fashion 

3.    Demonstration  on  how  to  use  a  authority 

product  ^ .  ■  

.  D.  Give  Dspf(;l  information  on  use 

.  _      4.    Fashion  sh^i  for  petite    izes  of  proaact 

5.  Ac;  featuring  Aigner  handbags,  E.  Identify  brands 
shoes  and  accessories  _  ,   

.         -  K  Indicate  product  assortments 

6.  A  large  annual  fashion  show  t  - 

_    _  b.  Introduce  hew  product 

-  7.    Ad  featuring  a  20%  off  sale  .    

~  H.  Present  special  offers,  prices 

 8.    Free  samples  given  away  to  and  sale  conditions 

customers  to  introduce  a  t    n  -  ^ 

product  ^'  Reach  persons  who  influence  the 

 :__    .  .  purchaser 

 9.    A  drawing  for  free  concert  ,    n  j 

tickets  ^'  Render  community  service 

 10.    Ad  showing  various  styles  and 

prices  of  men  's  shoes 
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Tl?T  item  074-00-^3 

:Ii^5-T-&U£ T-I ON S ^ T 0  S T U DE I ^ T S :  Define  the  terms  nonpersonal  promotion  and 
promotion^    Provide  an  example  of  each  term. 

1.  Nonpersonal  promotion: 
Example: 

2.  ^^rsonal  promotion: 
Example: 


i 


I 
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C0?1PETENCY  075 


COMPETENCY    075:     Ctevielop  d\^p\>y  ideaS  conqruenc  with  the  purposes  or  uS€S 
identifred. 


TEST  675-66-11 


nsTg^oaTiaNS-KLSlUQENXS-:    Read  each  of  the  following  statements  about  display 
objectives.    Write  the  correct  response  (true  or  false)  in  the  blank  to  the  left 
of  each  statement. 

--  1.    A  display  can  only  be  used  to  sell  a  product,  service,  or  idea. 

 2.     Institutional  displays  are  usually  of  a  noncormiercial  nature. 

3.    A  promotional  display  features  current  merchandise. 

 4.    The  purpose  of  an  institutional  display  is  to  produce  irmediate  sales 

for  the  store. 

 5.    A  feeling  of  goodwill  toward  the  store        'sually  d':compl  ished  by  an 

inst i tut icnal  di splay . 


VEST  ITEM  075-00-12 

INSTRUCTIONS. TO  STUDENTS:    Read  each  of  the  following  statements  about. mass  and 
fash  ion  ^'splays      Write  the  correct  response  (true  or  false)  in  the  blank  to 
the  left  of  each  statement. 

  1.    Emphasis  is  on  budget  prices  in  a  mass  display. 

2.    In  a  mass  display  there  is  a  lot  of  space  allowed  between  ^tems. 
  3.    A  fashion  display  attempts  to  have  a  prestigious  look. 

4.  Higher  priced  items  are  hinhlightPd  best  in  a  fashion  dis;:;p,y. 

5.  Store  image  is  unrelated  to  displays  i-':  the  store. 


Sales  Promotion 
30 


COMPETENCY  079 


COMPETENCY  079:  Plan  lof::ation  of  displays  considering  logical  groupings, 
maximum  easterner  exposure^  present_and  anticipated  sales 
vbltiine,  -in  keeping  with  the  firm  layout. 


TEST  ITEM  079^00-11 

INSTRUCTIONS  TO  STUDENTS:  Reud  carefully  the  following  statements  about  floor 
plans.  Write  the  correct  response  (true  or  false)  in  the  blank  to  the  left  of 
each  statement. 

  1.    Windows-on-the-aisle  are  located  at  the  back  of  the  department, 

 2>    The  newest,  most  exciting  {lerchanrii is  located  in  the  brec^*:  and 

butter  section  of  the  department. 

 3.    The  vistas  are  located  at  the  back  of  the  department  and  shoulc'  entice 

the  customer  into  the  departnient. 

  The  window&^on-the-aisle  should  include  lim'ted  coordinated  outfits 

that  ''face  out"  to  the  aisle. 

 5.    In  high     traffic     arf^as  the  merchandise  mjst  be  changed  frequei  tly. 
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COMPETENCY  080 


COMPETENCY   QBO:    Develop  "po'i:.  c  -purchase  signs  u.id  banners. 


TLS.T  ITEM  030-00-1  1 


INSTRUCTIONS. TO  STUDENTS:  _  Read  the  fact  sheet  sent  to  the  advertising  department 
and  then  design  a  poiht-of -purchase  sign  for  a  display. 


MERCHANDISE  FACT  SH EE T 

Item:  RriefrasP 
Price:  $85.00 
Mateyid^i  :    Lea  the, 
Vendor:    Mr.  Leath 
Staler    zipper  on     ^  with  handles 
int'^rior  pockets 

brass  fittings  on  corners  to  cut  down  on  wear 
Colors:    Brown,  Black,  Cordivan 

Features:  in^'^^rior  pockets,  lightweight,  slim  styling 
Submitted  oy.      .  hn  Mayberry,  buyer 


SS3 
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CbMPETENCV  tc2 


COMPETENCY  082:    Select  mercharif'*-/  .or  d-^'splay  that  is  seasonal  and  timely. 


TEST  ITEM  082-rir;.ll 

INSTRUCTIONS  TO  ? i UDENXS:  List  six  sources  for  display  themes. 
1  . 


3. 

4; 

5. 
6. 


TEST  ITEM  082-00  12 

INSTRUCTIONS^-  "liiEEJjlS:    ielect        of  the  fol  lowing  display  themes.  List 
appropriate  merchj^iise  and  structural,  decorative  and/or  functional  props  to  be 
used  in  this  seas^rifnl  display. 

Thenes:    "Christmas  is  Ne^r" 
"Stay  Cool" 
"Count  Down  to  Fall" 
"Warm  and  Woo^" 
"S'^n  and  SurT  ' 

]  heme:    -   -   ~—  :  :  :  zz.-^z^  _  ^  

Pr:-^^"  to  be  used:    Structural :    

Uerorati  ve:  -  -    ^  

Functional :  — 


Merchandise  to  be  feattred: 

Apparel : 


Accessories: 
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COMPETENCY  084 


^P]1PEL^1^.CY  084^:     Qiapla^  merchandise  appropriately. 


itST  ITEM  084-00-11 


iNSIRU£TjO^  STUDEN  S :  Ir.  Co  umn  I  are  types  of  display  arrangements.  From  the 
Character! st7H-d^:  ngements  in  Column  II  select  the  one  which  is  most  appropri- 
i    tPVft  f^^'^"^        1^"^^  of  your  response  in  the  space  provided 


Colur  I 

1.  Pyrair  ^rangement 

2.  Radie  r^nertic-it 

3.  Repe:     ion  orrangement 

4.  Step  arrangement 

5.  Zigzag  arrangement 


Column  11 

»  rangement  that  has  no  planning 
or  structure . 

'•'hen  it^nis  of  the  came  shape  and 
size  are  placed  equidistant  apart 
in  a  direct  line. 

Arrangement  used  only  wi>h  men's 
wear. 

When  no  two  heights  throughout  the 
display  are  the  same. 


jement  forms  a  perfect 
triangle. 

Fye  IS  lead  trom  low  point  to  the 
•  ^'gh  ~^oint  in  the  center  or  to  the 
oppos.^e  side  by  progressive  steps 

Anv.ngemeMt  may  be  full  circ'c, 
semi-circular  or  oval  in  shape. 


§5 


r: 
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FRir 


•EST  ITCM  KfVS 


jell  a  product,  service,  or  idea  at  a  profit. 
Build  customer  allegirtnce  to  the  store. 
Arouse  custofier  interest  for  tlit  product, 
service,  or  tdcA. 

Provide  intornalion  to  prost'L-ctiv?  tui Loiik.m  l- . 
P-omote  tMO  inuge  of  the  stoe. 


C,B,G 

M 


074 

i . 

B 

6 

V 

I 

7 

3. 

D,G 

3 

4. 

A,C 

9 

b  , 

t,f 

10 

074- 

-00-U 

Nonpersbh<^  1  promotT on--comniun i ca t ion  sponsored 
t3y  a  store  that  reaches  many  prospective 
customers  by  various  media,  mail-ngs  or  special 
events. 

Fxample:     publ  icity,  advert  is ing-  yj s  jal  ii>cr- 

 '^handising^  special  .events 

^pf'i-.P^.d  1  Proi:ioti'jn--face  .  to.face  communicatioh 
between  the  store's  re()resentative  and  a 
customer 

CxdiiipU-:     personal   soMjnq  by  a  saleSDersoh 


175 

-0_0_-il 

1. 

fjlst 

2. 

'  rue 

3. 

"rue 

4. 

r^lso 

5; 

True 

ij/':^ 

-!0-  ]? 

T  uc 

f  a  1  se 

3." 

Tru^ 

True 

G. 

Fd  1  so 

079 

00-1 1 

I . 

F  a  1  sc 

^^. 

r.j  l 

3. 

True- 

4. 

True 

5. 

True 

'JO- 1  1 

'>*'r  discr-'  tion:    Should  include  the  foi  .  winQ 
''i:  txocijtivo  sty  1  in.)  f  rnm  Mr  .  LfMther, 
delux<j  fitted  in  sides, 
lOu:;  leather 
smooth  surface 
$8!>.00 

\    Ker chdPO i  se 

Special  Events  or  Promotions 
J      Dealer  bids 
4 .    Customer  J 

'^'i.Shicn.  Prriudicals 
6 .    Own  crea  1 1  vi ty 

082-00- 1? 

Tcacner  Discretion . 

Oa4-0_0j-I  1 

1 
2 
3 
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BEST  QOPV  AVAILABLE 
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Karketinn  and  Distributive  E«juratior- 


Fashion  Merchandising  -7?71 

Fashion  Mcrcha nr! i  s  i  nq  and  Mancigen^rit  -  7272 


eOMPETtNCY  STATEMENT 


P 


Fashion  Image 
A. 


Physical  Appearance 
090    Maintain  appearance  and  health: 


the  studentivyill  identify  characteristics  an^  fectors  which  contribute  to 
appearance  and  health;  

B.     Sel f -Developme U 

091    Demonstra  c  appropriate  social  skills  in  tonns  of  sel  f-developnient . 
The  studer  t  will  identify  appropriate  behavior  for  self-development. 

Pr(^-Er  i'loyment  Skil  Is 
A.    Jab  Seeking 

Letter  of  Applications,  Resume,  Applications 
Job  interviev> 
Fol low-Up 


7?71 


C        S  CO 


l:    Professional  Fthics 


A.    rharacteristics  of  a  Good  Employee 

09?    Be?  dependable  in  the  work  environ:  ^nt. 

The  student  will  determine  characte-ist ics  of  a  dependable  employee.   

093    Maintcin  necessary  endurance,  forebearance ,  tind  prrsistence  to  accomplish 
Qoals  and  objectives 

The  stud?nt  will  select  behavior  characteristics  necessary  fo»  accomplishing 
goals  and  objectives.  


094 


09'. 


096 


Demonstrate  effective  work  habits  by  planning  and  scheduling  rk  tasks  and 
assignments. 

The  student  will  identify  behavior  necessiry  for  cfiective  work  habits. 

Demonstrate  good  work  habits  such  as  punrtuaHty,  orderliness,  and  patience. 

The  student  will  identify  factors  Which  contribute  to  p'jnrtual  ity ,  orderli- 
ness, and  pat  'ice.    

Adjust  to  defTiands  of  job  requirements  such  as  deadlines,  pressures,  and 
conflicts. 


-c^'SSriry  for  meeting  job 


098 
099 


The  student  will  identify  fartors  which  ? 
den)ar)ds  .  ^    -  -    

Lxercjce  self-cchtrol  di.ririg  try1ni\  ^ituatit  : 

The  student  will  exhibit  sel f-con I rol   in  handling  a  customer  complaint. 

Maintain  ah  bbjeciivf  point  o      m^w  in  problem  situatiions. 

The  'tadent  will  identify  factors  which  indicate  an  objective  viewpoint. 

Demonstrate  apprbpriati?  crh  cs  such  as  integrity  and  honesty. 

The  student  will  identify  situations  where  appropriate  ethics  such  as 
honesty  anJ  integrity  are  demonit''j*"ed.  ;  
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Marketir,n  and  Distributive  Educa" 


1  on 


Fashion  ''orchahdising  -  7271 

r^sh^hn  N'erchandinng  and  Ma naqemer,:  -  7272 


lOmrriCY  STATfMLNT 


100 


Establish  and  rjintain  credibility  with  cwstomors,  co-workers 
and  managers .  ' 


Thr 


student  will  mair. 
M  n  t . 


■-■c-.M  I  ir.y  with  others  in  dca' 


o'ppropriate  assert i vene::-,  when  workinn  with  oth^ 
iitomers. 


student  wilt  use  assert  i>. 

Demonstrate  'nitiativc  iri  dea  : 
si  I'rvisors. 


s  in  hand!  ing  a  ci: 
with  customers, 


he  student  will  demonstrate  initiative  in  hcindlin 

•1  nd/or 


respons  i  bil  i  ty  for  individual  action 
ofjerat  ions . 


enpl cyees , 
'vUh  a  cu stonier 
'''^s,  nana^ers, 

•nd 

i  a  int : 
i  (.ompdny 

individur^.  1 
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104 


105 


106 


10/ 


The  student  will  identify  r.ituations  where  responsibility  fc 
actions  is  e.^hibitod. 

Assume  a  sha  ded  respons  ib i  1  i  ty  for  success  or  f a  i  1  u7elTlhe~wo7kTroTip". 

The  student _wi 11  identify  situations  whore  responsibility  for  shared  success 
^»  failure  is  exhibited.  --   u^ll^^ 


Demonstrace  knowledge  of  how.  success  or  fai  lure  ^lepend^  not  ator^  on  techni- 
cal proficiency  but  on  quality  of  interpersonal  relations  as  ..o]] 

IS^^ullMi'^^  -portar^of  interpersonal 

Use  success  or  failure  constructively  in  a  work  situation". 

^Scess'^or'f^ir^  ^'""Hf  ^'^I'^^r  ^^kh  contributes  to  constructive  use  of 
-uccess  or  failure  ^n  the  work  situation. 

Work  cooperatively  with  nther  employees,  suiH-rvi soTs 7^ ^a^^gors  . 
I^Hnn^htn-   ""'^^   ^^^^^^^y  behaviors  which  exhibit  cooperative  ..orkinn  re- 


108 


positive  at-  .e  a. id  the  dis- 
^s,    nd  gouls  of  iMoividual'^ 


la t ionshi  ps . 

fhp  student  will  identify  the  benefi^.s  ' 
advantages  of  a  negative  att^ude:   

Demonstrate  knowledge  that  t.  ■  needs »  d  ; 
vary  with  social  and  cultural  backqrouhos. 

The  stodent  will   identify  s  i  tua  tions  :  rel  a  t .,  j        social  and  cultural  back- 
grounds and  the  needs,  desires,  and  goals  of  individuals.  '''^ 

B.    Customer-Related  Relations 

109    Avoid  misrepresentations  of  procucts.  services,  peopl.-.  and  poiicies. 

The  student  will  identifv  situations  where  products,  services,  pnoplr  and 
policies  are  misrepresented. 

The  student  will  identify  sources  of  reliable  information. 
pSicie?-"^  '''^^_^'^7''''^''''"^'''^^"  °^  products,  service.,  people,  .nd 
no    Respond  to  customer  complaints  in  accordance  with  c ompa ny~  polTc yT  ~ 

The  student  will  respond  in  a  satisfactory  manner  to  custome  complaints. 
The  student  will  identify  situations  related  to  company  policy. 
The_sludent  will  respond  to  a  a^s^omer  complaint  according  to  company 
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0^1 


■jr  d  L  1  or. 


Fashir  ,  McfThandi  Sinn  -  7?:*] 
'-ashicn  Merchcindi  sina  an^i^'a 


'f"j  "'d  Ceir'piir  _ 


■•  ■  '    .'i^pl oyee  Rc"'a t -iop: 

:'■  ■■      trate  knowledge  of  how  tr>  sugqesf  changes  to  \v.dr>i- en  t . 

:.•  student  will  identify  leddPr:hii)  siylf-s  dr;d  hnw  to  sungfjst  chants . 

.c  student  will  identify  how  to  make  S'jcy.f;  •  r  jon^^  tc  per.jnnel  rranacoment 
correctly.   

Accept  coristructive  criTi'ism  and  ta^M  d,:.r,^.pridte  con-cciive  actions. 

The  student  will  identify  corr^'ct  behav-ioi  rv  accept^nq  c.onstr -j:  ti vf^  rrit 
cism  and  corrective  actior.s.  —  
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3 


ERIC 


A.    Physical  Appearance 

1.     Importance  of  ap^earcncf-  and  hc-aith 

a.  Influences  ^ay  others  thinl-  about  you. 

l^)    pur  judgments  are  bas-.  .  on  appcarsncf   .i^;r:  fir-^t  irtipress  ^ 
.  .    and  we  rarely  chanoe  c^r  opi^^.1nr,s. 

(2)     Package  yourself  _ -in  such  a  w-y  that  othcr^  vn]]  rea^:vc  a 
por"*ive  first  impression; 

b.  Influences  way  others  '"eact  tn  what  you  say  dnn  do. 

Chances  in  .y-^r  persoridl  packaqinq,  such       speech,  voice,  man  ■■ - 
isins,  and  dr-is  =^ffect  how  others  react  Tn  y;>u. 

c.  Gives  you  coniioence: 

Ybu  will  be  more  pes  it  jve.  in  your  a  1 1  i  ■  jiJ^^  if  you  t -inw  yna  ior^ 
good  and  are  in. good  physics  1  (ondition. 

c^.     Creates  impression  on  customers  and  bLSiness  associates  as  U 
creates  a  positive  or  negafive  public  Imafjf-. 

Changes  in  makeup,  hair  styi ^ng  and  a  few  bas  ,    clothing  choices 
can  project  a  "management  look." 

f:-:     Develops  stereotypes. 

(1)  Ex.,.peoplo  wfio.wcar  a  beige  ra  inroaf  are  thounht  to  bo  nienihers 
^^..^^^^PP^^""^^^*^^^  cj^^^'  people  whw  wear  blac^  rdincoats 

are  thought  tpibe  n^embers  of  t^  ;  lower-middle  class  (Drf^ss 
for  Success  ,  Ma  Hoy;,  - 

(2)  We  tend  to  think  or  one  niode  of  dress  tor  a  particular 
occupa  t ion . 

f.    Adds  credibi 1 1 ty  to  your  business  and  persondl  life- 

(1)    Ex,,  attractive  people  are  thought  to  bo  kinder,  more  intorost- 
ing,  poised,  modes  t  ,  st  ronger  ,  soc  i ab  1  e ,  _  cu  tgol ng  and  s^-^xier 
tnan  tfie  unattract  ivP,  and  are  expected  to  get  prestigious 
jobs,  make  good  husbands  or  wives  and  have  happy  larriages. 

\2)    How  a  person  dresses  and  feels  influences  almost  anyone's 
judgment,  either  conscTnusly  or  imconsr  if)usly. 

2.     ""ake  care  of  your  health. 

a.  Sleep  eight  or  ten  hours  a  night  , 

f:)    Some  Ptopte  require  more  sleep  th*n  others. 
(^)    Find  out  what  amount  of  sleep  he  ps  >6u  ffiamtlMi  a  good  level 
of  energy  and  work  performartce. 

b.  Take  short  rest  breaks. 

(1)  Find  some  time  for  a  short  break  during  the  day. 

(2)  Rest  breaks  tend  to  ruvi\/e  oar  mind!^  and  bodies  so  cftat  bp^tter 
production  can  be  attained. 

c.  Have  an  annual  check  up. 

Keep  your  body  tuned  up  and  ."'n  good  rLnniog  order  just  as  you  hnve 
your  car  checked  so  that  it  continues  to  run  at  top  perfo^*niance. 

d.  Take  good  care  of  your  teeth  and  eyes. 

Have  your  vision  checked  :nce  a  year  and  visit  your  dentist  twice 
a  year  unless  there  are  unexpected  problems. 

e.  Eat  properly, 

you  lire  what  you  oat- -some  of  us  <irn  n:  b:)d 
.^hajje  if  that  is  true.'      The  following  is  from  Seventeen''.  [).)  i  1  y 
food  Guide! 

^.  *^^^.rt_  of  mi  1  k  or  mi  Ik  prooucts. 

(2)  Two.  or  more  servinQs  of  meat,  fish;  or  poultry  or  egrjs;  cir 
meat  substitutes. 

(3)  Twpipr  more  vegetabl,es--one  leafy  yellow  or  nreen-^plus  one 
potato. 

{^)    Two  or  more  fruit  servings. 

(5)    At  every  r^eal,  some  product  made  of  flour  or  :ereal,  and  butter 
or  margarine  . 
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(6)  Six  to  eight  glasse?s  of  water  each  dav--this  is  a  m%l  which 
roost  of  us  avoid; 

(7)  Sweets,  but  in  moderation; 

f:     Lxercise  f      health,  stamina,  and  gcod  sppearance. 

'  U         iia^dc  4.  <i«iiy  half  ,  hour  for  an  at.  Katie  SJ^ereisie-sess  <on . 
2)    Whan  W9  ieoK  gaod  and  feci  ^ood  we  <iake  ^  wrc  posi-tive 
iripreSJfOti  on  '-  hers. 

Goc^  GroominG 

^  clean,  aUractjye  appearance  pays  dividends  through  acceptance  a-,d 
respect  from  friends  and  family  and  reflects  cohsiderat ion  for  others. 

a.  Bath  or  s'fower  each_Gdy  I  preferably  with  a  deodorant  S03p)--or 
tvsko  0.  day  i"  you  havp  ber^n  active  tind  have  anotho?"  im[,)Grtant. 
engagement. 

.'^^'".^5  should  keep  uncierarn.s  ci'd  legs  clean  sha veri--younq  men  shou'd 
make  sure  facial  hair  is  c'e^^^1  shaven, 

c.  Use  an  anti-perspirant  ccnciroi^t  daily, 

d.  Wear  fresh,  clean  unde"  ar.r.  Outer  garments. 

•^5    ^VV        '^^o^O'"^'''^^.  ^P-  soaps  in  the  world  will   :j  very  little 
.    .    good  . if  clean  clothing  is  r.ot  placed  over  a  clean  bod)  . 
(2)    You  do  not  necessarily  need  an  expen^Jve  wardrol;;^  tc  dress 
neatly  ^nd  attractively. 

e.  Scents  should  be  fresh  and  pleasant  to  the  people  around  you. 

Lje  to  different  body  chemistries,  do  not  purchase  perfumes, 
colognes,  or  shaving  lotions,  etc:,  until  you  have  worn  them  on 
your  own  skin  for  about  an  hour. 

f.  Hair  should  be  clean  and  t.'.e  style  flattering. 

^"i         "i  to  be  washed  every  day,  _  spmetimes  twice  a  day, 

and  dry  hair  needs  to.bt  washed  less  often. 
(?)    A  visit  to  a  hair  styT'      can  help  determine  face  shape  and 

features  that  wi 11  hel p  jp  your _dec i sion  lOr  a  flattering  hair 
style  and  one  that  it  appropriate  for  the  occasion. 

nar.ns    nd  feet  do  attract  att'entTon, 

{])    Fingernails  a  no  toenails  reed  attention  at  leLr>t  once  a  w.^ek . 
(2)    Men  need  to  have  relatively  short,  rounded  nails  that. are 

impeccably  cleun--j}nd  ladies  should  net  have  "drtigon  ladv" 

fing;^rnails  or  wi  la  .oli:,  . 

h.    Makeup  application  should  enhance  beauty,  not  detract  ^tom  •»  r  . 

(1)    Visit  makeup  departmehts  and  .^dlons  for  free  or  inininial  cost 

l  essons  and  makeup:  counpel  iiig. 
12)    Makeup  shoold.  not  be  the  sane  for  every  occasion. 
'^^  '^9^°'"  /^^  ^y^^.        ^y^^v.^s  well  as  skin  tone  and  the  color 

of  the  wardrobe  all  have  a  determining  factor  in  selecting 

makeup,  . 

;4)    Avoid  a  line  of  demarcation  to  show  where  makeup  lea^^s  off-- 
extend. the  mokeup.  past  the  jawline  and  blend  comnletciy  r 
shade  of  makeup  that  most  closely  resembles  your  natural 
tone. 

(b)    f;  >ctice  nakes  perfect'-ncvcr  leave  your  looks  to  chance  by 
^!"yV''9        techniques  and  makeup  just  before  an  iniportar : 
ongagemerit . 

(6)    3ome  facial  "flaws"  may  even  be  camouflaged  with  makeup  tcch- 

'^■'Qy^s  and  contouring. 
{?)    Do  not  "date"  yourself  with  outdated  methods  of  applications 
.^^Jo*"^.      ccsrpetics--just  as  clothinq  fashions  change,  so 

do  co5met.jc  fashions.. 
(8)    Read  and  st<.dy  the  latest  fashion  magazines  to  keep  up-to-date 

wHh  th^  hows  and  whys  of  cosmetics. 

Lrect  and  relaxed  p'^'-tare  is  a  must. 

Lec-^ning  to  walk,  stand^  arH  sit  in  a  proper  fashior?  '.hquld  become  <i 
natv^^'/^  oart  of  your  appearance  in  order  to  exhibit  self-confidence  and 
grace; 

Dress  t.  imp»'ess  the  right  people  at  the  right  time. 

.i.    Fi  ve  m;stalres  made  in  choosing  clothing  for  business  impressions  ^ 
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{M    The  spouse,  boyfriend;  or  girlfriend  selects  the  cloth^'nq. 
i~}    !^^i?:h^9h jfdsMon  industry-de^  what  to  wear. 

(3)  A.  favorite  salesperson  .chooses  the  attn-f- . 

(4)  The  persdii  finds  it  difficult  dvercominq  their  background  and 
^Ovj  ronnent  ... 

i    Cheap  clot  es  are  bna(]ht  , 

b.    Choose  your  clothniu  dpprcjpriately  fo*-  the  (n.casion  or-  hio  Curf'tjr-. 

it©na«bcr,  w#  never  9«t  •  5€coad  chance  to  liake  a  first  iVpfcssIon! 

Clothing  serves  as  a  mean^  of  coirvpunication.    Clc'*'hing  tends  to 
reveal  a  lot  about  our  self-concepts  and  image.    Persons,  who  reflect 
confidence  and  self-esteeTi  tend  to  be  mor^i  concerhied  with  appear- 
ar.ce  than  those  persons  who  suffer  ^'t'om  reel  ings  of  inadenuacy. 

(r    Read  current  fashion  periodicals  to  keep  up-to-date  on  fashion 
.trends  as  they  apply  to  various  si  t.uat  ions .  _Howeyer ,  be: 
selective.    Your  geographical  area  os  ••.'oll  as  your  work  en- 
vironment will  tend  to  dictate  what  is  appropriate, 

(2)  Keep.  in:m ind  your  figuf  e  and  phy. iciue  when  selecting  certain 
fashions.  Make  tne  most  out  of  yoi"~  ripl^esrarice^  do  not  wear 
the  latest  fashion  j'jst  because  it  is  fashibh  if  it  does  not 
enhance  your  appearance,    .  : 

(3)  team  to  recognize  the  difference     'ween  good  and  poor 
fash  ions. 

( 4 )  Decide  what  kind  of.image  you  wish  to  fv-^iject.. 

(5)  RefTiernber  that  quality  clothing  can  be  reasonably  priced; 

(6)  Shpesjand  stockings  can  make  or  break  a  qood  appearance..  _:. 

(7)  Accessories  should  be  kept  to. a  mininium.    A  watch  and  ri-a  for 
a  young  man  is  approprTate.    Young  ladies  should  sti.y  cway 
from  long,  dangling  earrings. for  business  attire  and  a  rinn  on 
every  finger  is  not  acceptable:.  All  accessories  {whether 
hats,  bags,  jewe'ry,  etc.)  should  be  kf^nt  in  proportion  to  the 
person's  size. 

(8)  Plan  your  wardrobe  and  take  inventory  of  ydur  rl'^sets  and 
drawers  hr-f.)re_s hgpp jnc  for  the  season. _    :  -  : 

(9)  Color,  .line,  and  design  should  be  appropriate:  .  MoHoy's 
jPr  e  s  ^    or  -    g  g  e^    rr>1atcs  how  importrint  these  factors  are. 
6o]d  stripes*  large: pat  terns,  bright  colors  have. very  1 ittle 
place. in  basiness  attire.    He  suggests  staving  with  tailored: 
clothing  in  sur^-  rolors  as  gray,  navy,  brown,  tan,  beige,  and 
blue,  dependirH:    n  skin,  ha  i  t  ,  and  eye  coloring  of  the  person. 

B.    Sel  f -OevelODfTif^nt 

1 .    >our^  Se  1  f- image 

Yoii  have  a.mentci  image  of  yoursel  f--the  way  yoij  ^^cc  yourself.  You 
broadcast  this  inage  to  others  ui  th'^-forni  of  your  personality  by  the 
way  yoL  dress,  talk,  move,  and  act.     If  you  dtni' t  like  what  you  see, 
maybe  it  is  time  for  a  cfiangel 

ti .     Importance  of  positive  self-image 
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(1) 
(2) 
U) 
(^) 
(5) 


Has  to  do  with -how  people  recpond  to _yoa, . 
Usually  determines  what  career  or  1  ifestv-le  you  choos.  . 
D^t ermines  whether,  you  arc.willing  to  try  new  things, 
fan  dotrrmirie  whether  you  advance  quickly  in  a  rar^'or. 
M^y  deiermjne  whether  you  get  the  right  kind  of  help  and  under- 
standing from  others,  .  . 
'jiially  detpriiiihes  how  you  respond  to  the  world  around  ^^ou. 


b.     Factors  that  determine  self-imago 
fl)    Who  you  think  you  are. 

{2)    What  and.  who  you  think  you  will  become  in  the  future. 

(:1)    How  you  beli'^ve  o:hers  see  you. 

Characteristics  of  Personal  i*^y 
a.    Physical  charar terist ics 
(1)  Health 

(?)    Grooming  ari  l-iryo 

[3]    Structure  of .  body    __:  :_. 

(4)  PC:itDre  and  bodily  movemenis 

(5)  Facial  expression 

A  p I easi ng. appearance  does  not. require  a  persun  to. have  . a 
pretty  or  handsome  face,  but  it  does  require  a  smiling  face. 
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(6)  Mans'.er  ism 

Habits  may  be  done  anconoc iously  and  arc  linnoying  to  others. 

.cracking  knuckle?, .  cUarIng  Lhr  throat,  tapping  fingers, 
clicking  a  ^»en. 

(7)  Speech 

Your  voice  and  speech  conlribot.e  as  tiiuch  to. your  total  image  as 
y'^ur  physical  appearance,  poise  and  Hersqhality.    A  strgn^  voico 

9PQd. irammar  draw_ attention ,  a  weak  voice  and  poor  grammar 
may  dutrrict  from  an  otherwise  positive  opinion  from  others. 

b.  Mental  characteristics 

(1)  In  tell  iger  ce--ab1  li  ty  to  uncJerstarid  or  learn  from  past  experi- 
ences arid  acquire  or  r etain  knowledge.         j  ^  _ 

(2)  Atti tude<^--th8  way  you  look,  thin',;,  or  act  that  shows  your 
disposition  or  bp  in  ion  toward  a  subject, 

(a)  Initiative-' the  ability  to  think  or  act  without  being  told 
to  do  S'^. 

(b)  Industrious-"mental  attitude  that  causes  a  person  to  want 
to  work  hard. 

("^)    ^^P^"^3bility--the  attitude  that  to  follow 

through  on  obligations  and  responsibilities.: 

(d)  Enthusiasm--the  Intense  or  eager  display  of  interest  in  a 
subjejt»  -  2  1'-'       J  -  -  ::  - 

(e)  interest  in  others--the  attitude  that  causes  others  to  be- 
come your  friend. 

(3)  Chsracter-'USjally  refers  to  a  person' i  moral  reputation. 
Honesty  is  the  most  important  character  trait. 

c.  !:motional  characteristics 

An  einotion  is  best  describt^d  as  a  desi  e  or  a  fecHng,  sueh^as  hate, 
fear,  love,  anger^  worryi  or  pride.    People  who  are  unable  to 
properly  cootrol  their  feelings  are  said  to  be  emdtibrially  irmature. 
Strong  emotional  reactions  are;  tojbe  expected  of  small  children, 
bu^ias  you  grow  o-der  people  expect  you  to  learn  to  cope  w.th  and 
control  your  n-rnotions  within  reason. 

3.  Evaluate  Your  r?]f-Image 

a.  Positive  se{f-)mage 

(il  j  Take  risks  : 

(2)  Are  riot  afraid  ib  fai?  ^ 

L^i  Hayeireaiistic  expectations       t lirmscl ves 

{A)  Ara  stU-determinirig  and  corif  ident  of  their  iowri  perceptions 

(5)  Kribw  the;/  have  cbrilrol  of,  and  are  willing  to  take  responsi- 
bility: fc.'"^  change: 

(6)  Are  proud  o"  themselves  and  their  strengths 

(7)  Expect  to  succeeo 

b.  Negative  self- image 

(U    Ob  not  ^ake  risks 

(2)  Are  afraid  of  failure  . 

(3)  Have  urireal istica 1 ly  high  expectations 

(4)  MakeiassumptioRS  about  opinions  and  expectations  of  others 
wi thou t  real ity  testing 

^I^^icate  responsibility;  procrastinate 
{6}    Focus  on  failare 
(7)    Expect  to  ^ail 

4.  How. to  improve 

5.  Social  Graces  Holp  With  rbnfidnnro 

Social  graces  or  etiquette  may  be  defined  as  the  usages  or  rules  which 
ace  conventional ly  established  fbr  behavibr  iri  pbl ite  society  or_ln  - 
ofi'icial  or  professionar  iife:. :  Knowing  what  to  do,  how  to  do;  and  when 
to  do  can  make  yoa  feel  more  at  ease  in  a  professional  situatibri  arid 

.^"^IP  yoy  P'^^serit  the  positive  image  you  want_ to  pro^ect^  Remember: 
iDg  not  beiafraid  of  mistakes,  providing  you  do  not  make  the  same  one 
twice:"  -  Roosevelt: 

a.  Be  thoughtful  at: alV:times.  ::: 

b.  Keep  a  promise  and  confidences . 

c:    Try  to  find  something  good  to  say  abbut  bthers. 
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(1.  3g  friendly,  bat  respectfui. 

p:  Laugh  witti  peopip;  not  at  thpni, 

f-  B?t?(^t>pr_"^o  say  '.'Please"  anrij"Tftank ;  ynu"; 

g:  Appreci9te  otter's  iim  end  be  on  tifnt  yourself. 

R.  fttt  othiers  it  case. 

{.  Never  toase  someone  to  the  [)oint  of  tears  . 

3:  Tidy-up  after  yourself  anil  return  iteins  to  tfifMr  proper  place?, 

k .  A  vb  1  d  smo  R  i  ng , .  c  hew  i  n  g  gum ,  or':  "ea  ^-  i  n  g  in  pub  lie. 

\.  iioid  the  door : open  on h' 1  tfic  other  person  ran  catch  it, 

m.  Do  not  call  attention  to  yourself  by  niaH'nq  a  great  deal  of  noise  in 
publ  ic  pi  aces. 

n:  Accept:  a  compliment  with  a  smile  arid  a  "Thank  you". 

0.  Use  ashtrays  for  smoHng ,  never  the  fl60r  or  a  .  saucer- 

p.  Always  say  "No"  as  politely  as  pf^ssible  without  hurting  otfier's 
feelings* 

0.  Good  table  manners  are  always  in  order, 

(1)  Wait  until  others  have  been  served  before  you  start. 

{?)  The  napkin  goes  in  your  lap- 

(3)  Elbows  are:  never  on  the  table. 

(4)  Don't  reach  across  someone  else's  place, 
1^)  '^:.§lass:with  aistem  »"s  held  by  the  bowl. 

(6)  Spread : batter  and  jelly  only: on  small  pieces  of  bread, 

(7)  Never  leave  a  spoon  in  the  glass  or  cup.  -      -  - 

(8)  When  in:dpubt  abgui  silverware,  choose  the  piece  fartherest  to 
the  left  or  right:  first, 

(9)  If  you  drop  something  on  the  floor,  leave  it  unless  it  is  in  a 
dangeroul  position.; 

(10)    CheW- t^Cth  your  mouth  closed. 

(1?)    When  in  doubt,  tollow  the  lead  of  your  host  or  hostess. 

r.    A  gratuity  should  always_be  given  for  servic.L^  rendered--the  rates 

will  vary  according  to  the  service, 
s.    When  attending  meetings  and  conferences,  yoii  should  remember  who 

and:what  you  represent  and  should  put  your; best  foot  forward  at  all 

times  to  project  a  positive,  self-confident  image. 
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Pre-Employment  Skills 
A.    Job  Seeking 

There  are  job  opportunities  for  eyerybodyl    Yow  only  need  to  f  ind  the.  one 
That  13  right  for  you!    Oftcide  wh>t  kind  of  jnb:you  want  and  then  work 
loward  getting  that  Job--by  pldrjning  and  pr6^ririg. 

1 .    Career  Planning 

a;    Conduct  a  self-appraisal 

Make  a  review  of  your  interests,  aptittjdes,  and  abilities. 

(1)  Professional  tests 

(2)  SeHooi  studies  and  activities 

(3)  Hobbies 

(?)  ^^^chers^  pa r^nts,2COunseTors^  business  and  church  persons 

(5)  Newspaper  and  magazine  articles 

(6)  Career  publications 

b.  Determine  1 i fe  goal s 

Consider  how  you  would  1  ike  to  live, : the: environment  in  which  you 
would  like  to  live,  and  your  ultimate  life  goal:,. 

c.  Take  action 

Examine: the  career  cluster  for  possible  advancements,  research 
career  ihfdrmatiori,  and  develop  a  plan  of  action  to  secure  the 
n€?cessa ry  "education  and  skills  required. 

Pr-epare  wr"itten  summary  of  career  plans 

\)  Careerif ieldiinfonnation 

2)  tong-range  goals  .: 

(3)  Occupatibha[  possibilities  -  - 

(4)  Year-by-year  plans  for  accomplishments 

(5)  Annual  sel f -inventory  of  attainiiients 

2.    Locate  Prospective  Employers 
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a.    Get  suggestions  from  friends  and  relatives. 

The  more  peo_ple  know,  th2  better  are  your  chahres  for  rtiakinq  ton- 
53Gts-wiih:emp1oyers,  ^  Companies:  are  general'iy  interested  in  em- 
ployee recommendations  made  by  their  current  (smpldyees; 

Visit  placement  bureaus  and  employment  agencies. 

Make  sure  you  understand  your  financial  obligations  to  the  aqency. 
M^f^y  companies  offer  -fee:: pa^d-':placem  (Fee 
paid  means : that : the. company  hiring  the  employee  will  pay  the  fi- 
nancial obligation  to  the  agency  for  the  new  employee). 

e.    Examine  help-wanted  advertisements*  ... 

d:    Make  "cold  contacts"  by  applying  directly  to  the  business, 

e.    Write  your  own  ad  under  "Positions  Wanted". 

Letter  of  Application,  Resume,  Appl  ic-.tibns 
1.    Letter  of  Application 

Usually  your  first  opportunity  to  make  direct  epntact  with  a  prospective 
employer;  therefore,  it  is  a  must  to  make  a  favorable  impression, 

a.    Reasons  for  writing 

(15    Use  as  a  cover  letter  for  maih'ng  resume- 
(2)    The  company  requests  a  letter  of  application. 
(3  )    Use  in  answering  want-ads  :• : 

The  company  is  located  out-of-town. 
A  personal  contact  is  not  yet  appropriate  but  yo 
solicit  for  a  position. 
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wish  to 


b:    Rules  for  writing 


(1) 

(2) 
(3) 

(-•! 
(5) 

(6) 


(7) 
(8) 


2.  Rpsume 


Type  neatly  and  correctly. on  quality  bond  lettersized  pape^, 
if  possible,  address  the  letter  by  name  to  the  appropriate 
Pf son  in  theifirm.i 

Be  clear,  brief,  and  businessl ike--if  at  all  possible,  no  more 

than  one  page .    - 

The  firstiparagraph  should  state:  the  reason  for  writing,  __ 

The  second  and  third  paragraph  should  discuss  yoUr  qualifications 

9\veh  in  your  resume—sell  your  a  -_ 
Theifourth  and  final  paragraph  should  encourage  the  employer 
to  contact  you  for  an  interview  and  explain  hbw--be  sure  to 
include  a  thank  ydu  statement  for  consideration  of  your  appli- 
catjgn. :  :  : 

Proofread  carefully  and  check  for  smudges  or  poor  erasuri§s. 
Keep  a  carbon  copy, _but  alwaysimail  thejoriginal  to  the 
prospective  employer  as  machine  and  carbon  copies  ar?  con- 
sidered impersonal. 


A  resume  is  ^>  summary      t^^sic  infcrmation  about  you  that  an  eniployer 
may  scan  -jvd  appraise  in  view  of  your  possible  employment. 

a.  Purpose  of  resume 

fl)    To  stimulate  interest  of  an  employer 

(2)  To  obtain  an  interview  for  trie  prospective  anployee 
To  save  time  in  the  interview  process 

b.  Organization  of  resimit  (ma)  be  written  in  variety  of  forms  depending 
oh  purpoti) 

(1)    Personal  data  :  :  ; 

position  for  which  you  are  applying 

(3)  Educational :backqround 

(4)  Special  skills 

.( § )    M 1 1 V  i  _t  i  es :  a  n  d  _  i  n  t  eres  t  s 
(6)    Work  experience 
(?)  References 

c.  Guidelines 

(1)    Li-Tiit  to  one  page  if  at  all  possible, 
{2}    Be: honest,        :  : 

(3)  List  job  and  educational  experience  in  revehje  chrbnblbgical 
order,  --  :    :  :.::\i^_z  ii: 

(4)  Emphasize  duties  most  related  to  the  job  for  which  you  are 
applying  under  job  experisnce— gi ve  einployers'  names j and  _ 
addresses,  type  of  business^  your  job  titles  and  responsibilities. 
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(5) 
(6) 
(7) 

W 

(9) 
(10) 


Eliminate  •»*. .Levant  or :  uniinpor'tant.  details; 

Use  simplo  words  dn(i. avoid  slanq: 

Od  not  use  abbreviations  ,  : 

Use  present  tense: in  deScribiny  your  c«rr«rtt  job;  past  tense  in 
other  descriptions, 

^^^^  your  resume  neat  and  eyo:c)[^pea  ling . 

JyP?  dnd;  proofread  carefully  and  havp  prufossional - lookinq  copies 
mado  if  possible. 


Appl icatibn  Forms 

a.  Purpose  of  application  forms 

(1)  As  a  b^sis  for  hiring  or  not  hiring- efnployecs. 

{2)  fls  an  indication  of  an  appl  icant ' s  abi  1  i ties. 

(3)  Determines ihowiweil  an  individaal  can  fol low  directions,  under- 
.  stand  questions,  and  organize  answers.  - 

(4)  Gives  some  indication  of  neatness,  t  horoiiqhness .  spelling,  and 
writing  abilities  . 

b.  Guidelines  for  completing 
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(1) 

(2) 
I') 
(4) 

(6) 


-pen  and  pencil,  erasure,  social 


Have  .necessary  materials  on  hand- 
secarity  card,  resume. 
R.^^^  th3  entire  form:  thorough ly  before  answering  any  questions. 
Read  and  follow  the  instructions. 

Complete  all  blanRs--writc?  "NA"  or  "Not  Applicable"  if  an  item 
^^9'^^  pot  apply  tO:you  : 

Provide  honest,  completL  and  accurate  im'ormatien. 
Be  as  neat  as  possible^-if  you  mess  up  bad'./,  ask  for  another 
f 0  rm ,  : 

Spell  correctly  and  fully. 
Use  pen  with  blaek:or  blue  ink. 
Sign  the  form. properly  if  requested. 
Review  completely  what  you  have  wri^.en. 


1. 


a. 
b. 
c . 


a . 
b. 
c . 

e . 
f . 

g. 


(7) 

(«; 

m 

C.    Job  Interview 

Secure  Appointments  for  the  Interview, 
By  telephone  : 

By  persnnal  visit  tc  business 
By  telephone 

Know  About  Your  Prospective  Employer, 

What  does  the  company  make  or  do? 
What  and  where  is  the  niarkot  for  the  product  y 
Who  uses  the  product  or.  service? 
what  1$  thn  status  of  the  company? 
Docs  the  company  have  a  training  program? 
What  are  r.empany  relations  with  its. employers? 
Who  is  in  charge  of  hiring  personnel? 

Be  well  groomed--your  apparel  reflects  your  attitude. 

Remember  how  important  personality  is. 

a.  Be  positive:. 

b.  Be  industrious, 
honest  and  loyal  and  exhibit  integrity. 

Be  ro  irteous. 
Be  tful. 

^^^I'USiastic  .:    : : 
Be  confident--bat  not  cocky. 

^'^^.J^.'.'^^t  ^PW  miMutcs  art^  most  imporianf*  .  _ 
introduceyourself  it  the  receptionist  fails  to  do  so. 
if  the  interviewer  offers  to  shake  hands,  do  so--however,  it  is 
most  proper  for  a  woman  to  offer  :her  hand  first. 
Wait  to  sit  down  until  you  are  asked  to  do  so  by  the  intervie.ver 
or  receptionist . 

State  the  purpose  of  your  visit. 
Be  able  to  answer  briefly  and  concisely  the  employer's  questions. 
Close  the  interview  pleasantly. 

When  it  appears  that  thejinterviewer  has  all  the  information  needed  and 
iS:apparen.tly:  terminating:  the  :interv:iew,  It  Is  time  rbr  you  to  rise  and 
leave.  Ask  whether  you  should  telephone  the  interviewer  for  a  decision 
or  whether  you  can  beexpected :to: receive  a  call  from  the  1 nterv iewer-- 
get  a  definite  time  period,  such  as  a  week  or  two  weeks. 
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p.  Follow-ap 

1.  Send  a  Ipttor-  of  appreciation. 

Write  a  letter  of  thanks  to  the  interviewer  for  consideration  shown  you 
and  reaffirming  your  interest  in  the  company  and  the  kind  of  work  involved. 

2.  Make  out  a  future  reference  card 

f^ake  out  a  card. with  the  name  of  the  cofnpany,  the  names  of  ^he  people. you 
met,  the  date  of  the  interview,  the  type  of  job,  a  summary  of  the  interview, 
and  the  date  you  should  call  back  or  can  exptct  to  hear  from  the  inter- 
viewer: 


lii:    Professional  Ethics 


A. 


I 


Characteristics  of  Good  Employee 

1.    Oepehdable  iri  the  work  ehvirohmeht 

The  dependable  employee  can  be  "counted  on"  to  exhibit  responsible 
behavior.    They  can  be  trusted  to  do  what  they  say  they  will  do  and  what 
is  expected  of  them. 
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a. 
b. 
c. 
d. 

e. 


They  get  to  work  oh  time. 

They  are  agreeable: to jworking  extra ^hours  when  necessary. 
They  are  on  the  job  when  they  should  be  . 

They  carry  but  their  assigned  tasks  arid  remember  to  do  the  little 
details  . 

They  like  their  job  and  pu*  it  ahead  of  personal  matters  that  might 
interfere. 


Accomplishes  goals  and  objectives 

"A  winner  never  quits;  and  a  quitter  never  v/ins." 

a.    Types  of  goals 

■those  which  require  several  months  or  years  to 


(1) 
(2) 
(3) 
(4j 


bQR9~range  goals- 
accompMsh. 

S^o*"^"T^^9^  Is- -give  quick  satisfaction  and  usually  lead 
toward  long-range  goals. 

Tangible  goals — easiest-goals  to  measure  since  we  know  their 
Existence  through  the  senses.^    :_:  _:  :;  _i  :  :  : 
Intangible  goals— difficult  to  measure  since  they  are  more 
emotional  and  internal* 


b. 


Importance  of  setting  goals 

(1)  Gives  ybU  sdniethirig  to  work  toward* 

{?}  forces  the  settingiof  priorities  . 

(3)  Makes  you  responsible  fn»^  your  'itjcress  . 

(4)  Mdkigs  you  aWare  of  your  strengths  and  weaknesses. 

(5)  Makes  you : aware: of: real itjes 

(6)  Gives  a  sense  of  past  victories. 

( 7 )  Iniproves  self  - image  . 

(8)  Helps  you  take  action  • 

(9)  Sharpens  decisioh  making  abilities, 

c.    Guidelines  for  setting  goals 

(1)  Must  be  your  own  personal  gqals--shbu|d  require  ybti  to  do  more  of 
something:Pr  to  do  it  better  or  differently. 

(2)  Mast  be  stated  positively. 

(3j  Must  be  realistic  and  aAtainable^-be  a^  reachable. 
(4)    Must  be  specif ic—sbouia  describe  a  specific  end  result;  keep 

striving  to  reach  other  goals* 
(5j    Must^be  wrj|ter>--written:goal s  can  be  changed,  however,  since  they 

are  not  chipped  in  granite. 

P 1  a ns  and  sc h ed u 1 e s  wp rk  t a s  ks  a nd  a s s  i g nme n t s 

a.  Importance  of  Time  Management 

Time  Management-planning,  scheduling,  and  using  tire  efficiently 

(1)    Helps  reduce  stress,  frustration,  and  anxiety. 
(?)    Ipv^^eases  productivity  and  reduces  costs. 

b.  Benefits  of  Time  Management 

(1)  .YpM  CQPtrpl  time time  does  not  control  you. 

IZ)  Productivity  increases  • 

(3)  Efficiency  is  greater--less  wasted  time. 
(*)  Eliminates  procrastination. 
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(M    Conserves:  your:  energy,  physical  and  montdl. 
(6)    Improves  health. 

^i^^'^l. Psychological  ]]('-.:.:.::.::.:. 
fS)    lEi  iniinaies  mistakes  and  duplication. 

(3)    /tllows  for  refinement  drid  development  of  i  nlci- person  d  I  relation- 
ships* .:.:::.: 
Ho)  Motivates  others  to  use  time  wise-ly, 

C.    ^t^ps  in  Pliinriiiifi 

(ij    Make  planning  a  habit  (daily,  weekly,  yearly), 
(?)    Set  priorities  using  ABC  system, 

(a)  A-High  Value--urgent  and  importfiht;      -  ^ 

(b)  B-Medium  Value--ifHportarit»  Out  not  urgent. 

(c)  C-Low  Valoe--least  important,  not  urgent. 

(3)  Be  flexible.        :  : 

{4)  pele'ate  when  possible  (this  is  not  to  give  you  "slack"  t'.vr.e), 

(5)  Set  aside  creative  time. 

_  _  (^)  .  f^ol  low  plans  * 

Demonstrates  good  work  habits 

a.  Patience 

".^^^^^^^^       ^.  vV'^tue."    Patience  can  only.be  achieved  throunh 
tolerance:and  understanding  of  others  and  self-control  pnd  self- 
discipline  of  ourselves; 

b.  Punctuality 

Being  on  tin.e  for  appointments,  with  assignments,  for  social  engage- 
^•^"^^v  ^""^  .''^o  the  job  can  be  representative  of  your,  mental  attitude, 
and  your  mental  attitude  can  be. the  determining  factor  in  your 
saccess  or  failure.    Other  people's  time  is  just  as  valuable  as  yours. 

c .  Order! iness 

(1)    Organized  behavior  is  crucial  to  business  success, 
(?)    Benefi  i:s  of  being  organized: 

(a)  Productivity  increases; 

(b)  Accuracy  ana  efficiency  ir.iprove; 

(c)  Rewards--praisc,  promotions,  se^^ 

(3)    Steps  in  organizing  activities 


()rjde 


(a)  Identify  the  activities: 

(.^)  Class  ify  the:activi  ties  i  _  _  :  ._  : 

(cj  Pu.t  priorities  on  the  activities; 

(d)  Schedule  the  activities. 

_(^).  Perform  the  activities* 

5.    Adjusts  to  demands  of  job  requirements 


S^l  ^-niana§ement:is  tbe  key  to  making:  the.  best  possible  use  of  time  so  that 
the  amount  of  ♦'ime  spent  will  automatically  be  more  profitable, -not  only 
in  the  quantity  o'  work  performed,  but  in  the  quality. of  work  performed, 
"eopie  don't  lack.  time--they  jast  don't  use  it  effectively."  (Alan 
:  akein ). 


a.  Plan. 

^"^^  '.•^\^_^i^^G^e'^c^  t>etween  "prime  time-  (the.most  productive  hours 
.in. t'^^_''J3:y:for:you). and  "availability  time"  (the  best  time  to  take 
care  of  th'P  needs  of  Others 

b .  Orgar  :  » 

Recognize  yoar  abilities  and  responsibilities.  When  at  all  possible, 
^^V^?iite  tasks  to  others  when  deadlines,  pressures,  and  conflicts  are 
strongest. 

c:  Control. 

Schedules  indica.te  a.planned  series  of  evmts  and  serve  as  a  time- 
control  aid.    Schedules  help  avoid  procrastinatien  and  daydreaming-- 
thus  allowirif  for  more  efficiency  and  productivity. 

Exercises  self-contrbl 

P^ireeiof: control  varies  from  person  toiperson, 

b.  Experiences  and  environments  are  determining  factors.  - 

c.  *Has  considerable  ihfluenee:on:your  job. and  success  in  life. 

d.  Socially  acceptable  outlets  can  help  in  learning  to  control. 
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Yoo  can  gain  control  if  you  want  to  and  are  willinq  to  work  at  it. 

(1)    f  irst.  rpcoqnize;that  the  pnioHon  is  causinq  a  problwu^^it  Is 

aff<^ct,inq  the  opinion  othprii  havp  of  yoij. 
("^I    Second,  make  op  yoar  mind  tnat  you  want  to  control  the  emotion. 
(3)    Third,  detemihe  what  situations  or  people  set  off  the  undesirable 

cmotloh. 

{^)  rourfh,  uso  your  rnind  to  ovor^omo  the  emotion  So  thai  you  do  no> 
express  it..cv*:^n  though  you  may  feci  as  though  you  would  like  to 
explode ^ 


12. 


Maintains  an  objective  point  of  view 

Evajuaie  the. si tuat ion  without  allowing  personal  biases,  orejudices  or 
ceedless  emotion^  to  get  in  the  way- 3f  good  judgment.    A  person's  own 
fee  ings  mustibe  put  aside,  as  well  as  their  emotions,  and  the  situation 
pv=iludted  based  upon  all  the  facti  that  are  available. 

a.    Importanre  of  maintaining  objective  views 

(U    More-accurate  conclusions  are  drawn*: 

Problems  are  sol ved  more  appropriately. 
Situations  are  e  aluated  more  accurately* 
"Fairpr"  trcatmc  it  is  giv<n  to  both  parties. 
f^?"sonal  feelings  are  put  aside. 
More  than  one.  side  of  the  isr.uo  is  seen. 

h: 


(6) 


(2) 
(3) 
W 
(5) 


Ways  lo  I'ld  i (}  t.a  i  ri  object  i  v  i  ty 

U)  Do  not  allow  biases  and  prejudices  to  interfere. 

(2)  Gather  all  information. 

(3)  Studyithe. facts. 

(4)  Understand  al  1  points  of  view, 

(5)  .'^ivestigdte  all  sides  of  the  issue. 

Demonstrates  appropriate  ethics 
o.  Loyalty 

(1)  Be-genuinely  concerned  about  tht^  company  and  prote:;t  its 
interests,  -j 

Do  not  destructively  criticize. 
Know  when  to  keep  confidences  ._ 

Do  not  habitual jy  complain.or  gripe  to  fellow  employees. 
Give  100  percent  uf  your  efforts. 

b.  Honesty  and  Integrity 

(j  )    Take  care  in  handl ing  money  . 

(2)  Be  ^^omplotely  honest  in  handling  merchandise- 
 (3)    You  are  paid  for  your  time--don't  steal  it  . 

Establishes  and  maintains  credibility 

CreHjbility  is  achieved  when  someone  believes  and  ha^  confidence  in 
someone:or:something  else;  it  is  achieved  by  developinq  and  maintaininq  a 
favorable  image. 

a.    With  customers 
b:    With  co-workers 

c.  With  supervisors 

Utilizes  appropriate  assertiveness 

Too  many .people  never. chal 1 enge  their  abil ities  simply  because  they  are 
afraid  of  failure.  : Sel f rconf idence  gives  as  the  feeling  of  trust, 
reliance,  and  self-assurance  necessary  to  exert  our  ideas  and  talents  -.o 
that  our  full  potentials  may  be  realized. 

Demonstrates  initiative  in  dealing  with  others 

A  desirable  employee  is  a  willing  worker  who  finds  satisfaction  and 
enjoyment  in  their  job.    People  may  be  classified  into  three  cateaories: 
a.    Those  who  make:  things  happen, 
b:    Those  who  watch  thjngs  happen.: 
c.    Those. who  wonder  what  happened. 

In  order  to  succeed,  ther-^  must  be:a:_^  of  tbinkinq  and  doihq 

The  emplpyee^who  expects  promotions  must  display  initiative  and  ambUiOTi-- 
they: cannot  afford  to  sit  back  and  watch  things  happen  or  wonder  just 
exactly  what  did  happen. 

Assumes  individual  responsibility  for  actions  and/or  department  and 
company  operations 
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th^:per5cn  who  progresses  ih.bosiness  is  the  oru?  who  ijsos  gdda  judgmeril, 
'initiative,  and  drive  In  porY'}rm\ng  tasks  arid  dops  not  makf-excuses- fpr 
mak^ng  mistake^  nor  blaine^  on  pthprs.    It;is,  the  employee's 
responsibility  to  !<now  wbat:di3ties  dre.  to  b(i  porformed  before  agreeing 
to  do  then        to  SmR  c^arff  icatfon  Mrheri  Che  dukfes  are  not  well-def fne^. 


ir  lesponsibje  employees  h.ive  negative  ctrectb: 

(1)    or.  customer  relations; 
-gn  e':-)-wprker  relatiiwiSff^ 
on  company  prof i  ts : 

to  demonstrate  rc.ponsiblc  behavior 


f2) 
(3) 

W5>S 

(1) 

(2) 

m 
(1) 
(b) 

(6) 
(7) 

IS] 


Know  your  job  t.asks  aricJ  perform  t.h(>m  wiill. 

RsR  guestionsi  ; 

bo  what  yon  say  yoo  will  do. 

Observe  the  rules. 

Dan't  infrinne  on  orhrrs. 

Assist  others. 

Admit  yOur  mistaRes  . 

Don  '  t  bleme  others  . 


13;    Assumes  shared  responsibilities  for  success  or 


ERIC 


fo  i 1 ure  of  work  group 
company  to  have  success 


from  staff  functions  when 

d  sinale  person  versus  a  work 


It. IS  very  difficult,  if  not  impossible,  for  a       .  ^ 

without  the  cooperation  of  each  employee  assuminq  their  responsibilities. 
In  business  »tne  process  of  dividing  the  res  pons  u  i  1  i  ty,  autliority.  and 
work  of  the  business  into  smaller  jnits  is  tailed  O)  ^^nization. 

a.  Rules  :)f  Organization 

(1)  Clear-cut  lines  of  authority  and  responsibility  should  be 
established.  _    _      :  ::  :  . 

(2)  Each  employee  should  report  to  only  one  ifmiediate  supervisor. 

(3)  R:^sponsibi  1  i ty  should  always  be  accompanied  by  the  corresponding 
authority.  ; :     ;  : 

(4)  Tne: supervisor  should  remain  responsible  for  the  acts  of 
employees  regardless  of  how  work  is  df>legated. 

{^)    kine  fu'jct -.ons  should  be  separatf?d 

.    possible ,    :     _  . 
(6)    Recognize  the  limited  abilities  of 
group. 

b.  Reasons  for  failure 

(1)    Poor  communication  techniqoes 
(?)    dealouS  employees 

(a)  Spendr.:  time  and  energies  showing  up  weak  points  of  others, 

(b)  Has  difficulty  in  remaining  objective. 

(c)  Has  dif'icul  ty  accepting  constructive  criticism. 

(3)  Uncontrolled  anger  _  _.  . 

(4)  Fear--preye:itS:  indjy jduai  from- be^^  an  effective  employee  by 
causing  hasty  decisions  or  no  derision  at  all. 

(5)  Greed'-causes  a  person  to  be  concerned  only  with  themselves. 

(6)  Irresponsibility 

Maintains  quality  in  interpersonal  relations 

An: jnterpersona j  relationship  exists  when  two  or  more  persons  are  "irter- 
dependent"-  this  is  to  say  they  need  or  riely  upon  one  another  or 
some  reason. 

a.  The  number  one  reason  for  people  losing  or  leaving  their  jobs  is  poor 
i  h t  er  per  s b na 1  .relationships.   

b.  The  most  important  thinq  any  work  groop.  has  in  comnon  is  that  they 
should:  be  working  toward  the  goals  of  the  business. 

^-    ^.'"'^'l'P.  .^^rthriny  and  group  effect iy  are  directly 

reiated--persondJ ity  conflicts  greatly  reduce    the  quality  ot  work 
perfonnince  of  the  sroup  . 
.  .^^chnical  skills  are  essential --but  so  are  basic  human  relation  skills. 

bses  success  or  failure  constructively 

WeJearn  certainjbehaviors  f«^om  our  trials,  oar  successes ,  and  our 
failures;    From  the  time  we  were  born  we  learned  that  certain  behayjors 

"^^^^^rded  or  punished^  _Whether:gr_not  we:  succeeded  or  failed  in 
securing  what  we  wanted  is  pe.^haps  partly  responsible  for  the  way  we 
presently  react  to  success  or  failure.    "If  at  first  you:don-t  succeed, 
^^y^  ^'^y  again"— but  maybe  you'd  better  use  a  different  approach: 

a.    tse  success  for  improvement. 
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())    -pok.  at  your  succpss  reali^  and  objectivoly* 

(2)  Do  not.  take  credit,  for  someone  clsp's  efforts.  : 

(3)  Analyzi?  how.  anil  why  yotjr  ijf  forts  were  surcrssful- 

{bj    Do  not  let  soccess  lessen  your  efforts  noxt  time, 
(^■i)    Rtmeinher  it  !5  cf/br-t  rihd  s  po^  i  ^-i  ve  attitude_that 

Success   Hoi  ih«  success  Itself  tKat  creates  more  success: 
h.    li">f  fa<Ure  for  ini|)rove<iM?r)t. 

(U    LQo*^  at  the  failure  or  mi  stake,  real  istica"!  1y  aiid  objectively. 
(?)    Analyze. how  and  why  your  efforts  were  a  failure. 

the  buck^  when  you  make  the  mistake  .  :  : 

(4)  Accept  constructive  criticism  in  the  fonn  of  advice  and 
-  -  -    instruction  . 

Po  not  be  afraid  J  to  try  aea  in  : 
(6)    Do  not  become  negative  or  depressed  in  your  attitude, 

16.    Works  cooperatively  with  others 

the  majority  of  workers  quit  or  lose  their  jobs  simply  becaiise  they  rij  not 
get  along  with  other  people.    Working  cooperatively  with  othc?rs  is  an 
important  requirement  for  job  success. 

a.  Cooperative  working  relationships 

(U    Individuals  working  harmoniously  together  :  toward  common .  goal  s  . 
(?)    individuals  are  free  from  i  1 1 -feel  inqs .  misrjivinqs»  jealousy, 
arid  skepticism.  ^  ^ 

(3)  Relationships  are  built  on  mataal  trust  and  cooperation. 

(4)  Helps  to  avoid  conflicts,  unnecessary  problems,  and  th**  risk  of 
.  ^T^in^La:  job. .  : 

(5)  The  employee  has  an  understanding  of  themselves  and  of  others  in 
the  work  s  i tuatibn  . 

b.  "knowing"  brings  onderstonding 

Pr<^e^_to  work  cooperatively  and  harmoniously  ;^n  employee  needs  to 
understand  himself  and  others.    Self-understanding  is  the  recognition 
of  personal  attitudes,  skills,  needs  arid  motivating  factors. 

c.  Build  coopprativo  rc^l a Munsh i ps 

(1)  Take  pride  in  your  work. 

(2)  Respect  others  and  treat  them  honestly  and  fairly. 

(3)  Show  interest:  and  consideration  for  others. 

(4)  Mairitairi  ari  objective  point  of  view. 

(5)  Assist  and  cooperate    with  others. 

(6)  Maintain  a  positive  attutude. 

(7)  Place  business  object iyes  before  personal  objectives. 

(8)  Carry  your  share  of  the  work  . 

17.    Demonstrates  knowledge  that  needs,  desires,  and  goals  of  individuals 
vary 

Understanding  the  behavibi*       human  beings  is  not  an  easy  task, 
Nevertheless,  it  is  important  to  maintain  qood  relationships  with  co- 
workers. 

a.  ffTipathi2e--put  yourself  in  the  ether  person's  position  to  see  if  yoo 
can  figure-  oat  why  that  person  behaved  In  a  particular  way. 

b.  Treat  your  cb-workers  as  individuals. 

(1)    Learn  their  names  and  something  about  them  but  try  riot  to  pry 

iritb  private  matters.  _      ^  -  - 

12]    Take  an  interest  in  them  and. try  to  get  them  involved^ 

(3)  Be  a  good  1 istener--but  dnn'i  sacrifice  company  time  for 
persbnal  problenis  .        i  _  i  _:  _  : 

(4)  Try  not  to  talk. about  yourself  all  the  time. 

r:    Masldw's  "heed  sat^Sfactfon'V^heory  of  human  behavior 

Maslow  aefines  the  term  "needs"  as  the  things  that  people  must  have 
in  Order  to  lead  full  and  happy  lives. 

(1 )  Basic  Needs 

(a)  Physical 

lb]  Safety 

(c)  Spcial 

(d)  Self-esteem  ^ 

.  (e)..Self-tulfillment 

(2)  Unsatisfied  needs  moti vate~-satisf ied  needs  do  riot. 

(3)  Needs  affect  interests,  values*  motives^  and  behavior* 
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R. 


1.    M i sroproseht at  ions 

Misrepresontation  is  the?  art  rf  giving  a  falsp  or  wronq  imin(.'sr> ion  about 
somethihq  or  sbmeono. 


vkys  ie  avoid  misrepresehtatfons 

Cdl lect     1  of  the  facts.  ^ 
Interpret. the  facts  accurately. 


(1) 
(2) 


2. 


(3)    Communicate  the  facts  honestly* 
b.     importance  of  avoiding  misrepresentations 

(1)  Pol ic ieS'-more  successful  business. 

(2)  Prgduets--bui Ids  and  maintains  customers. 

(3)  People--makes  for  harmonious  relationships. 

Customer  complaints  and. company  policy 

Company  policies  are  rules  that  guide  employees  in  making  decisions, 
a.    Importance  of  company  policies 

(1)  Builds  goodwill  for  the  business; 

(a  j  customers ; 

(b)  employees; 

(c5  suppl jers;  _ 

(d)  competi  to>"s; 

(e )  commuri  i  ty- 

(2)  Reduces  confusion  or  u i sagreemei.t. 

(3)  Mdihtains  high  employee  morale. 

(4)  Establishes  basic  guide) jnes : for_ decis ion  making. 

(5)  Ensures  fair  and  consistent  treatment  of  customers. 


b. 


Learn  and  follow  policies. 

(1)    Become  thoroughly  familiar  with  policies; 

(a)  Writteni 

(b)  Unwritten' 

To  1  low  di rect ions . 


(2) 


(3) 


(a) 
(b) 
(c) 


Listen  . 
Ask^quest ions , 
Take  notes  . 


C. 


ERIC 


Courteously  explain  to  customers, 
c.    Report  to  supervisor  problems  for  which  there  is  no  established  policy. 

Enpl nyer-fmpioyee  Relations 

1.    Suggestion  of  Changes  to  Management 

a.  Leadership  Styles 

People  ih  management  positions  are  e^  leaders  and  are 

expected  to  guide  the  efforts  of  thei r  employees :    They  are  responsible 
for  makinq  sure  the  company  goals  are  being  achieved  in  the  most 
efficient  and  productly^e  manner. 

(ij    Aothoritarian--be  a  follower  with  this  leader  as  they  iT'ay  feel 
threatened  by  initiative, creativity,  and  assertiveness- 

(2)  Democratk--develop  your  abilities  and  act  somewhat  independently 
for  a  satisfactory  working  relationshipn,  _^  ^ 

(3)  LAissez-fa jre--little  or  no  control  allows  you  to  devise  your 
own  solutions,  make  your  own  plans  and  decisions  in  this 
"hahds-off"  situation. 

b.  Communications 

Many  of  the  misunderstandings  which  arise  betweenmanagement  and 
employees  are  the  results  of  a  conmunications  breakdown. 

(1)  Do  hot  argue  or  criticize. 

(2)  flskquestjonsjtoielear  up  misunderstandings. 

(3)  Control  your  tenper. 

(4)  Show  your  supervisor  you  are  interested  by  the  way  you  think, 
act,  and  1 isten  ri  :  :    _ :  _ 

(5)  Try  to  see  your  supervisor's  point  of  view. 

(6)  You  cannot  conmunicate  effectively  if Lyou:do. a1 1  the  talking. 

(7)  Choose  the  right  time*  right  place,  and  right  way  to  say  it. 
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Constructive  criticism  and  Corrective  Actions 


the  job  b<F 


Suffcsting  lo  thc  si«^f  belier  methods  oiF  pcrfoniing  a  Job  1$ 
the  4tipervf$or.  Re«e«fcef  tha<  :?du  are  not  befhg  crTtUizbd  as  d  p«rson- 
jp'ea  ai'*  merely  receivlny  ^.ugqestions  egncerning  your  actions  as  «n 
efn^lgyee.iiKeep  your  emotions  oot  of  the  situation  and  adjust  your 
business  condoct  accordingly. 


Slstinguish  between  criticism  oiFfered  for  your  improveinent  versus 
one  used  by  the  critic  to  make  them  feel  superior  to  you* 
Distinguish  between  justified  versus  unjustified  criticism: 

(I)    Do.not  let  the  situation  qi?t  out  of  hand  by  cdnceritrating  on 

O^.^l^n^^.ydurself  pg]itejy,  b  briefly. 
(3)    Prove  your  point  through  your  quality  of  worik . 

Using  constructive  criticism 

(1)  Recognize  that  you  made  a  mistake. 

(2)  A^k  yourself,  "Hhat  can  L learn  from  this  criticism?" 

(3)  In  order  to  improve,  you  must  change  your  behavior. 


it« 
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STUDENT  ACTIVITIES 


PRE-FMPLOyMENT  SKILLS 


Complete  "Factors  That  Affect  Personali  {.> "  on  page 

SA- 1 


Complete  Jeffrey_'.s,  Miri-Sinulation  9,  Ircidcnt  6,  pp;  2?8- 
CofriiDletc  SoU-Fvaluaticn  for  Men,  p.  57 
Read  pages  U'6-12g  in  Dr:e_ss  jo  li.ip_ress: 


Complete  SeU-Fval  uaticn  for  Men,  p.  57,  or  Sol  f-l  v.l  uation         :;^nen,  p.  S8  in  DrP.s  to  l.nprrss: 


5A-.^ 
SA-4 

your  own  Sketrhing  talents,  illustrat/?r  manual  nr  nn.,=  ^  "''"^  current  periodi Cd  1  s  or 

Read  pages  in  HuranJ)e2atjqn_5_jj 

of'na^f  ^n'tf  i"  hJ^'^'  sheet  of  art  paper  (approxunately  11.  x.l ^ )_ and_ 3  crayon;     They  .held  tape  the  sheet  SA  10 

?ee^h"ot-^    s?u5i  Ffel  r'" 
?n:e[i;?ng°°"'cf    °^.r:JSu;  ^veSdyH"  ^'"^ p"uct^.f^n.^'t";^.?-.-{^-;! 

Complete  "Fashion  Aptitude  Quiz"  on  pages  26-?7 

SA-11 

''^oniplete  Getting  the  Jpl,  Project  1,  pp.  2]-22.    Read  pages  3-6: 

m^J'^H^                                  '^^^  ^'                ^^^^^^^^^^          -^-'^^  ^or  only  the  ,ob  that  is  yo.r  SA-13 

Complete  "Reading  the  Want  Ads  in  the  Paper"  on  page  2H.  ^^-^^ 

Read  the  Case  Study  -  "Help  Wanted"  on  page  29.     Use  the  questions  for  classroom  discussion.  SA-IS 

Write  a  letter  of  app^-cation  using  the  instructions  on  page  ,,D.     Refer  back  to  SA-M  for  the  want-ad.  SA-16 

Correct  the  letter  of  application  on  page  32  by  correcting  the  grammar  and  filling  in  any  details  that  arc  SA-17 
DevelLp  a  personal  resur.ie. 

:        ---  SA-18 
Complete  JcfifeyU,  Mini^Simulation        Incident  ^1,  pp.  7-8: 

Complete  J»ffi#y'<,  Mini-SimulaM'on  ^1,  incident        pp.  9-10. 

M^ve  a  "Practice. .Day".wben_each  student;  comes  dressed  to  apply  for  a  particular  ^ob  at  i  cfnrP  nf  fh  •  • 
Have  the  class  discuss.each  student's  choice  of.  apparel  and  acces  orie  n    o  h    omp    'e  ts  a  S  ul"' 

suggestions.    Each  student  should  be  graded  on  how  appropriately  they  have  chosen  whaHo  w^^^  ' 

to??owing'bus^  '''''  '''''''  ^^^^^^^       -^-^-^       ^^^ng  to  class  one  of  the 


SA-20 
SA-2i 


SA-22 


I 


1.  an  appropriate  outfit  for  the  salesperson  (male/female)  in  a  dGpartit)eht  store'-  maturp  fi.hmn  . 

2.  an  appropriate  outfit  for  the  salesperson  in  a  teen  speciality  fash  dn  s  op    n.  le    emal  ^^^^^^-"t. 

3.  an^appropriate  outfit  for.  the.  salesperson,in  a  high  fashion  women^s  or  men'    dopfr  ,n^n 

4.  add  other  ^ype  stores  that  would  be  appropriate  to^Our  partir.Mlar  con.nunity. 

ThecJaw^Should  cHtique  In  rel^tioo  to  the  type  of  store  fbr^ich  itWAC  rK«c^n     ft*.^  4^  ^• 

wh^  spccKic  itm  ^ul6  or  would  n^t  be  desinble:    (This  activitrHn  leaTfe^l!^^  la>.a.«cu$s 

cn  student?  repress  negative  or  oositive  reelings  about  dress  cod^^^  tD  controvtfsial  class  d.scuss.ons  _ 

Complete  Jeffrey's  Mini-Simulation  #1,  Incident  #4,  p    14    ^ 

^  z_  SA-23  ■ 

ERIC  '"""^"u BEST  COPY  AVAILABLE 


i 
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!^l^^^rk!".'w^^rt^1S51I^i7lT'^^^^  (Available  fro.,  ButterKl:  Publishing.  161  Sixth  Av.nu.,  SAl  7:1 

Complete  "Pacing  VourseU",  page  117  in  Getting  the  Job. 


ii^r^^:;!?;^^^  ^-^^^^^^-^  ^^^^rm^o..  on zt  win 

^?i])^'1Sa1?tJ?1^  tr^iari^cr^"''*'^          ^'   ^  dr.c«si6r«       description,  on  pi,es  2-5  Hill  .erve  t.  SA-27 

^n^S^Hectlon"^"^^^                   '"'^  "'''"^                 ''''                       ^"  introAcilon  lo  the  SA-ZS 

You  miyht  want  to__sygge^.t  that:  the  students  purchase  How  to  Get  G<mtpbl  of  Your-^ime  and  Your  life  by  Alan  t.ikP-n  S^, 
ilm  '-A'p-'f'                  for^  their  paperback  library-^d  ^n-be  l^ITFEhliid" 
fl  m,  .A  Perfectly  Noni-al  Day    (Available  from  Thompson:Mi tchel  1  and  Associates,  3384  P'  -^t-ee  ROc^d    N    f  " 
Atlanca,  OA    303?6. )  is  based  on  Lakein's  book  and  serves  as  a  good  supplement  to  this  unit. 

schoofmaat^b^^         '""^       ^"^"'^  l]"!l^^:^3^ef>:t.    Adapt  number  1  and  number  17  from  Handout  *3  to  your  work  and  SA:3d 

Dse  Transparency  ^2,  I'^n^e  ^^^r^veni,  page  46  as  an  introduction  to  the  Steps  in  Planning  of  time  management.  SA-31 

Use  lULCC  Rev: sed  Human  Rilations  Lap  4.  _  Transparencies  ?l-ll  are  especially  applicable  to  this  spction    end  32 

the  discussions  on  page  2  and  3  will  assist  in  using  the  transparencies  most  efficiently.             Section,  .nd  a^3Z 

Use  Transparencies  #4  and  ^5,  Iiji>c  Management,  pages  48-49,  to  emphasize  the  importance  of  deleqatinq  to  othoi  b.  SA- 33 

^  Styd/#l    Ccr^inea  «re«.  p^ge  137.  Oiscuss  how  -the  situation  could  h^ve  been  »  34 

handled  iwrc  eff icie«tlj  to  airsid  all  t>«  pressures  and  corrFiicts  that  arose.  ^ 

Complete  HLinia  n_je )  at  ions  in  Marketing,  "Working  With  People",  Problem  2,  page  ?8. 


539 


SA-35 


Read^Ap£areJ_ahdJ^cc^                                                                 1 37. ..Divide  the  class  into  several  groups  SA-^b 
for  disucssions.    Bring  the  class  back  together  after  5-10  minutes  and  compdrc  their  group  ^.olutions  to  the 
suggested  given  solutions. 

Complete  Jeffrey's,  Mini-Simulation  3,  Incident  13,  page  139-140.  ^^^^iy 

Complete  Jeffrey^^,  Mini -Simulation  3,  Incident  12,  page  137-138.  SA-38 

Complete  .^i>P^iiz?r±iSCJ^io.r^  Human  Relations  pages  55-56.  SA-39 
Complete  Ap£d_reJ__and_  Ac^esjorjes  Cas^               Huirian  Relations  fr'5,  peg^s  59-61. 

Use  Human  Relations:  tap  19,  Tri^nsparencies  1-5.  The  discussions  and  descriptions  on  pages  will  serve  to  <;A-41 
acquaint  you  with  the  transparencies. 

Complete  Jeffrey's  Mini-Simulation  3,  Incident  14,  pp.  141-142.  3A-^2 

CdhipTete  Human  Relations  Lap  19,  page  ?2.    Use_  the  rple^pTaying  si  tuations  :  for  di  scuSSioh_  i  n  the  cia'^sroom  to  SA:43 
see  how.  the  studonts  would  handle  each  situation.,  __You_  may  .wish  todivide  the  class  into  2-3  groups  for  smaller 
discussions  before  bringing  them  back  together  to  compare  their  solutionr: 

Complete  H^.tfj Mtt5^^?::J^>b,  Case  Probletn  ?,  page  101. 

Complete  vieffrey's.  Mi ni -Simulation  3,  Incidents  16,  pp.  145-146  and  Incidents  18.  pp.  139-150.  SA-4S 
Complete  Apparel  and  Accessories ,  Experience  2n^  jnd  Experience  2-5,  pane  10. 

Complete  Wprjcinc^  at  Human  Rejatiqns  "What's  Your  Opinion?",  page  98.  5A,/3  7 

Lomplete  i?ei^ifJ_ajLd_Aca^^                             >r^,  Human  Relations,  pagu  53,  and  Cose  Study        page  64.  SA-4a 

Complete  Horjcihg  at  Human  Relations^  "What's  Your  Opinion?",  page  89-90.  5^:49 

Use  Human  Relations^Lap  5,  Transparent  ?,  6,  and  7.  The  discussions  and  descriptions  on  pages  will  serve  <A-sn 
to  acquaint  yau  with  the  transparetKiex.                                                     ^            ^  ^ 

Complete  Hwafl-^e lations  in  Marketing,  "Working  with  People",  Problem  1,  page  97,  S;;.5j 

Study  Mme  Managemejnt  Handouts  #17  and  TS,  pages  40-41.    Use  the  questions  at  the  bottom  of  page  41  for  clas'  SA-52 

discussion.                                                                                                                                                                                                            ^    ^                        ^la^.  in  jc 

Complete  Working  at  HQn.an  Relations,  Experience  2-2,  page  18,  and  Experience  2-6,  page  20.  SA-53 

Complete  Apparel  and  Accessories  Case  Stujy.  Management  Case  l3,  page  86-37.  SA-S4 

"/nstroctiori^^                Relations  Lap  9.    Use  Tronsparency  l--the  discussions  on  page  2  will  assist  you  in  5A-55 

Complete  Jeffrey'j;  Miiii-Simulatibn,  Incident  r,  page  131-132.  SR-56 

Use  Human  Relations  '.ao  9,  Transparenrips  ?•  7,  pages  13-23.    Use  instructiohj  on  paops  3-4  -^r  better  undir-  iA  W 

standing  rind  assistance  with  transparencies                                                            ^                          Mr  mr^  -y. 
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ff^^rii^^^  ^  P^^-  ^-'^  discs.ion  an.  ..Un.Uons  on  pages  . 

iiullnc.'^^^^^^"  Lap  11.  Transparencies  V-S.  p.,e.  7-.1.  ..o  discussion  .nd  instruction,  on  p.,e.  ...  sA-..  ^ 
Cotnplcte  Jeffrejr's,  Mini-S  V-latidn      Incfaerrk  3,  ^a^s  223-72*, 

Coi..plete  Apj;aj-el_  cir^d^Ac^es^^^^^^  Humar,  Relations  piQ^  pages  71  ;ihr(  7r. 

SsiS.:'^''^'"^  Lap  2,  Transparencies  2-10.  pages  9-27.    D.e  discussion  and  instructions  on  p.g.s  Tor 
Read  Human  Relations  Lap  9.  "Encounter  Pairs-A  Program  for  Developing  Relat  ionsh.ps" ,  page  3:5: 
Read  arid    -  cuss  getai  ]jng,Pri^c^^        Practices,  "Working  With  People,  pages  540-541: 
Complete  ^f±rex^s.  Mini-Simulation  3.  Incident  15.  pages  143:]44. 
Conplete  Hjjmanjejations  in  Marketing.  "Working  with  People",  Problem  ].  page  109: 
Coiiplete  Appa_rel__anj^A_cCe^s^^       Experience  2-4.  page  19, 

Con,plete  Ap£a re L and  A_c ces^  Communications  Case  *1  .  pages  16-17. 

Complete  Jeff rcj^_^,  Mini-Simulation  3,  Incident  17.  pages  147-148. 

m  Assistance"'  Transparencies  8-11,  pages  25-31.    Use  instructions  and  discussions  on  p.,es  4-.  for  S,l-70 

Complete  App^e Mwi^^c^^^^^^  Cxper-ence  2-6,  pdtje 

Complete  Jpar^^  Comn.unications  M,  pages  22  and  72  and  Communications  .11. 

Complete  Jeffrey's,  Mini-Simulation  9,  incident  1,  pages  ?1h:?20. 

Use  lOECC  ftpvised,  Huiiin  Relations,  Lap  5.    Alternate  Croup  Learning  Activities**,  pa^es  8-9 


SA-6d 

SA-(,1 
SA-fSZ 

SA-6.-i 
SA-B4 
SA-65 
5A-66 
SA>6; 
SA-6)i 
SA-69 


SA-;r 


SA-7.1 
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FACTORS  THAT  AFFECT  PERSONAL! tv 

Compare  two  df  your  friends,  cohcentrating  oh  traits  of  personal  ity 
that  seem:most  striking  or  noticeable;    Opposite  each  characteristic, 
write  an  A  for  "asset"  or  an  t  for  "liability"  for  each  friend. 

Best-Liked  Least-Liked 
Characteristic  Friend  Friend 

1 .  Appearance  ___ 

2.  Self-confidence   

3.  Emotional  control 

4.  Mariners 

5.  Speech 

6.  Cooperation 

7.  Courtesy 

8.  Good  sportsmanship   

9.  Loyalty    _ 

10.  Sense  of  humor   

11-  Sincerity    

12.  Unselfishness       

13.  Politeness   

14.  Sympathy   

15.  Tact  _____   

Compare  positive  traits  of  both  friends.    How  do  they  differ? 

How  do  you  feel  that  you  rate  with  your  friends? 
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STUDENT  ACTIVITY  SHEET 
Answer  the  following  questions  with  usually,  sometimes,  or  rarely. 
MY  PrRSONALITY 

1.    Am  i  likable  and  congenial  so  that  other  people  want  to  be  around  me? 
2..  Am  I  optimistic  instead  of  pessimistic  or  gloomy  when  presented  with 
a  newproblem  or  a  new  situation? 

3.  Do  I  like  to  be  with  other  people  and  make  the  first  move  to  meet  new 
people?  : 

4.  Db: I  look  for  ways  to  pay  genuine  compliments  about  people  to  them- 
selves and  to  others. 

5.  Am  I  tolerant  of  the  way  other  people  act  or  think,  avoiding  direct 
criticism  or  arguments? 

•  ■'^ST  IMPRESSIONS 

1.  Bo  I  take  the  initiative  tb:  meet,  greet,  and  introduce  strangers? 

2.  Ara_I  consciously  thinki'-^  about;  other  people's  interest  and  their 
comforts    (instead  of  my  own)  when  I  talk  with  them? 

3.  Do  I  try  to  find  ways  of  being  helpful  to  other  people  when  I  talk 
with  them? 

4.  Do  I  avoid  controversial  tbpics  when  I  enter  a  conversation  with  a 
new  acquaintance? 

5.  Do  I  avoid  talking  about  personal  aches  and  pains,  strong  personal 
likes  or  dislikes,  rumors,  and  personal  prejudices. 

MY  PERSONAL  APPEARANCE 

1.  Do  I  know  what  appropriate  business  dress  is? 

2.  Do  I  usually  feel  well  dressed?  ^ 

3.  Are  my  clothes  clean,  pressed,  and  in  good  reoair? 

4.  Do  I  practice  strict  personal  rules  of  cleanliness  and  good  grooming. 

5.  Do  my  personal  health  habits  contribute  to  my  appearance? 

MY  FACIAL  EXPRESSIONS 

1.  When  I  first  meet  people,  does  my  facial  expression  iriaieate  genuine 
interest  instead  of-pretended  interest? 

2.  Am  I  usually  willing  to  reveal  how  I  feel  through  vy  facial  expressions 
instead  of  covering  my  feelings  with  a  hb n commi ttai ,  deadpan  expression' 

3.  Do  my  facial  expressions  reflect  the  way  I  want  to  be  understood? 

4.  Co  I  avoid  showing  indifference  or  nervousness  toward  others  in  my 
facial  expressions? 

5.  Do  I  refrain  from  reflecting  my  own  personal  problems  or  sad  feelings 
in  my  facial  expressions? 

MY  MANNERISMS 


1.  Do  I  present  an  attitude  of  alertness*  instead  of  an  "I  don't  care" 
attitude  in  the  way  I  move  about? 

2.  Bo  my  movements  indicate  a  quiet  pbise  and  a  purposefulness  in  living 
as  opposed  to  an  uncertain ^  frightened,  or  nervous  outlook' 

3.  Is  rny  posture  straight  withbut  being  stiff? 

4;    When  I  walk,  is  iny  weight  well-distributed  on  both  legs? 
5.    Do  I  avoid  meaningless,  jerking  movements  of  the  body  and  hands  when 
1   td  1  k  • 
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SA-R 

IS  YOUR  SELF-imGE  STRONG  B^GH? 


INSTRUCTIONS, TO  THE  STUDENT:    In  the  spaces  provided,  write  an  answer 
that  you  feel  J  best  describes  you  and  your  personality.    The  answer  does 
not  necessarily  have  tobe  your  favorite  flower  or  song,  etc.,  but  the 
one  that  you  feel  best  interprets  who  and  what  you  are  as  a  person 
(that  is  your  feelings,  your  body  structure,  your  clothes,  your  grooming, 
your  study  habits. ) 


FLOWER 
SONG  TITLE 
MOVIE  TITLE 
COLOR 
BIRD 
ANIMAL 

PERIOD  OF  TIME  IN  HISTORY 
MOVIE  STAR  OR  TELEVISION 
BOOK  TITLE 
SOFT  DRINK 

FOOD  (Meat  or  Vegetable) 

FLAVOR  OF  ICE  CREAM 

TYPE  OF  DESSERT 

FRUIT 

MAGAZINE 

NAME  OF  A  BUSINESS 
T.V.  COMMERCIAL 
SUBdECT  IN  SCHOOL 
TELEVISION  PROGRAM 


I 
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■FASjJimJPTITUbh  QUIZ 


D0 

rm  blKE  TO: 

^  VERY  MUCH 

NOT  AT  ALL 

1 , 

Shop  for  yourself? 

2. 

Shop  for  others? 

 — 

3. 

Arranye  parties? 

 —  -  - 



4. 

Work  by  yourself? 



5. 

Work  wi  th  others? 



6. 

Work  with  your  hand:? 

7. 

Make  and  keep  a  budget? 

8. 

Hake  clothes? 



9. 

Be  physically  active? 





10. 

Draw  and  sketch? 

-- 



11. 

Decorate  your  room? 

12. 

Persuade  others  to  do  things? 

13. 

Plan  color  schemes? 

14. 

Write  letters? 

-    :  :  :    :  i  

15. 

Go  through  museums? 



16. 

Talk  to  an  audience? 

- 



17. 

Act  in  or  produce  a  show? 





18. 

Study  fashion  magazines? 

19. 

Wear  extreme  clothes? 





20. 

Analyze  what  people  are  v;earing? 

21 . 

Assume  responsibility? 

22. 

Do  creative  writing? 

23. 

Meet  new  people? 

24. 

Do  something          rent  every  day? 

25. 

Be  a  treasurei 
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Now  check  your  checks,    bisted  below  are  some  probable  likes  and  dislikes: 

FOR  DESIGNiNS: 

tikes:    1,       4,  6,  8,  10,  11,  13,  15,  18,  19,  20. 

Bislikes:     3,  5,  7,  9,  12,  in,  16,  17,  21,  23,  25. 

if  your  checks  agree  with  at  least  10  of  the  likes  and  8  of  the 
dislikes,  you  will  probably  find  your  fashion  field  in  designing, 

FOR  MERCHANDISING: 

Likes:     1,  2,  5,  7,  3,  9,  !2,  13,  18,  20,  21,  23,  24,  E5. 

If  your  choices  agree. with  at  least  12  of  the  likes,  and  if  number  4 
is  your  only  strong  dislike,  you  may  be  well  scAed  for  merchandising. 

FOR  PROMOTION: 

Likes:     3,  5,  9,  12,  14,  15,  16,  1  7,  18,  26,  21  ,  22,  23,  24. 

If.you  agree  with  at  least  12  of  the  likes,  and  "if  number  4  is  your 
only  strong  dislike,  you  may  be  well  suited  for  promotion  work, 
which  usually  includes  selecting  fashions,  writing,  and  contact  work. 

This  simple  test  may  give  you  sone  idea  of  where  your  likes  would 
lead  you  in  the  fashion  field.    The  different  points  come  fn^rn  observing 
more  than  2,000  young  peoole  preparing  themselves  for  careers  in  the 
fashion  field.      Perhaps  these  points  will  help  you  find  your  niche. 
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READING  THE  WANT  ADS  IN  THE  PAPER 


Have  you  ever  wonderec  how.you  would  go  abodt  applying  for  a  I'ob' 
What  would  be  the  first  thing  that  yo_u  would  do? 


Maybe  the  following  activities  will  help  you  decide. 

Obtain  the  want-ads  section  of  a  newspaper.    Look  through  the  want-ads 
for  a  few  minutes  and  decide  for  which  job  you  would  like  to  apply 
if  you  were  looking  for  a  job. 

Cut  out  the  ad  and  tape  it  in  the  space  below. 


book  at  the  ad  you  have  just  taped  to  your  paper.  Answer  the 
following  questions  about  the  advertisement: 

1.    What  type  of  job  is  advertised? 


2.    What  company  o,  person  is  advertising  "the  job? 


3.     I>  the  salary  mentioned?    If  so,  what  is  it? 


4.  Are  any  benefits  mentioned?    If  so,  what  are  they? 

5.  Is  any  experience  required  fcr  this  job? 
Turn  in  your  completed  sheet  to  your  teacher. 
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ease  Siudy  -  "Help  Wanted" 


SA-15 


Logan's  Department  Scure  has  a  vacancy  in  their  men's  fashion  department 
Hr.  A11man,_Director  of  Sales. Personnel ,  calls  the  high  school  and  asks 
that  interested  young  men  in  the  marketing  and  distributive  education 

program  submit  letters  of  application  and  data  .sheets.    When  the  letters 
arrive,  he  narrows  them  down  to  two,  one  from  Frank  Brown  and  one  from 
John  Hobbs. 

T!io_letter  from  Frank  Brown  contains  the.  fol  lowing:  _  "I  r5in  certain  that 
1  can  sell  fashion  merchanaise.    I  get  along  welTwith  people.    I  have 
always  been  interested  in  selling.    Since  I  am  about  to  be  married,  I 
would  like  a  permanent  position." 

John  Hobb's  letter  contained  the  following  statements:    "I  am  interested 
in  men's  fashions.    I  have  studied  salesmanship  in  my  marketing  and 
distributive  education  class.    I  have  worked  part-time  for  two  years  at  Zebra 
Variety  Store  and  feel  this  experience  would  help  me  in  my  work." 


QUESIIONS  TO  DISCUSS: 

1.     Is  it  better  to  use  general  or  specific  statements  in  a  letter  of 
appl ication?  Why? 


2.     If  >ou  were  Mr.  All  man.  which  student  would  you  hire?  Why^ 


3.    How  coula  Frank  Brown  have  used  specific  statements  as  evidence 
that  he  gets  along  well  with  people? 


4.     Is  marriage  a  good  selling  point?    Why  or  why  not? 
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A  LETTER  OF  APPLICATION 


Yoti  are  now  going  to  answer  the  ad  for  a.  job  that  you  found,  in  SA-I4; 
First,  you  will  need  to  write  an  application  letter.    This  lettc^r 
will  introduce  you  to  the  company  or  person  to  whom  you  are  applying 
and  will  ask  for  an  interview. 

An  application  letter  carries  a  great  deal  of  importance  for  it 
determines  whether  or  not  you  are  accepted  for  an  interview.  Your 
letter  should  be  neat  and  concise,  and  never  longer  than  one  page. 

A  rough  draft  should  be  written  first  so  you  will  be  able  to  iron 
out  all  of  the  errors.    Give  your  rough  draft  to  your  teacher  to 
check  over  before. you  begin  your  final  copy.    The  final  copy  of 
you  •  application  letter  should  be  typed  or  written  neatly  in  ink. 

In  your  application  letter,  your  organization  is  extremely  important. 
Be  sure  to  include  the  following  items.    Read  these  below  as  you 
follow  along  with  the  examples  on  the  next  two  pages: 

1)  First,  place  your  address  and  today's  date  in  the  upper 
richt-hand  corner.    This  1s  known  as  the  heading.  Place 

_      it  12  lines  from  the  top  of  the  page. 

2)  Then,  place  the  person's  or  com'jany's  name  to  whom  you  are 
writing  on  the  left-hand  side,  4  lines  down  from  your  date. 

3)  Go  down  3  lines  and  place  the  salutation.    A  sal utation: is 

a  way  of  starting  your  message  by  indirectly  saying  "hello". 
Examples:    Dear  Sir:  Gentlemen:         Dear  Mr.  Jones: 

4)  The  body  of  the  letter  starts  2  lines  down  from  the  salu- 
tation. The  body  of  the  letter  is  your. message.  Start  a 
new  paragraph  everytime  you  have  a  new  idea. 

(1)  The  first  paragraph  should  include  your  reasons,  for 
wri ting. 

(2)  The  second  paragraph  should  include  your  qualifications 
and  experience. 

(3)  The  third  paragrapf".  should  include  your  references. 

(4)  The  last  paragraph. should  include  your  offering  your- 
self for  an  interview. 

5)  The  close  should  bring  the  letter  to  an  end.    Place  this  cn 
the  rights  2  lines  below  the  body  of  the  letter.  "Yours 
truly"^  can  be  used  for  most  business  letters. 

6)  Four  lines  below  the  close,  place  your  signature.    Use  your 
full  name,  but  never  use  Mr.,  Mrs„ ,  or  Miss. 

Carefully  study  the  instructions.  _Now,  you  can  start  writing  your 
application  letter  answering  the  ad  that  you  found  in  the  newspaper. 
Write  your  rough  drart-~gct  this  approved  by  your  LeachLM-^-then  you" 
may  start  on  your  final  copy.     (You  may  type  or  write  npatly  in  ink;) 

After  you  Have  completely  finished  your  final  copy  of  your  application 
letter,  turn  in  the  letter  to  your  .eacher. 
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THE  APPLICATION  LETTER 


  Street  and  Numbers 

(HEADING)  City,  State,  and  Zip 

Date 


 Name  of  cq.npany  or  person 

 __Street  and  Number  (INSIDE  ADuRESS) 

 City,  State,  and  Zip 


-Sal utation 


3 6 D Y :    Fjj;^st^[>afag4^ph"- Purpose  or  reason  for  writing 


Seco4:]4Ahird  paragraph(s  )--Submi t  qualifications  and  experiences 


I 


Fcurth  paragraph--Offer  yourself  for  an  Interview 


COMPLIMENTARY  CLOSE  


SIGNATURE 
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CORRECTING  LETTER  OF  APPL ICATI ON 


iNSTRlJCTIdNS  TO  STUJiiv^:  ^Attached  letter. of  application  which  lack 

important  infoniiation.    Re-write  the  letter  using  correct  nrantfnar  and 
filling  in  any  details  you  f i nd  mi ssi ng:    Remember  that  vour  letter  irib^t 
be  distinctive  if  it  is  to  stand  out  from  the  many  that  will  b-  received 


24b  West  10  Street 
Chicago,  IL  60617 
September  5,  1983 


Mr.  John  J.  Case,  Manager 
Logan's  Department  Store 
28  Garth  Avenue 

Chicago,  Illinois  60635 

Bear  Mr.  Case: 

j_am  applying  for  a  position  with  your  company  because  i  have  heard 
many  good  things  about  the  benefits  you  provide,  and  I  am  certain  I 
would  like  it  there.    A  large  company  like  yours  must  have  many  oppor- 
tunities for  young  people. 

I  am  a  graduate  of  high  school  and  have  had  one  year  additional  business 
training.     I  am  20  years  old,  single,  and  in  excellent  health. 

My  business  experience  includes  one  year  with  the  Revco  Manufacturing 
Coinpa'^^y,  where  I  worked  for  one  of  the  division  managers.     If  you  wisn 
io^ciieck  my  b'jsiness  experience  there,  i  am  certain  that  the  company 
w'll  be  happy  to  sui)i)ly  you  with  any  infonnation  that  you  will  require. 

I  hope  that. you  will  be  interested  in  using  my  services.  If  you  will 
arrange  an  interview  sometime  in  the  near  future,  I  shall  be  happy  te 
meet  you  and  discuss  my  qualifications  in  detail. 

Yours  sincerely. 


Thomas  F.  Grady 
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Unit  VII  -  Employment  Skills 

Hb-1  Importance  of  Dress 

HO-2  Ask. Yourself  .  ... 

HO-3  Profes5M;ndl  Success 

HD-4  DevelGpTng  a  Strong  Self- Image 

HO-5  Letter  of  Appl ication 

HQ-5  The  Resume 

HO- 7  Sample  Resume 

HO-8  ArrangihQ  For  An  Interview 

HO-9  The  Interview  : 

HO-10  Questions  You  Should  Be  Preoared  To  Answer 


i 
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TO  SAVE  MONEY  AND  MISTAKES 
Ask  YOURSELF  .... 


Does  the  look  have  double-life  possibilities'?    For  example,  can  it 
go  from  the  office  to  a  casual  occasion,  and  further  into  a  dressy 
look  with  the  right  change  of  accessories.    If  it  can't,  can  you 
afford  the  luxury? 

Will  it  work  into  your  wardrobe  with  other  pieces  you  already  have? 
such  as  shoes,  coats,  jackets,  etc. 

Is  the  color  right  with  your  skin  tone  and  hair  tone? 

Is  the  fabric  right  for  your  geographic  area  in  whichyou  live  and  can 
it  adapt  to  others  when  you  travel,  and  will  it  work  for  at  least 
three  seasons  of  the  year? 

Is  it  of  the  quality  and  design  that  will  fit  into  your  daily  life  style 
for  durability  and  wear? 

Do  you  feel  comfortable  in  it  psychdlogically--is  the  style  too  tailored 
or  too  high  fashion  or  trendy  for  you? 

How  long  will  it  be  fashionable? 


Will  you  have  more  than  one  opportunity  to  wear  it? 

Does  it  fit  you  to  perfection  or  will  the  alterations  really  be  worth 
the  effort  and  the  price? 

AND  MOST  IMPORTANT  OF  ALL— DO  YOU  REALLY  LOOK  GREAT  IN  IT? 


BQ2 
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Hew  100  TOP.EXECUTIVESiDESCRIBED 
SUGGESSFUL  DRESS 


ANSWERS 


1.  Would  they  choose  people  in  lower  middle  class  dress  as  their 
assistant? 

2.  Asked  if  they  would  hire  the  man  in  the  long  hair? 

3-    Does  your  company  have  a  written  or  unwritten  dress  code? 

4.    Would  a  number  of  people  at  your  firm  have  a  much  better 
chance  of  getting  ahead  if  they  knew  how  to  dress? 

5-    If  there  were  a  course  in  how  to  dress  for  business,  would 
you  send  your  son  or  daughter? 

6.  Would  you  hold  up  the  promotion  of  a  person  who  did  not  dress 
properly? 

7.  Do  you  think  employee  dress  affects  efficiency? 

8.  Do  you  think  employee  dress  affects  the  general  tone  of 
the  business? 

9.  Would  you  tell  a  young  person  if  dress  was  holding  them  bi^ick? 

10.  Does  your  cofr.pany  at  present  turn  people  down  that  show  up 
for  job  interviews  improperly  dressed  on  that  basis  alone? 

11.  Would  you  take  a  young  person  who  did  not  know  how  to  dress 
for  your  assistant? 

12.  Do  you  think  there  is  a  need  for  telling  people  how  to  dress? 


YES 

NO 

92 

8 

- 

97 

3 

96 

4 

100 

72 

28 

52 

 1 

48 

100 

80 

20 

84 

16  ■ 

a2 

a-' 

100 
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HOW  TO  WRAP  THE  PACKAGE 
FOR  PROFESSIONAL  SUCCESS 

According  to  WiUiam  Thourlby,  author  of  iau-  Are-Wh^t  You  Wear,  the  Golden 
Rule  is  "to  remember  that  the  man  who  packages  himself  to  turn  off  the: 
least  number  of  people  gets  the  greatest  opportunity,"    This  rule  applies 
to  men  as  well  as  to  women  in  business. 

GENERAL  GUIDELINES 

1.  If  yod  have  a  choice,  wear  expensive  looking  clothes. 

2.  Always  dress  as  well  as  the  peopl*  you  are  calling  on, 

3.  Avoid  gaudy  jewel ry--keep  it  functional. 

4.  Develop  a  clothing  personality  that  makes  you  memorable. 

5.  Suit  jackets  should  be  worn  at  all  times  to  maintain  autnority. 

6.  When  not  sure  what  to  wear^  dress  more  conservatively  than  normal, 

7.  Avoid  school  rings,  names  on  clothing,  political  buttons,  religious 
")ols,  or  anything  that  would  tie  you  to  a  particular  group  or  belief. 


FOR  MEN 

1.  Wear  traditional  classic  suits  in  good-quality  wool  blend  or  wool. 

2.  A  white  shirt  with  straight  collar  is  preferable. 

3.  Brown  or  blacR  shoes  are  preferable.    (For  the  professional  business  man 
wing-tipped  lace  shoes  are  suggested.) 

4.  A  leather  briefcase  shduld  be  used  as  plastic  says  all  the  wrong  things. 

5.  Regimental  ties  are  a  professional  look.    The    ;iot  should  look  natural 
and  the  tie  must  touch  the  belt  buckle. 

FOR  WOMEN 

1.  Wear  a  good-quality  tailored  suit  or  dress  in  a  neutral  color  such  as 
gray,  beige,  navy  or  black.    A  scarf  or  blouse  can  add  a  touch  of  color. 

2.  Hose  should  be  in  shades  of  beige,  not  colored  or  decorated. 

3.  The  professional  ladies'  shoes  should  be  pumps  or  slingbacks.  Backless 
mules,  clogs  and  sexy,  strappy  sandals  are  not  businesslike. 

4.  A  good  leather  handbag  that  is  not  too  large,  or  a  good  leather  brief- 
case should  be  carried,  but  not  both  at  the  same  time. 
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DEVELOPING     A  STRONG 
SEbF    -  IMAGE 


The  following  list  of  statements  describe  high  achievers  who  have  devoloped 
strong  self-images.    Which  ones  could  help  you  achieve  your  desired  self- 
image? 

1.  You  are  taking  steps  to  put  your  personal  life  in  order. 

2.  You  can  stay  with  a  task  until  it  is  completed. 

3.  You  have  listed  your  life  goalSs  your  short-term  goals  and  your  'Vight 
now"  tasks  arid  are  doing  the  requirements  of  each. 

4.  You  adjust  quickly  to  changes  in  situations,  places,  and  people 
without  suffering  a  lot  of  depression,  anxiety,  fear  or  grief. 


5.  You  anticipate  success  in  all  the  things  you  strive  to  do  each  day. 

6.  You  include  a  hew  interest,  hobby,  recreation,  craft,  sport,  etc.  in 
your  life  periodically  in  order  to  expand  your  mind. 

7.  You  have  a  deep  sense  of  well-being  and  personal  worth. 

8.  You  use  your  mind  as  a  tool  to  direct  its  conscious  functioning  in  a 
purposeful  manner, 

9.  You  are  honest  with  yourself  about  your  beliefs,  ti»e  roles  you  are 
playing  and  what  you  expect  to  gain  from  them. 

10.  You  maintain  a  clean^  well-groomed  appearance  and  have  no  destructive 
habits  to  your  health, 

11.  You  communicate  clearly. 

12.  You  do  not  rush  or  pressL^re  others  into  hurrying  by  taking  full 
responsibility  for  scheduling  your  time. 

13.  You  realize  that  stinginess  or  dishonesty  keeps  you  from  a  positive 
relationship  with  others. 

14.  You  discard  clothing  that  is  unbecoming  and  wear  clothing  that  reflects 
ah  attractive  image. 

15.  You've  eliminated  the  "wish  I  could"  and  the  "should"  from  your  vocabu- 
lary and  replaced  them  with  "I  want  to"  and  "I  can." 

16.  You  visualize  yourself  doing  heeded  jobs  ahd  accomplishing  your  dreams. 

17.  You  cbritihually  and  inwardly  compliment  yourself  and  others  for  suc- 
cessful, completed  tasks. 
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SAMPLE  LETTER  OF  APPLICATION 


28209 


Ms.  Mary  Fol io 
Belk_ 

409  Tryon  Street  : 
Eharlotte,  N.E.  28210 

Dear  Ms.  Folio: 

I  am  interestGd  in  becoming  an  assistant  buyer  on  the  Belk  staff  in 
Charlotte.    I  learned  of  this  opening  through  your  ad  in  the  Anywhere 
Gazette  on  June  7th. 

As  you  can  see  from  my  resume, ^  my  jobs  and  school  activities 

have  included  retail ing  experiences  that  would  be  helpful.    I  have 
shopped  at  Belk  stores  in  my  area^  and  have  been  particularly  impressed 
with  their  methods  of  marketing,    The  junior  sportswear  department  in 
your  Raleigh  store  has  a  selection  of  merchandise  superior  to  any 
store  I  have  been  in.    Since  I  want  to  become  a  buyer  of  fashion 
merchandise,  I  would  especially  like  to  receive  my  training  from  Belk. 

I  would  appreciate  an  appointment  at  your  convenience  and  will  telephone 
your  secretary  next  Week  to  arrange  for  one.    It  would  give  me  great 
pleasure  to  begin  what  I  hope  will  be  a  care  or  in  retailing  with  a 
job  at  Belk. 


Sincerely, 


Sara  Right 


Fncldsure 
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THE  RESUME 


.  Often lemployers  ask  for  a  written  summary  of  your  education  and 
traihihg,  jobs  you  have  had  and  other  personal  information  that  might 
help_you  get  a  job.    This  summary  is  called  a  resume.    A  resume  is  an: 
advertisement  for  you.    It  serves  to  introduce  you  to  prospective  employers 
and  hopefully  will  help  you  in  obtaining  an  interview.    You  should  include 
a  resume  when  sending  a  letter  of  application. 

There  is  no  one  accepted  format  for  preparing  resumes.    However,  the 
following  guidelines  should  be  observed: 

1.  The  length  should  not  exceed  one  page.    A  resume  with  too  much  detail 
may  distract  rather  than  interest  the  employer. 

2.  Sentences  may  be  incomplete  -  personal  pronouns  are  not  necessary. 
Use  as  many  action  verbs  as  possible. 

3.  A  resume  should  always  be  typed  and  reproduced  through  a  high 
quality  process.    Use  good  quality  bond  stationery.    Never  use 
carbon  copies. 

4.  Be  certain  that  your  resume  is  error  free.    Have  someone  with  good 
knowledge  of  language  check  spelling,  etc.    Misspelled  words^  in- 
correct grammar,  etc.  indicate  carelessness. 

5.  The  resume  should  be  uncluttered,  neatly  blocked  and  organized. 
8  1/2  by  11  inch  paper  is  standard  size. 

The  content  of  the  resume  should  emphasize  strong  points  and  ac- 
complishments.   Emphasize  the  jobs,  courses  and  activities  that  are 
relevant  to  the  field  in  which  you  are  applying.    Certain  basic  informa- 
tion should  be  included: 

GUIDELINES  FOR  RESUME 

1.  Your  names  should  go  in  the  most  obvious  place,  at  the  top,  (do  not 
put  "Resume"  at  the  top)  with  your  address  and  phone  number  just 

be  1 ow . 

Current  trends  indicate  that  you  don't  Include  irrelevant  facts  such 
as  height,  weight,  age,  sex,  health,  marital _status ,  salary  wanted  or 
references  (except  to  say  they'll  be  supplied  upon  request).  You 
will  find  books  that  suggest  you  include  this  information.  Consider 
your  situation  and  the  job  you  want.    Include  only  information  that 
you  feel  will  increase  your  chances  of  getting  the  job.    If  it 
doesn't  make  any  difference*  leave  it  out, 

2.  Job  objectives  should  be  included  only  if  you  know  exactly  what  you 
want  and  won't  take  anything  else.    Another  option  would  be  to  make 
the  career  objective  general  enough  to  cover  all  employment  areas  in 
which  you  are  interested. 
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Edi.cation  begins  with  the  highest  degree  earned, .  indicating  name  of 
college  attended,  location,  and  major  and  minor  fields  of  study. 
After  colleges,  mention  other  types  of  schiDiDlihg  (technical,  extension 
courses,  company  sponsored  school s^  etc.)  and  then  high  school.  If 
yoli  have  no  degrees r  note  credit  hours  received. 

Use  this  section  to  highlight  any  academic  honors  you  have  received 
(dean's  list,  honor  society^  high  grades  ih  one  area,  etc.). 

Work  Experience  starts  with  jobs  most  recently  held  and  is  listed  in 
reverse  chronological  order.    Give  name  of  organization ,  position 
held,  dates  of  employment,  ful  i 'time  or  part-^time,  and  a  short 
snappy  description  of  duties  and  accomplishments. 


"Other  Informatibh"  provides  a  place  for  other  items  of  infornation 
that  you  feel  might  enhance  ytur  qualifications.    Special  skills, 
hobbies,  special  interests  and  family  background  are  the  type  of 
things  that  could  go  here. 
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Sara  Right 

1982  Career  Street 

Anywhere i  North  Carolina 


28209 


(704)  332-4079 


Education: 


Experience: 


Other: 


Very  Best  High  ichooK  19— 

(If  not  yet  graduated:, Will  graduate  from  Very  Best 
High  School ,  June  10,  19--j 

Business  subjects  studied:    fashion  merchandising 
(2  units  of  credit ) ,  salesmanship,  sales  promoticnj 
and  typewriting. 

Honor  Society,  19--  -  19-- 


19- 


19- 


Summer  19 — 


Wi -tK^It-Bouti qae^iAnywhere ,  N .  C . 
In  addition  to  working  on  the  sales 
staff,  I  designed  the  window  displays 
v/hich  were  changed  weeklyrand  assisted 
owner  in  choosing  merchandise  on  buying 
trips  to  manufacturers. 

Camp  Kiddy,  Mud^th,  N>C.  Counselor. 
Supervised  the  publishing  of  the 
camp  newspaper.    Wrote  skits  for 
annual  musical . 


President  of  Distributive  Education  Club,  Very  Best 
Chapter.    Won  1st  place  in  N»C.  in  Apparel  and 
Accessories  Written  Event,  Finalist  in  the  nation. 

Yearbook  staff.    Sold  advertisements. 

Student  Counci 1  Representative 


References: 


Typing  -  40  w.p.m. 

Cash  register 

Spanish,  read  and  write 

Avail  able  on  request 
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ARRANGING  FQR  AN  INTERVIEW 

Generally  there  are  three  ways  that  you  arrange  for  an  interview. 
By  telephdne 
By  personal  visit 
By  letter 

If  you  arrange  for  an  interview  by  telephone: 

1.  Make  your  call  businesslike  and  courteous. 

2.  Speak  distinctly  and  with  confidence. 

3.  Give  your  name  clearly. 

4.  Know  the  name  of  the  person  who  is  to  interview  you  and  hew  to 
pronounce  it  corre:tlyr  if  possible. 

5.  Make  a  written  note  cf  time*  places  and  name  of  the  person 
to  whom  you  are  to  report. 

6.  As  soon  as  your  appointiTient  i?;  made*  thank  the  person  and  bring 
your  conversation  to  a  close. 

If  you  arrange  for  an  interview  in  person: 

1.  Dress  in  businesslike  attire. 

2.  Make  certain  you  are  in  the  right  piece. 

3.  Approach  the  person  with  confidence  and  sincerity. 

4.  Introduce  yourself  and  state  briefly  that  you  wo^jld  like  to 
set  up  an  appointment  for  a  job  interview. 

5.  Make  a  written  note  of  time,  place  and  name  of  the  person  to 
whom  you  are  to  report. 

6.  As  soon  as  your  appointment  is  made,  thank  the  person  and  bring 
your  conversation  to  a  close. 

If  you  arrange  for  an  interview  by  letter: 

1.  Have  it  well  prepared  and  properly  written, 

2.  Type  the  letter  unless  a  iiandwritteh  letter  is  requested. 

3.  Use  short  concise  sentences  with  letter  not  being  more  than 
one  page  in  length. 


6io 
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THE  INTERVIEW 


"Most. employers  hire  people  because  they  liko  them."  Discuss 
with  the  class  or  another  class  merjiber  why  you  agree  or  disagree  with 
this  statement.    If  the  opening  statement  is  trliei  and  most  people 
agreo  that  it  is,  then  the  job  interview  is  the  most  vital  step  in 
ybiir  search  for  a  job.    Be  certain  that  you  recognize  tne  importarce 
of  the  nterview. 

Remember  that  first  iinpressidns  are  lasting  impressions  to  an 
interviewer,  But  equally  important  is  the  way  you  cvDnduct  yourself 
during  the  interview  how  you  speaR,  what  you  say,  your  po'">ture, 
the  confidence  you  display.  Each  of  these  items  have  a  ber  mg  oh 
the  interviewer^s  evaluation  of  you  as  a  prospective  employee.  Be 
confident,  alert,  and  enthusiastic  throughout  Vie  interview. 

Your  interviewer  uhde'^stah'Js  that  1t  is  normal  to  be  nf  r-vous  and 
will  make  allowances.    Show  that  you  have  faith  in  your  ability  and 
that  you  consider  yourself  worth  hiring.    If  you  don't  believe  this, 
there  is  no  reason  that  the  interviewer  should  believe  it.  Don't 
beg  for  a  job,  but  sell  your  services.    Be  friendly,  relax  and  be 
natural . 

GUIDELINES  TO  FOLLOW  WREN  GOING  FOR  AN  INTff'V'IEW 

1.  Appearance  is  important.    Be  neaL^  clean  and  wear  conservative 
dress. 

2.  Be  on  time!    Plan  to  be  there  5  to  10  minutes  early. 

3.  Remember  the  receptionist  judges  you  too. 

a .  sit  properly 

b.  be  polite i  introduce  yourself  and  state  why  you  are  there^ 
and  who  you  are  to  see. 

e.    don't  fidget  while  v^aitihg 

4.  Never  go  with  anyone  --  not  your  best  buddy,  not  your  boyfi^iend  or 
girlfriend,  and  not,  under  any  circumstances,  your  mother  or 
father.    Getting  a  job  is  your  business,  and  yours  alone. 

5.  Look  directly  at  the  intervi ewer  when  introducing  yourself.  Be 
ready  to  shake  hands,  but  do  not  offer  your  hand  first. 

6.  Know  the  interviewer's  name  before  you  go  in  to  the  interview. 

7.  Remain  standing  until  you  are  offered  a  seat. 

8.  Use  good  posture.    Don't  slouch,  slump,  wind  legs  around  the 
chair,  etc.    Hold  your  hands  in  your  lap  and  keep  them  as  still 
as  possible. 

9.  Use  good  eyie  contact.    Don't  look  at  the  floor ^  your  hands,  or  the 
ceiling.    (Have  someone  talk  to  you  while  they  look  at  these  areas, 
and  see  how  it  makes  you  feel. ) 

Id.    Show  self-confidence  (without  arrogance).    Never  underrate  yourself. 
11.    Be  a  good  listener  and  talker,  but  let  the  interviewer  take  the 
lead. 


Employment  Skills 
32.13 

611 


12.  Sell  yourself.    Your  answers  should  be  businesslike  and  concise. 
You  should  not  be  overly  eggrescive,  but  in  the  course  of  the 
interview,  you  should  stress  your  qualifications.    You  must 
believe  that  you  can  and  will  be  an  asset  to  the  company.  How 
do  you  do  this? 

13. *  Be  enthusiastic!    Act  like  you  want  the  job. 

14.  Be  interested  in  advancement,    tet  the  interviewer  know  that  you 
want  to  work  up  in  your  job.    Have  career  goals. 

15.  Tel r the  truth,  even  if  it  may  hurt  you.    Most  employers  are  more 
willing  to  take  a  chance  on  someone  who  has  made  a  mistake,  than 
someone  who  1 ies . 

16.  Be  prepared  to  answer  questions. 

17.  Be  prepared  to  ask  questions. 

18.  Emphasize  past  e/perience  if  you  have  any. 

19.  Don't  critieize  other  employers,  chew  gum,  smoke,  apply  for  "any 
job  open",  mention  personal  problems  or  use  slang. 

2B.    Recognize  when  the  interview  is  ever. 

21.    Thank  the  interviewer  for  his/her  time*  and  the  opportunity  to 
discuss  the  job. 

Do  hot  be  discouraged  if  the  job  is  not  offered  immediately. 
Frequently  an  employer  needs  time  to  consider  an  applicant's  qualifica- 
tions, or  the  employer  may  want  to  interview  other  applicants. 

It  is  always  a  good  idea  to  follow  up  the  interview  with  a  thank- 
you  note.    This  serves  the  purpose  of  showing  your  consideration  for 
the  interviewer's  time  and  it  keeps  your  name  actively  before  the 
interviewer.    If  you  have  not  heard  from  the  interview  in  about  a 
week,  you  may  call  to  check  on  the  status  of  your  application.  This 
lets  the  interviewer  know  that  you  are  really  interested  in  the  job. 
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STATEMENTS  AND  QUESTIONS  THAT  YOU  SHOULD  Sb^  PREPARED  TO  ANSWER 


1.  Tell  me  a  little  bit  about  yourself. 

2.  Tell  me  about  your  family. 

3.  Describe  your  personality.    What  kind  of  person  are  you? 

4.  What  are  some  things  about  yourself  ycu'd  Hke  to  improve? 

5.  What  have  you  done  -  or  plan  to  do  -  to  improve  in  these  areas? 

6.  Tell  me  why  this  company  appeals  to  you.     (What  do  you  feel  this 
company  has  to  offer  you?) 

7.  What  do_YDU  havo  to  offer  this  company? 

8.  Where  do  you  see  yourself  headed  in  the  future?    (What  are  your 
career  goals?) 

9.  What  are  your  hobbies? 

10.  Everybody  likes  to  criticize.  What  do  people  criticize  about  you? 

11.  Whst  subjects: in  school  do  you  like  best?    Like  least?  Why? 

12.  What  did  you  like  best  about  the  previous  jobs  you  have  had  and 
why? 

13.  Why  do  you  think  you  would  like  this  particular  type  of  job? 

14.  Are  you  particularly  interested  in  making  money? 

15.  What  job  in  our  company  would  you  choose  if  you  v/ere  entirely  free 
to  do  so? 

16.  What  extra-curricular  activities  are  you  involved  in? 

17.  What  are  your  major  strengths?  Weaknesses? 

18.  Are  you  willing  to  travel? 

19.  What  do  you  do  in  your  spare  time? 

20.  What  irritates  or  displeases  you  most  1n  other  people? 

21.  What  qualities  do  you  admire  in  other  people? 


QUESTIONS  YOU  CAN  ASK  ON  A  JOB  INTERVIEW 

1.  Exactly  what  is  expected  of  a  person  in  this  position? 

2.  What  responsibil ities  would  I  have  in  this  position? 

3.  What  opportunities  will  I  haveto  learn  other  jobs? 

4.  How  would  my  progress  be  rated? 

5.  Are  prcmotioris  usually  made  from  within  the  company? 

6.  Does  the  company  have  a  training  program? 

7.  Is  training  available  at  my  job  level? 

8.  What  kind  of  fringe  benefits  does  the  rompany  have? 

a.    hospitalization    b*    insurance    c.    education  etc. 

9.  What  is  the  company  policy  on  raises? 

10.  Who  would  my  supervisor  be? 

11.  What  would  my  hours  be? 

12.  Do  you  have  a  resource  library  available? 
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(GGMPETENGY  /  TESI  -  ITEM  BANK) 
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TABLE  OJ  SPECIFICATIONS  FOR  TEST  CO^STRyCTION 


PROGRAM  AREA  Marketing  and  Distributive  Etlucdtion 
:OURSE  NAME      Fas^iprih  Merchandising  


UNIT      Employment  Skills 


Competency 

EXPECTED  STUDENT  OUTCOME 

QJ 

u 

Total 
No.  b 
I  terns 

Cognitive  Level* 
I         II  HI 

P  o  r"   n  •'^m^  nf  c 

zz 

Q 

090.    Maintain  appearance  and  health. 

X 

091.     Demonstrate  appropriate     cial    skills  "n  terms  of  self- 
development. 

X 

092.    Be  de::>endable  in  the  work  environment. 

X 

053.     Naintain  necessary  endurance,  forebearance ,  and  persistence  to 
-acc£mtfil4-Sij-^goa  ^  5  and  ot>j€^tivcs.  —   

X 

094.     ;>me  management.     DetiKsnstrate  effective  work  habits  by 
 jManriiny^   and  scheojling  work  tasks  and  assignments. 

X 

095.     Oenonitrate  good  work  habits  sjch  as  punctuality,  orderliness, 
and  patience. 

X 

096.     Adjust  to  demands  of  job  requirements  such  as  deadlines,  pres- 
sures, and  conflicts. 

X 

097.     Exercise  self-control  during  trying  situations. 

X 

0?8.    Maintain  an  objective  point  of  view  in  problem  situations. 

X 

i)en-K)nstrate  appropriate  ethics  such  as  integrity  and  honesty. 

X 

100.     Establish  and  maintain  cred: bi 1 i ty  wi th  customers,  co-workers, 
employees,  and  managers. 

X 

101.    Utili,:e  appropriate  asserti veness  when  working  with  other 
employee?,  managers,  anci  customers: 

X 

102.    Dembhstrate  initiative  in  dealing  with  customers,  other  employees 
and  supervisors: 

X 

103.    Ansun)e  responsibility  for  individual  actions  and/or  department 
ana  company  operations. 

X 

J 

104,    Assume  ihared  responsibility  for  success  or  failure  of  the 
work  group. 

X 

1 

105.     Demonstrate. knowledge  of  liow  success  or  failure  depends  not  alone 
on  technical  proficiency  but  on  quality  of  interpersonal  relation 

X 

^06.    Use  success  or  failure  constructively  in  a  work  situation. 

X  ■ 

107.    Work  cooperatively  with  other  employees,  supervisors,  and 
managers. 

X 

108.     ^^^monstrate  knowledge  that  the  needs,  dpsiresi,  and  goals  of 
individuals  vary  with  social  and  cultiirjJ  backgrounds 

X 

X 

109.     Avoid  misrepresentations  of  products,  services,  people,  and 
Pq1 icies. 

X 

110.    Respond  to  ci  5;tomer  complaints  in  dccordance  with  Company 

^li^zP^^^lzz-n-:  :  .  

X 

O  jt  i  -  Recall.  li  -  Coiiiprt.''ehsion,  Ilj  -  Application 
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TABLE  OF  S PEC  IJ  j  C AT  I  ON S  fOR  TEST  CON-STRUC-Tj^N 


PROGRAM  AREA  M;^rifPfing  ;>nH  Hi  ct  ri  hnHno-FTtir7-;^-fi-r.p 

COURSE  NAME  Fashion  Mprchandi sing  

ON  IT  Employment  Skills  


Competency 


111:     Demonstrate  knowledge  of  how  to  suggest  changes  to  management. 


112.  Accept  constructive  criticisn;  and  take  appropriate  corrective 
 actions . 


f^ECTED  STUDENT  OUTCOME 


Cognitive  Level* 
I         II  III 


Performance 


o 
c 


total . 
No.  of 
tems 


I  -  Recall,  II  -  Comprehension,  III  -  Application 


• 


6ia 


LOMPtTLNCY  U90 


TEST  ITEM  090-00-n 


INSTRUCTIONS  TO  STUDENTS:    ^  ice  an  X  beside  the  charaeteristics  below  which  contri- 

bute  to  a  favorable  impress...:). 

  1-  Goo(*  grooming 

2.  Serious  facial  expression 

  3.  Faded  jeans  and  tee  shirt 

  4.  Impatience 

5.  Erect  postare 

  6.  Pleasant  smile 

  7.  Tai i^.  ed  suit 

— -—  Slumped  shoulders 

-   9.  Enthusiastic  approach 

10.  Extreme  hairstyle 

TEST  ITEM  090-00-12 


INSTRUCTIONS  TO  STUDENTS::  Read  each  of  the  following  statements  about  appearance 
and  health.and  determine  if  each  statement  is  True  or  False.    Write  the  correct 
response  (True  or  False)  in  the  blank  to  the  left  of  the  statement. 

  1-    In  business,  an  employee' s  personal  appearance  is  not  very  important  as 

long  as  the  employee  gets  his  work  done. 

2.    Employees  who  maintain  good  personal  appearance  help  create  favorable 
impressions  toward  the  business. 


  3. 


Employees  should  be  able  to  dress  the  way  they  want  and  not  according  to 
store  policy. 


4.  The  dress  of  an  employee  runs  no  risks  in  offending  or  losing  customers. 

5.  Employees  would  probably  not  lose  their  jobs  because  of  undesirable 
personal  appearance., 
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COMPETENCY  091 


COMPETENCY  091:    Demonstrate  appropriate    socidls  skills  in  terms  of  self- 
de ve 1 0  pmen  t . 


TEST  ITEM  091-00-11 

INSTRUCTIONS  TU  STUDENTS:    In  Column  I  are  definitions  or  descriptions.    From  the 
words  in  Column  II ,  select  the  one  which: is  most  appropriate  for  each  item  in 
Column  I.    Record  the  letter  of  your  choice  in  the  space  provided  to  the  left. 


COLUMN  I 

1.  The  physical,  mental,  and  emotional 
characteristics  that  make  up  a  whole 
person. 

2.  The  ability  to  learn  or  understand 
and  retain  knowledge. 

3.  The  way  a  person  acts,  16c '<s,  or  thinks 
which  shows  his  opinion  toward  a  subject. 

4.  The  ability  to  think  and  act  without 
being  told  to  do  so. 


5.    The  mental  attitude  that  causes  a 
person  to  want  to  work  hard. 

5.    An  intense  or  eager  interest  in  a 
subject. 

7.  A  strong  feeling  or  desire,  such  as 
love  or  anxiety. 

8.  Another  expression  for  importance. 


COLUMN  H 

A.  attitude 

B.  ^motion 

C.  enthusiasm 

D.  industrious 

E.  initiative 

F.  i  ntel 1 igence 

G.  prestige 

H.  mannerism 

I.  personality 
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compete:  SY  092 


CQMEEJ-ENCY  092:    Be  dependable  in  the  work  environment. 


TEST  ITEM  092-00-11 


IMSTRUCTIONS-TQiiSTUDEIiTS:    Read  each  of  the  incomplete  sentences.    Determine  which 
of  the  completion  choices  is  inost  appropriate  for  each  statement.    Write  the  letter 
of  this  response  in  the  space  provided  to  the  left, 

  1-    The  most  prominent  characteristic  of  dependable  employees  is  that  they 


i 


A.  promise  to  do  things  they: cannot  fulfill. 

B.  io  what  they. say  they  will  do  . 

C.  ninimize  their  work  and  maximize  their  time, 

D.  strive  for  higher  wages. 

If  a  J  employee  in  a  marketing  business  is  not  dependable,  the  results 
are  felt  by 

A.  other  employees. 

B.  customers. 

C.  supervisors. 

D.  everyone . 

behavior  is  associated  with  fulfilling  one's 


obligations  in  a  responsible,  reliable  manner 

A.  Irresponsible 

B.  Appropriate 

C.  Dependable 

D.  Uncooperative 

  4.    The  term  "dependable"  means  the  same  thing  as 

A.  punctual. 

B.  casual, 

C.  suitable* 

D.  reliable, 

  5,    Being  dependable  has  to  uo  with  fulfilling  your 

A.  weaknesses . 

B.  goals. 

C.  bbl  ligations. 

D.  needs. 
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COMPETENCY  093 


COMPETENCY  093:    Maintain  necessary  endurance,  forebearance^  and  persistence  to 
accomplish  goals  and  objectives. 


TEST  ITEM  093-00-n 

INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  incomplete  sentences.    Determine  which 
of  the  completion  choices  is  most  appropriate  for  each  statement.    Write  the  letter 
of  this  response  in  the  space  provided  to  the  left. 

  1.    Meaningful  goals  can  give  you  a  feeling  of  in 

your  life. 

A.  accqmpl i  shment 

B.  need 

C.  insecurity 

D.  uncertainty 

  2.    An  example  of  a  career  goal  is  to 

A.  obtain  a  job  promotion. 

B.  be  more  positive  . 

C.  purchase  a  new  car. 

D.  be  more  sociabl e  . 

  3.    Goals  which  normally  take  a  year  or  more  to  achieve  are  known  as 

A.  immediate  goals .  _ 

B.  intermediate  goals. 

C.  long-range  goals. 

D.  short-range  goals; 

  4.    Goals  which  are  normally  set  for  a  day,  week,  or  month  are 

A.  immediate  goals  . 

B.  i ntermedi ate  goal s . 
e.  long-range  goals. 
D.  short-range  goals. 

  5.    Goals  should  always  be  ^"ibitious,  but 

A.  realistic  . 

B.  ambiguous- 

C.  conservati ve* 

D.  convenient. 
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COMPETENCY  094 


demonstrate  effective  work  h*5bits  by  planhlngs  and  scheduling 
work  tasks  and  assignments  {time  management). 


TEST  ITEM  094-00- n 

INSTRUCTIONS  TO  STUDENTS:    Below  are  given  the  six  steps  in  successful  planning  for 
good. time  management.    These  steps  are  not  li$ted  in  order.     In  the  blank  space  to 
the  left  of  each  statement,  place  the  number  that  will  identify  the  order  in  which 
the  steps  should  be  made. 


1. 

Delegate  when  possible. 

2. 

Set  aside  creative  tine 

3. 

Make  planning  a  habit. 

4. 

Be  flexible. 

5. 

Follow  plans. 

6. 

Set  priorities. 

EST  ITEM  094-00-12 
See  TEST  ITEM  095-00-11 


TEST  ITEM  094-00-13 
See  TEST  ITEM  095-00-12 


i 
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COMPETENCY  095 


COMPETENCY  095:    Demonstrate  gnod  wov^k  habits  such  as  punctuality^,  orderl iness ^ 
and  patience. 


TEST  ITEM  095-00-11 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  following  statements  about  time  manage- 
ment ar..  good  work  habits  and  determine  if  eaich  statement  is  true  or  false.  Write 
the  correct  response  (True  or  False)  in  the  blank  ta  the  left  of  the  statement. 

  1.    Becoming  more  p:v:fent,  punctual,  and  orderly  can  cause  you  to  feel  mere 

sel f-cente red. 

  2.    The  first  step  in  ^eeoming  more  orderly_and  systematic  is  to  put  all  of  the 

things  that  you  want  to  do  in  order  of  their  priority. 

3.    Prioritizing  activities  helps  you  to  make  t\e  most  effective  use  of  your 


 4..    One  should  always  make  sure  that  the  most  important  activities  are 

carried  out  fi  rst. 

  5.    Time  management  in  an  orderly  and  systematic  fashion  should  help  lead 

you  to  the  achievement  of  your  own  success. 


time. 
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SXRUCI JQMS- f 0:  smOE^ilS::    Read  each  of  the  incomplete  sentences.    Determine  which 
of  the  completion  choices  is  most  appropriate  for  each  statement.    Write  the  letter 
of  this  response  in  the  space  provided  to  the  left. 


  1.    Using  an  orderly  and  systematic  approach  will  usually  make  a  person 

A.  tired, 

B.  tense. 

C.  more  productive, 
b.  less  productive. 

  2.    On  the  job,  time  management  and  orderliness  results  in  increased 

A.  costs  ' 

B.  efficiency. 

C.  error  rates. 

D.  overhead, 

 3.    ror  saceess  in  busirie'^s,  time  management  and  'orderliness  are  considered 

to  be 

A.  desirable. 

B,  essential. 
£.  unnecessary- 
B.  undesirable. 

  4.    Basically,  time  management  and  orderliness  means  being 

A.  arrogant. 

B.  cautious. 

C.  organized • 

D.  unorganized  . 

 5.    Better  time  management  and  orderly  beiiavior  on  the  job  will  often  bring 

 from  your  supervisors. 

A.  criticism 

B.  reprimands 

C.  promotions 

D.  resentment 

TEST  ITEM  095-00-13 

INSTRUiETlONS  T6  STUDENTS:    Below  are  the  five  steps  necessary  to  get  organized. 
These  steps  are  not  listed  in  order.      in  the  blank  space  to  the  left  of  each  state- 
ment, place  the  number  that  will  identify  the  order  in  which  the  steps  should  be  made. 

  1.  Schedule  activities 

  2.  Classify  activities 

3.  Perform  activities 

 4.  Prioritize  activities 

 5.  Identify  activities 
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COMPETENCY  096 


•^QIlPilENCY  0_96 :    Adjust  to  .demands  of  job  requirements  such  as  deadlines  ,  pres- 
sures, and  conflicts; 


TEST  ITEM  096-00-11 
See  TLST  ITEM  095-OG-ll 

TEST  ITEM  096-i30-12 
See  TEST  ITEM  095-00-12 

TEST  ITEM  096-00-13 
See  TEST  ITEM  095-00-13 
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_     eeRPETENev  097 


C0MP£XO{CX-0a7 :    Exercise  self-control  during  trying  sUiiations. 


TEST  ITEM  097-00-11 
See  TEST  ITEM  110-00-13 


i 
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COMPETENCY  098 


COMPETENCY  098:    Maintain  an  objective  point  of  view  in  problem  situations. 


TfST  ITEM  098-00-11 


INSTRUeTjON^  Read  each  of  the  fonowing  statements  about  mai htai hi ng 

an  oBjective  point  of  view  and  detennine  if  each  statement  is  true  or  false.  Write 
the  correct  response  (True  or  False)  in  the  blank  to  the  left  of  the  statement. 


.^.^  1-    Objectivity  means  being  able  to  see  only  your  side  of  the  question  or 

argument. 

 2.    The  person  who  is  open-minded  or  objective  will  give  the  other  person 

the  benefit  of  any  doubt  in  a  situation, 

  3.    In  business,  it  is  very  much  to  your  advantage  to  keep  an  open  mind  and 

to  maintain  an  objective  point  of  view  in  solving  problems. 

  4-    The  person  who  maintains  an  objective  point  of  view  sees  no  reason  to 

allow  others  to  question  his  beliefs  and  opinions. 

 .  5.    The  person  who  looks  at  problem  situations  in  an  objective  manner  is  an 

unhappy  worker. 

TEST  ITEM  098-00-12 

INSTRUCTIONS  T9  STUBEfiTS:    Select  those  Items  that  indicate  an  objective  point  of 
view  in  problem  solving.    Place  a  check  mark  in  the  blank  to  the  left  of  the  appro- 
priate stdtements. 

  1.    Criticizes  other  viewpoints. 

 ^  2.    Willing  to  change  ideas  when  appropriate. 

  3.    Respects  ideas  and  opinions  of  others. 

  4.    Never  makes  excuses. 

  5.    Resists  change. 

  6.    Places  blame  on  others. 

 7.    Maintains  self-control. 

_^_^-8.    Accepts  constructive  criticism. 
TEST  ITEM  098-00-13 
See  TEST  ITEM  110-00-13 
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COMPETENCY  099 


COMPETENCY  099:    Demonstrate  appropriate  ethics  such  as  integrity  and  honesty; 


TEST  ITEM  099-OG-ll 

I NSTRUe T I0NS-IQ:iSIIij3EJ^S :    Read  each  of  the  following  incomplete  sentences.  Determine 
which  of  the  completion  choices  is  most  appropriate  for  each  statement.    Write  the 
letter  of  this  response  in  the  space  provided  to  the  left. 

  1.    Some  people  are  tempted  to  lie  in  order  to  

something  they  might  want.  " 

A.  obtain 

B.  accept 

C.  delay 

D.  refuse 

  2.    Dishonest  behavior  is  often  an  expression  of 

A.  satisfaction  with  themselves, 

B  dedication  to  their  job. 

C.  unhappiness. 

D.  happiness, 

3.    The  basic  rnoral  principles  by  which  you  live  are  referred  to  as 

A.  traits. 

R.  characteristics, 

e.  ethics. 

D.  needs . 


4.  An  employee  who  is  loyal  to  the  company  will 

A.  Give  employee  discounts  only  to  their  friends. 

B.  Punch  the  time  clock  early  when  leaving. 

C.  Give  100  percent  of  their.efforts  . 

D.  Habitually  complain  or  gripe  to  their  fellow  employees. 

5.  Whe.i  asked  about  the  dishonest  behavior  of  someone  else,  a  person  of 
integrity  should 

A.  lie  to  protect  the  other  person  . 

B.  refuse  to  answer  unless  they  will  benefit. 

C.  respond  honestly,  but  not  maliciously. 

D.  try  to  avoid  answering  and  getting  involved 


s. 
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COMPETENCY  100 


COMPETENCY  1 00:    Establish  and  inaintain  credibility  with  customers,  co-workers, 
employees,  and  managers. 


TEST  ITEM  100-00-11 
See  TEST  ITEM  110-00-13 
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COMPETENCY  101 


COMPETENCY    101:    Utilize  appropriate  asserti veness  when  working  with  other 
employees^  managers,  and  customers. 


TEST  ITEM  101-00-11 
See  TEST  ITEM  11G-G0-13 


i 
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COMPETENCY  102 


COMPETENCY  102:    Dernonstrate  initiatiye  in  dealing  with  customers,  other 
employees  and  supervisors. 


TEST  ITEM  102-68-11 
See  TEST  ITEM  110-00-13 


• 
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CGHPETENCY  103 


eOMPETENEY  103:    Assume  responsibility  for  individual  aetiei.3  and/or 
department  and  compahy  operations; 


TEST  ITEM  103-00-11 

See  TEST  ITEM  106-00-12 
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COMPETENCY  104 


CSMPETENCY  104:    Assume  a  shared  responsibility  for  success  or  failure  of 
the  work  groap. 


TEST  ITEM  104-00-11 
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COMPETENCY  105 


COMPETENCY  105:    Demonstrate  knowledge  of  how  success  or  failare  depends  not 

alone  oh  techhieal  proficiency  bat  oh  quality  of  interpersonal 
relations  as  well ; 


TEST  ITEM  105-60-11 
See  TEST  ITEM  106-00-12 

TEST  ITEM  105-00-12 
See  TEST  ITEM  110-00-13 


i 
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COMPETENCY  106 


i 


eSMPETENGY  106:    i^se  success  or  failure  constructively  in  a  work  situation. 


TEST  ITEM  106-00-11 

INSTRUCTIONS  TO  STUDENTS:    Select  those  items  that  i ndi cate  working  cooperatively 
for  success  with  fellow  employees,  supervisors,  and  management. 

1.  Jim  is  willing  to  help  other  employees. 

2.  Tom  has  a  positive  attitude  toward  his  employer. 

3.  Bill  loafs  when  the  store  manager  is  not  in  the  department  area, 

4.  iBarry  is  consistently  on  time  and  generally  completes  all  tasks. 

5.  Bob  criticizes  everyone. 

6.  Lane  follows  directions  and  store  policies. 

7.  Johnny  accepts  criticism. 

8.  Phillip  discusses  confidential  company  expenses  with  his  friends. 
TEST  ITEM  106-00-12 

INSTRUeTlONS  T0  STUDENTS:    Read  each  of  the  following  statements  about  employee 
responsibi 1 i ty  and  determine  if  each  statement  is  true  or  false.    Write  the  correct 
response  (True  or  False)  in  the  blank  to  the  left  of  the  statement. 

1.    A  responsible  employee  is  one  who  conceals  their  mistakes. 

  2.     If  a  customer,  co-worker,  or  supervisor  is  in  need  of  assistance,  you 

should  wait  to  be  asked  to  help. 

  3.    When  you  fail  to  live  up  to  your  responsibilities  you  create  a  burden 


-   4.    Questions  from  new  employees  are  resented  by  co-workers  and  supervisors 
and  should  therefore  be  avoided. 


5.  Being  responsible  has  to  do  with  fulfilling  your  weaknesses. 

6.  Ah  irresponsible  employee  can  have  a  very  negative  effect  on  company 


7.     If  your  job  dijties  seetn  vague  or  unclear,  you  should  hide  your  ignorance 
as  long  as  possible. 


for  someone  else. 


profits. 
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Test  item  i06-od-l3 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  followihg  incdmpVete  sentences. 
Detennine  which  of  the  completion  choices  is  nx)St  appropriate  for  each  statement. 
Write  the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1.    When  a  supervisor  offers  suggestions  concerning  your  employment,  you 

should  accept  with  a  smile  and  then 

A.  act  differently  when  that  persons  is  around. 

B.  complain  to  your  co-workers . 

C:    change  ycur  behavior  in  a  positive  manner. 
D.    ignore  the  advice  . 

  2.    The  major  difference  between  "destructive"  and  "constructive"  criticism 

lies  in  the 

A.  way  it  was  intended  to  sound. 

B.  validity  of  the  criticism. 

C.  effect  it  has  on  your  emotions ^ 

D.  way  you  pUt  it  to  positive  use. 

  3.    When  your  supervisor  criticizes  your  job  performance,  you  should  first 

A.  gain  thei r  sympathy . 

B.  take  the  criticism  as  being  constructive. 

C.  write  it  off  as  being  unfair. 

D.  explain  that  the  supervisor  probably  doesn't  really  understand 
your  job . 

  4.    When  criticism  is  not  used  in  a  constructive  manner  it  becomes 

A.  useful  for  future  reference  . 

B.  valuable. 

C.  worthless. 

D.  defensive. 

  5.    The  personal  characteristic  that  can  be  valuable  in'  helping  you  to 

react  favorably  to  criticism  is 

A.  egotism  . 

B.  impatience. 

C.  pessimism. 

D.  a  sense  of  humor  . 
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GQMPETENGY  107 


MMPEl^NCY  107:    Work  cooperati vely  with  other  employees,  supervisors,  and 
managers. 


TEST  ITEM  107-00-11 

I NSTRJJ£XIONS  Ja:^m0£-N-T-S:    Read  each  of  the  following  statements  about  working 
cooperatively  with  others  and  determine  if  each  statement  is  true  or  false.  Write 
the  correct  response  (True  or  False)  in  the  blank  to  the  left  oi  the  statement. 

  1.    People  are  said  to  be  cooperative  if  they  are  resentful  of  each  other. 


  2.    Frequently  personality  conflicts  can  harm  the  performance  of  a  work 

group. 

 3.    By  improving  your  self-understanding,  yo'j  also  improve  your  ability 

to  understand  other  people. 

4.    The  difference  between  success  and  failure  is  very  c^ten  a  matter  of 
attitude. 

  5.    When  you  have  a  positive  approach  to  a  working  relationship,  you  can 

expect  more  conflicts  with  the  work  group. 

—  6.    It  15  usually  pleasant  and  inspiring  to  be  around  people  with  negative 
or  pessimistic  attitudes. 

7.    You  should  consciously  look  for  something  good  in  everything  and 
everyone. 

  8.    Developing  a  positive  outlook  often  requires  practice. 
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TEST  ITEM  107-00-12 


INSTRUCTIONS  TO  STUDENTS:    Read  each  of  the  incomplete  seritences.  Determine 
which  of  the.completion  choices  is  most  appropriate  for  each  statement.  Write 
the  letter  of  this  response  in  the  space  provided  to  the  left. 

  1.    A  person  with  a  positive  attitude  is  said  to  be  a{n) 

A.  de^?atist . 

B.  optimist. 

C.  pessimist. 

D.  egotist, 

  2.    Negative  attitudes  are 


A.  productive. 

B.  valuable, 
e.  assertive- 
D.  pessimistic • 

3.  if  you  feel  unconcerned  or  disinterested  toward  someone  or  something 
you  tend  to  be 

A.  assertive. 

B.  indifferent. 

C.  negative. 

D.  patient. 

4.  People  with  an  adult  outlook  tend  to  believe  in  and  respond  to 

A.  equality. 

B.  pessimism. 

C.  superiority. 

D.  defensi veness, 

5.  The  major  reason  for  people  leaving  or  losing  their  jobs  is 

A.  their  difficulty  in  getting  along  with  others, 

B.  their  dishonesty* 

C.  their  job  performance* 

D.  their  poor  self-concept. 
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TEST  ITEM  107-00-13 

INSTRUCTIONS  TO  STUDENTS:  Place  an  X  beside  the  statements  below  which  reflect  a 
positive  attitude. 

  1.  ''I  like  my  job." 

___  2.  "I  can't  stand  my  new  supervisor." 

  3.  "If  that  new  salesperson  isn't  fired  soon,  I'm  going  to  quit." 

  4.  "I  can  succeed  if  I  try." 

  5.  "My  boss  has  got  it  in  for  me." 

  6.  "No  matter  how  hard  I  try,  i  never  seem  to  achieve  success." 

  7.  "A  positive  attitude  is  important  for  a  successful  relationship." 

 8.  "That  new  student  is  a  Vf  y  likeable  person." 

TEST  ITEM  107-00-14 

liiSIBtiCTlQNS^Tj  STUDENTS:    In  the  blank  space  provided  below,  identify  at  least 
two  benefits  of  maintaining  a  positive  attitude  and  two  disadvantages  of  negative 
atti  tudes. 

1 .  (posi  ti  ve  j  

2 .  (pdsi  ti  ve)  ^  

r  (negative)  

4      yr  ioative)  -  


Employment  Skills 

58 


638 


COMPETENCY  108 


COMPETENCY  108:    Demonstrate  knowledge  that  the  needs,  desires,  and  goals  of 
individuals  vary  with  social  and  cultural  backgrounds. 


TEST  ITEM  188-60-11 


INS-THUCI-XONS^Q-SJ-UOENTS:    Read  each  of  the  following  statements  about  individual 
differences  and  determine  i f  each  statement  is  true  or  false.    Write  the  correct 
response  (True  or  False)  in  the  blank  to  the  left  of  the  statement. 

  1.    The  thing  that  people  must  have  in  order  to  lead  full  and  happy  lives  are 

referred  to  as  needs. 

  2.    The  desire  to  be  recognized  for  your  personal  accomplishments  is  an 

example  of  a  need  at  the  self-esteem  level. 

  3.    Copcerns  for  personal  growth  and  achievement  are  found  at  the  physical 

level . 

  4.    Once  satisfied,  needs  tand  to  disappear. 

-    5.    The  things  we  are  involved  with,  concerned  for,  or  curious  about  are 

referred  to  as  values. 

 6.     Increased  self-understanding  should  help  you  to  better  understarfd  the 

behavior  of  others  as  well  as  yourself. 

  7.    Through  mutual  understanding,  raore  cooperative  and  harmonious  relation- 
ships are  developed  and  maintained. 
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eOMPETENCY 169 


COMPETENCY  1Q9:    Avoid. misrepresentations  of  products,  services,  people,  and 
jDbl  1  cies. 


TEST  ITEM  lD9-0B-n 

iMTRUH-IijNSlO::lTllB£^^     Read  each  of  the  following  statements  about  misrepresenta- 
tions and  determine  if  each  statement  is  true  or  false.    Write  the  correct  response 
(True  or  False)  in  the  blank  to  the  left  of  the  statement. 

Often  incorrect  information  is  passed  from  one  employee  to  another 
employee  in  the  form  of  gossip  or  rumors. 

Because  messages  can  be  all  out  of  proportion  when  they  travel  through 
the  "grapevine",  care  must  be  taken  in  delivering  or  receiving  m.?ssages. 

It  is  a  bad  practice  to  talk  about  your  supervisor  wi  th  other  cb-workers 
only  if  you  are  afraid  they  will  tattle  or  slip  and  tell  someone  else. 

Written  information       considered  to  be  more  reliable  than  oral  communi- 
cations and  shoMV  *  in  stating  business  policies. 

It  is  not  rteces' .  '  information  as  long  as  you  feel  the 

information  given  .     '^!-;ly  true. 
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EST  ITEM  109-00-12 


INSTRUCTIONS  TO  STUDENTS:.  Below  arc  statements  that  should  be  considered  either 
rfliable  or  unreliable.    The  source  of  the  information  is  given  following  the 
statement.    Based  on  the  staterrwit  and  the  source  of  the  information,  place  an  X 
beside  the  statetnerrts  you  should  consider  as  reliable  information. 

1.    Judy,  another  employee^  toj8  you  tha^  she  heard  the  company  was  going 
to  close  their  new  branch  store  since  profits  were  not  what  they  had 
hoped  they  would  be.  (Co-worker) 

^.    A  notice  on  the  bulletin  board  said  thai  there  would  be  a  meeting  of 
ail  salespersons  at  8:66  a.m.  Friday  morning.  (Company) 

  3.     "I  heard  Jack  tell  Susie  that  our  lunch  breaks  had  been  extended  an 

extra  IS  minutes."  (Co-worker) 

  4.     "You'll  look  years  younger  after  using  Maximum  Beauty  Cream  for  just 

seven  days."    (Television  commercial) 

  5.    "All  schools  in  the  area  will  be  closed  today  as  the  snowfall  has  been 

re-orded  at  3  inches."  (Radio) 

--z:z  -  6-    "I  overheard  Mr.  Jake  telling  Mrs.  Jones  that  you  were  going  to  je 
fired  since  sales  were  falling  off  in  the  store."  (Co-worker) 

  7.    Store  policy  states  that  anyone  Losing  sick  days  for  any  other  purpose 

will  be  disniissed.  (Company) 

8.    "Since  your  sa  lies  have,  increased  over  the  past  two  months,  your  next 
pay  check  will  have  a  10  percent  increase."  (Supervisor) 

TEST  ITEM  109-00-13 
See  TEST  ITEM  110^00-13 
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CDMPETENeV  110 


TENCY-^1443:    Respond  to  customer  complaints  in  accordance  with  company 
pdl icy. 


TEST  ITEM  110-00-11 

INSTRUCT:^.0NS  to  . students:    Respond  to  each  of  the  customer  statements  based  on  the 
situation  described  below  and  the  STORE  POLICY  provided. 

SITUATION:    You  are  the  store  manager  trainee  and  today  you  are  working  at  the 
service  desk.    The  store  manager  is  out  to  lunch  and  the  assistant  is  off  today. 
You  are  in  charge  of  the  store  and  must  make  decisions  based  upon  store  policy.' 

STORE  POLICY 

1.  Returned  items  must  be  accompanied  by  a  sales  slip  and  merchandise  cannot 
be  returned  after  ten  days. 

2.  Extra  help  is  always  scheduled  during  ad  days. 

3.  The  service  desk  is  the  only  location  which  issues  rainchecks    on  ad  items 
not  in  stock. 

4.  Items  for  which  rainchecks  are  written  are  normally  received  within  10  days. 

5.  Quantities  of  ad  merchandise  ordered  for  a  sale  are  determined  for  each  store 
by  the  chain  buyers  rnd  are  based  on  past  sales. 

6.  Sales  run  for  a  three-day  period.    The  dates  for  the  ad  are  printed  unaer 
the  ad  in  the  paper. 

7.  Displays  of  Items  are  not  sold  unless  a  line  of  merchandise  is  being  d isconti nuej. 

CUSTOMER  STATEMENTS  AND  SITUATION 

1.  "The  cashier  won't  refund  my  money  on  these  shoes  because  I  don't  have  my 
sales  slip. " 

2.  "I'd  like  to  return  these  pants  that.  I  bought  here  two  months  ago.    They  have 
not  been  worn,    here  is  the  sales  slip!" 

3.  "I  had  to  wait  in  line  for  a  half-hour  just  to  buy  these  cheap  shoes  and  now 
you  tell  me  you  don't  have  my  size." 

4.  "This  coat  was  given  to  me  as  a  gift  and  it  doesn't  fit." 

5.  "Can  you  guarantee  this  shirt  will  be  fashionable  next  season." 


EKLC 
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EST  ITEM  110-00-12 


INSTRUCTIONS  TO  STUDE?rr\:    Read  each  of  the  foliowing  statements  concerning 
customer  complaints  and  store  policies  and  determine  if  each  statement  is  true  or 
false.    Write  the  correct  response  (True  or  False)  in  the  blank  to  the  left  of 
the  statement. 

  Coiiipany  policies  are  written  just  to  make  it  difficult  for  employees 

to  respond  (;o  cusLonier  comp'aints. 

  if  the  custOMier*  complaining  is  your^  best  friend  it  is  alright  for 

you  to  bend  the  rules  just  a  little  in  order  to  keep  their  friendship. 

3,  eompdny  policies  buildb  goodwill  with  competition  for  the  business. 

4.  If  company  policies  are  followed  by  every  einployee  ,f3i  r  and  consistent 
treatment  of  customers  is  ensured. 

-----  5.     Fmployees  should  makeup,  their  own  policies  regarding  customer  complaints 
if  there  are  no  established  company  policies. 
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TEST  ITER  110-00-13 


INSTRblGTIONS  IB  TEACHER:    Stadents  are  to  participate  in  a  role-playing  situation 
involving  a  gi ven -case_study  where  he/she  is  a  salesperson  in  an  apparel  department. 
They  wni  be  approached  by  a  cystOfTier  (the  teacher,  another  student,  or  business- 
person,  etc.)  with  a  merchandise  complaint  and  will  react  to  the  customer's  problem 
in  accordance  with  the  store  policies.    Each  situation  should  not  last  more  than 
ten  minutes.      Use  the  rating  sheet  provided  for  evaluating  student  performance. 

As  you  I'oleplay  with  the  student,  remember  the  following: 

1.  You  are  a  very  disturbed  custcr er  returning  faulty  merchandise. 

2.  You  have  had  the  following  experience. 


You  received  a  blazer  as  a  gift  last  month.    The  label  indicated  thai  the 
blazer  was  washable.    When  the  blazer  was  washed  the  lining  shrunk  and  has 
pulled  the  blazer  completely  out-of-line.    You  are  extremely  upr?t  because 
the  store  sold  your  friend  faulty  mer^handi se.    You  are  bringing  the  blazer 
back  for  a  cash  refund.     (Another  appropriate  item  of  merchandise  may  be 
substituted  fo*^  the  blazer.) 

3     You  demand  that  your  money  be  returned.    You  will  not  accept  credit  because 
you  never  want  any  merchandise  from  the  store  again. 

4.  You  would  like  to  have  your  charge  account  closed  unless  the  money  is 
returned. 

5.  You  are  in  ^  hurry  to  keep  c;;  appointment  that  you  have  in  fifteen  minutes. 

6.  You  do  not  have  your  sales  slip  with  you  since  the  item  was  a  gift. 

7.  Keep  in  mind  that  the  salesperson  does  not  ^  /^Jning  about  your  problem 
when  you  approach  him/her. 

8.  Please  be  as  realistic  as  possible.    If  the  participant  becomes  corifu:ied  and 
cannot  handle  the  situation,  we  recommend  thct  yo  -  accept  credit  ar.d  close 
the  session. 
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TEST  ITEM  nO-dd-13  (Continued) 


jUSTRUCTIONS  TO  STUDENTS:    You  are  to  study  the  Case  ProBleni  given  to  you.    You  are 
to  act  as  the  salesperson  arid  will  be  approached  by  a  customer  who  has  a  problem. 
You  will  be  all  owed  ten  (id)  minutes  to  solve  the  customer's  probler.     'ou  will  be 
given  (5)  minutes  to  read  the  Case  Problem.    You  will  not  know  anyt        about  the 
customer's  problem  until  he/she  enters  the  store  area. 


£^S£-  PROBLEM 

You  are  a  salesperson  1ri  ah  apparel  department.    The  store  carries  a  Wide  variety 
of  merchandise.    You  have  been  working  in  this  establishment  for  six  months  and  ' 
have  done  very  well  in  building  mananemerit's  conf-:denee  in  your  ability.  Hoping 
to  be  considered  for  the  assistant  management  position  of  a  branch  store  in  the' 
mall  that  will  be  opening  within  the  next  year,  you  keep  on  your  toes  to  show  your 
abilities  as  a  good  salesperson. 

The  department  manager  has  left  you  in  charge  of  the  depdr i ment  for  two  days  while 
she  is  away  on  a  biiy.ng  tri^j.    Yoii  vvill  be  approached  by  a  customer  who  is  upset 
about  a  problem  with  i;ierchandise  vvh^t  was  purchased  in  your  department.  You 
recognize  the  cus tome':  as  n  frequent  visitor  to  ii'e  store  and  a  well-known  leed. 
in  the  community. 

Your  hi'nian  -elat-  ns  skills  in  assisting  the  customer  with  the  problem  will  be 
fj'/al  uated. 


sTej^EmieiES- 

No  p-rson^l  checks  without  two  forms  of  identification. 

Salt  merchandise  many  not  be  returned. 

All  lay-aways  must  be  paid  out  within  30  days. 

No  cash  refunds  without  the  customer's  sales  slip. 

Returns  without  a  sales  slip  will  be  allowed  for  exchange  or  credit  only. 
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TEST  ITEM  11G-00-13 

s  fee   evaluation' 

INSTRUCTIONS:  Encircle  the  nyfe  of _p^^  isjwarded  for  each  ite.  on  the  evaluation  ano-enter  the 

amountjn  the  Total  column  on  thD  right.  Indicate  the  overall  total  at  the  end.  Use  the  followinq 
as  guidelines  for  awarding  points.  uuuwniy 

on  this  item  the  participant  reacted  extremely  profess-  -,ally,  the  participant  would 
rank  as  one  of  the  top  ten  percent  of  persons  employed  5alespeople. 

Above  Average  on  this  item,  the  participant  did  a  very  good  job  and  would  rank  in  the  top  20-30 
pereen:  of  the  persons  employed  as  salespeople. 

Average        on  this  item,  the  participant  did  okay  and  would  be  ranked  as  average;  acceptable  work. 

Below  Average  on  this  i ten,  the.participant  was  somewhat  ineffective  or  ignored  the  situation; 
would  call  fo'  additional  training, 

^  Unacceptable   on  thi^  i:em,  the  participant  was  totally  'rcf^ctive;  perhaps  this  person  should 

I  no'  '•■  ■  :s  a  salesperson. 

0 

«<         .  -—  

3  •  —   

^^^^^J!'?  PSi't]  CI  pant  on  his/her  Skill   __  ABOl/E  BELOW 

M  in-using  the  following  human  relations    EXCEPTIBRAL    AVERAGE    AVERAGE    AVERAGE    UNACCEPTABLE  TOTAL 
-  ski'lTs-wvtfv  the  customer: 

^    ■  -  -  -  ■  -  - 

^  ■  "'•^'f—-  ^ 

1.  TACTFULKESS  -  the  ability  to 
express  ideas  and  opinions  so 

they  do  not  offend  others....  7         6   5      4   3      2   1  y 

2.  COURTEST  -  well  mahnered  conduct 
which  shows  consideration  of 

others.......................  8  7   6      5   4      3   2   1  G   

3.  OBJECTlsiT?  -  apprec'ation  of 
tiie  other  person  and  his/her 

opinions   8         7   6      54      3   2   1  0 


o 
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)T  ITEH  llC-bO-13  (Evaluation  -  eontinued) 


:e  the  participant  on  his/her  ski  :1  ABOVE  BFLOt'i 

using  the  following  human  relations  EXCEPTIONAL  AVERAGE  AVERAGE  AVERAGE  UNACEEPtABtE  TOTAL 
ills  with  the  custOPie-^-:—      -      —   -   


SELF-DISCIPLINE  -the  ability 
to  control  oneself  


COhCERN  -  the.probien  was 
important  to  the  othe^  person 

ACCEPTANCE  -  the  ability  to 
receive  negative  feelings 
from  the  customer  


10 


5       4       3  2 


3  2 


EMPATHY  -  ability  to  put 
oneself  in  the  other's 
position................. 


ASSERTIVE  -  degree  to  which 
participant  upheld  the 
policies  of  the  store....... 


11 


5       5  3 


1G   9   8   7   6     5   4   3  2 


CREDIBILITY  -  represented 
the  business  favorably  to 
the  customer  


11 


10   9   8   7   5     5   4   3  2 


INTERPERSONAL  RELATIONS  -de- 
gree to  which  the  participant 
was  able  to. avoid  argument  and 
win  the  customer's  goodwill... 


INITIATIVE  -  degree  to  which 
the  participant's  skills  pro- 
vided a  satisfactory  solution 
for  the  customer's  problem... 
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n 


12 


10   9   8   7   6     5   4    3  2 


n  10   9   8   7     6   5   4   3  2 


TOTAL  POSSIBLE  POINTS:  100 
TOTAL  POINTS: 


ERIC 


COMPETENCY  111 


eOMPETENGY  111:    Demonstrate  knowledge  of  how  to  suggest  changes  to  management. 


TEST  ITEM  111-08-11 


iNSIRbeiieNS-IB-STflfl£NTS:    Read  each  of  the  incomplete  sentences;    Determine  which 
of  the  completion  choices  is  most  appropriate  for  each  statement.    Write  the  letter 
of  this  response  in  the  space  provided  to  the  left. 

-  --  ---  1.    An  "authoritarian"  leader  usua  ly  makes   major  decisions 

independently. 

A.  all 

B.  no 

C.  few 

D.  many 

2.    Most  misunderstandings  between  management  and  employees  result  from 

A.  "I  doh' t  care"  attitudes. 

B.  communication  breakdowns. 

C.  authority  sharing. 

D.  management  styles- 

 3     A  leader  is  employed  to  the  efforts  of  his/her 

subordinates. 

A.  criticize 

B.  gui  ;e 

C.  prc.ise 

D.  record 

4.    The  term  "leadership  style"  refers  to  the  ^   with 

which  a  supervisor  approaches  the  task  of  leading. 

A.  experience 

B.  knowledge 

C.  manner 

D.  time 

  5.     If  you  like  to  feel  you  are  a  "member  of  the  team",  you  will  probably 

work  best  under  a(n)  ^   leader. 

A.  authori  tarian 

B.  democratic 
hands  off 

D.  laissez-faire 
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TEST  ITEM  111-00-12 


INSTRUCTIONS  TO  STUDENTS:    For  each  situation  1 isted_ below^  indicate  those  changes 
which  were  suggested  to  manage/nent  personnel  correctly. 

  1.    A  salesperson  -^eels  that  more,  personnel  are  needed  in  the  department  to 

handle  lunch-hour  traffic.    The  salesperson  tells  the  other  >speople. 

  2.    A  salesperson  has  a  new  idea  for  preventing  shoplifting  and  mentions  it 

to  the  manager  during  the  rush  of  ciosing  the  store  for  the  day. 

  3.    A  salesperson  thinks  of  a  new  arrangement  for  the  department  and  mentions 

it  on  a  coffee  break  to  the  supervisor. 

  4.     The  assistant  manager  has  a  new  idea  for  inventory  control  and  sends  it 

to  the  manager  in  a  memo. 

  5.    A  salesperson  wants  to  change  the  method  of  scheduling  part-time  employees 

and  discusses  it  with  the  manager's  secretary. 

TEST  ITEM  111-00-13 

INSiKUETrONS  TO  STUflOtTS:    Identify  the  nianagenient  "style"  described  in  each  of 
the  following  statements  by  circling  the  "A"  for  Authoritarian,  "D"  for  Democratic, 
and  "LF"  for  Laissez-Fai re. 

A     D     LF      ].    Like  to  exercise  only  moderate  control  over  the  workers  under 
thei  r  supervision. 

'"^     D     LF     2.    Prefers  to  exercise  a  high  deg-ee  of  control  over  their  subordinates. 

^     b     LF     3.    lisLially  makes  .all  significant  decisions  Independently. 

A     D     LF     4.    Generally  allows  workers  under  their  supervision  to  make  their 
own  plans  and  decisions. 

A     J5     LF     5.    Encourages  employee  participation  in  planning  and  decision-making. 
A     D     LF     6.    Enjoys  being  "in  command". 
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COMPETENCY  -1 12 :    Accept  constructive  criticism  and  take  appropriate  corrective 
actions. 


TEST  ITEM  112=00-11 
See  TEST  ITEM  106=00=13 
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TtST  ITEM  KEYS 


090-00 


106-00-11 


1.  b.  f^, 

090-Cu-lZ 


3. 

c 

6: 

7- 


A 
I 
D 
C 
B 
G. 


092-00-11 
2.  D 


3. 
4. 
5. 


3. 
A. 


094-00-11 


1. 
2. 
3. 
4. 
5. 
6. 


4.  Irup 

5.  True 


095-00-12 


4.  False 

5.  False 


1.2.4,  6, 


i. 

F.iUe 

f  alse 

True 

c'. 

False 

5. 

Fdlsp 

6. 

True 

7. 

False 

106- 

-00-13 

1. 

C 

2. 

D 

3. 

B 

4. 

C 

5. 

n 

W^OHl 

1. 

FaTse 

2. 

True 

3. 

True 

4. 

True 

5. 

False 

6: 

False 

7: 

True 

8: 

True 

107- 

-00-12 

1. 

B 

2. 

D 

3. 

B 

4. 

A 

4. 

A 

107- 

-00-13 

1,  4,  7,  8 
107-00-14 


Student  answers  to  this  que^  Mon  will  vary.  The  foi  lowing 
sample  respons?s  may  be  usfri       a  guideline  tn  evflluatinn: 


PnsiTl\^     ::_  _: 

increased .chances  for  success 

2.  improvod : sel f- concept 

3.  better  job  .  perforinance 

4.  rnore  constructive  bchnvior 

^:    better  relationships  w/  others 


Negative 

l:  5lncat4tr  (»isibii  (failiin) 

2.  poor  relationship'^  w/  otho'S 

3.  pcbr  job  i»f  rf or^ance 
'I ,  unpi^dtfctfve.  bchaviof 
5.  poor       f- imaqc 


I  OB- 00- n 

1.  c 

2.  B 

1.  True 

3.  B 

2.  True 

4.  C 

3.  False 

5.  C 

4.  False 

^-  f"alse 

o?5_-_qp-i3 

6.  Trut? 

7.  True 

i.  4 

2.  2 

109-00-11 

3.  5 

4.  3 

:1.  True 

5.  1 

2:  True 

3.  False 

098-00-11 

4.  True 

5.  False 

1.  False 

2.  True 

109-00^ 

3.  True 

2, 


7,  C 
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1.  fi 

2.  C 

3.  C 
A.  C 
5.  C 
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Student  answers      I  I  vary  spniewh a: ,  but  tht    . . 
following  will  serve  as  suggestions  in  evaluation. 


The  stud(?nts  shpLild..explajn  that  s'ore  policy 
requires.sajes_s  lips. for  all  ref  inds; 
The  st'jdents  should  also  suqqe'^t  the  custdniPT- 
lo^>^_foP  the  $alc<;  slip  nnd  <.how  i-f^-^ceT, 

al)dut  lril\y         CttStonicr  is  rctllr  nr 

2.  The  student- should  explain  tha'  stbro  )'':luy 
requires  all  returns  be  madr  in  d.^ys 
from  date  of  sale  and  liiaintaln  an  'n teres t 
in  the  customer. 

3.  The  student  should  explain  that  the  store 
personnel  try  to  work  as   juickly  and  effi- 
ciently as  possible  ind  a tjo log ize  for  thf? 
customer 's  Wf-i i  t.     Jhe  student  should  also _ 
apologizp  for  the. fact_ that  the  shoes  were  such 
a  fast,  sej  1  ing_item_and_for  the  fact  that  the.. 
^.iQht  _size_  is_  not.  in  stock.    Another  i  tetn  might 
be  suggested  for  the  ccstomer. 

4.  The  s tudent  should  reniaih  interested  in  the  cus- 
tomer's problem  and  offer  to  niake  an  exchange 
for  the  Correct  size. 

5.  There  is  no  way  the  student  can  offer  such  a 
guarantee.     Perhaps  a  reassurance  could  be 
offered  to  the  customer  ds  to  the  '.flection 
without  offering  any  type  of  guarcntcc. 

riivpo^  1 2 

K  false 

L.  false 

3.  True 

4.  True 
b.  fdlso 

1 10-00- )S 


i 


Thf  '  *tjdent  should  rLMcti  a  proficiericy  r.Uiny 

4-1 


1.  A 

?.  i: 

3.  B 

4.  c 

111-00-1? 


None  shoLlJ  be  check(»d. 

in  -  DO-i:^ 

1.  u 

2.  A 

3.  A 

4.  l.f 

5.  'J 

6.  A 
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